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DOES A COMPLETE SELLING JOB FOR YOU! =~ eran aT ean el 


Please ship: __ DW Chest M_—(Mahogany 
Knife and fork samples all Regular_—o or Viaw# 
___. 52-piece Service for 8 in Romantt. 
Viande___. Soups: Round Bow|l_—Crea 


. Shows five Holmes & Edwards amend Prevent-Tarnish Cloth prevents tarnishing. 


a knife and fork in each. 5. Felt bottom prevents showcase scratches; 


2. Holds a complete 52-piece service for 8 in extra rugged, extra heavy hinge. Set of Lid- 
lower half. Lox keeps chest open. 


l 
i 
I 
l 
l 
3. Sterling Inlaid story and price information 6. Available in mahogany or blonde finish. — 
l 
: 
} 


for 52-piece service are told on display panes. 7. Cost? There is no extra charge for all the 


4. Heavy weight display panes keep silver equipment...you pay only for the service for 8 
dust and dirt free. ..lining of International’s and the 5 knives and forks... just $47.79 net. 


ADDRESS 


CITY 
Mail to: The International Silve 





SNAP-ON 


CARRING GUARDS 


A NEW OVER-THE-COUNTER ITEM 








WITH A READY-MADE DEMAND... 


A NECESSITY FOR 


EVERY WOMAN WITH EARS 


‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING | 
GUARDS will bring. You can sell her a set with every pair of earrings | 
she buys, and for every pair she now owns. They fit all screw type 
earrings. 


































Each pair mounted on a tent folder 
(shown actual size) that will stand in 
your showcase. Dozen pair to a card 
(right) designed for self service. Price 
to the Jeweler, $3.00 per card. Retail 
50c pair, exempt from Federal tax. 





Licensed Manufacturer 


CHEEVER, TWEEDY & COMPANY, INC. A. SAUER & COMPANY 


North Attleboro, Massachusetts KON-ITE BLDG., CINCINNATI 2, OHIO 
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“OPERATION CHECKUP' 


Perpetual Inventory Records Key to Better Profits 
Six Rules for Controlling Operating Costs 
Profits Are Lost in the Stockroom 

Mechanical Bookkeeping Speeds Your Selling Records 
Adequate Coverage is Essential 

Your Estate After Taxes 

How's Your Tax 1.Q.? 

Buying or Selling a Store 

Need More Working Capital? 

Prevention is Best Protection Against Theft 
Organization Means a Better Display Job 


MERCHANDISING AND PROMOTION 


Traffic Building Idea of the Month 

The Important Role of the Jewelry Wholesaler 

Fashion Builds Big Jewelry Season 

A Free Education for Diamond Customers 

Glamour Within Bounds 

Effective Selling Up Methods Lift Price Brackets on Watch Sales. ... 


TABLE TOP FASHIONS 


Blueprinted Setting Contest Hangs Out SRO Sign 
They're New in Table Top Fashions 

‘Teen Market Promotion Doubles Silver Sales 
Glamour Treatment for Small-Space Gift Section 
Speaking of China, Glass & Giftwares 


TECHNICAL 


A Short Course in Gemology 
Workshop Questions and Answers 


DEPARTMENTS 


Speaking of the Jewelry Trade 

A Half Century Ago in Jewelers’ Circular 
They're New 

Briefly—The News in Brief 

News 

Coming Events 
ee ee 
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The Cover 


A periodic review of his business 
operations is good practice for any 
jeweler. See “Operation Checkup" 
beginning on page 73 in this issue, 
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and General Manager 


LANSFORD F. KING, Editor 
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the Editorial Board 
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BUSINESS STAFF 
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New York 
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MADELINE LOVE 
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100 E. 42nd St.,.New York 17, N. Y. 


MUrray. Hill ':5-8600 
New England 


‘E. P. LINGHAM 


420 Ind. Tr. Bldg., Providence 3, R. I. 
Gaspee 1-528! 

10 High St., Boston 10, Mass. 
Liberty 2-4460 


Chicago 

WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 
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ONE THING OLD 


ABOUT THE ne 





There never was a time when Hamilton 
has been anything but a friend of 
the Jeweler. We’re determined to 

keep it that way. 


Protection of the Jeweler’s best interests is a 
Hamilton Tradition. Don’t forget this old 
Hamilton policy when you hear all 

the shouting about “‘trade diversion’. 


BACK THE WATCH 
THAT BACKS YOU 


amilton 


FINE AMERICAN WATCH 
sold direct to retail jewelers by the 


HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 
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ESIGNS UNLIMITED 
UPPLY UNLIMITED 


NARLAY & DLBICH ER 


Perfect Die-Struck Rings and Findings 


KB Die-Struck Rings and Findings, in Unlimited Style and Unlimited 
Design, are your ready answer to all of your production problems. 
Easier to assemble, Easy-to-Set and Easy-to-Size, you will find that 
KB Die-Struck Rings and Findings also take a better finish and are 
non-porous and non-brittle. Here, at Karlan & Bleicher, meticulous 
skill and expert craftsmanship, are your guarantee of a constant 
and unchallenged source of Ring Finding supply. 


47777 IR 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —ITS 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
Os A DIVISION OF KARLAN & BLEICHER 
| > INC. 








reators and Designers of Perle Mg ndys 
IEE WEST FOURTH STREET: NEW VORA /E NY — oFFICeS IN CHICAGO AND LOS ANGELES 
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Distinctive, yes . . . Distinguished, certainly ! 


‘*Salesman’’ by Simmons . . . a handsome new concept of 
craftsmanship in sterling. 


A men’s set that will most assuredly set off the man who wears it... 
and show us the man who couldn’t wear it with pride! 


Bes ASTE Pe RP ECE Added prestige note: that stunning design is hand applied! 


Order now — then watch the ‘‘Salesman’’ sell itself! 
Suggested retail price $12.75, plus local and federal taxes. Order by name 


He STERLING ‘*‘Salesman’’ or by Catalog No. MSSS-2794. 


R. F. SIMMONS COMPANY, ATTLEBORO, MASS. 








A SELF-SELLING 








Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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SAVE HOURS OF LABOR 











4215 Carat Size 4 MM Size 10x 8 





Vey These new settings, Series 710, are designed for 
wl emerald-cut stones and are of the substantial weight 
4216 Carat Size 3 MM Size 9% x 7% preferred for jewelry of the better class. They are ° 


made with the precision that characterizes all our 
settings and their use has the very important ad- 


vantage of saving you the many hours of hand 
ea 





labor that would have to be devoted to the pro-. 
duction of settings like them. Besides this, these 
new settings assure you of absolute uniformity in 
every unit of any certain design you are producing. 


There are seven sizes, taking stones of approxi- 
=] 
iZ 
tJ 





mately four to three-quarter carats; millimeter 





4218 Carat Size2 MM Size 8x6 sizes 10x8 down to 6x41/. Series 710 is made in 
jewelry palladium, in 14K white gold and will be 
\ y made in 10% iridio-platinum when this is available. 
== 
—_ We urge that you try them, because we are sure 
4219 Carat Size 133 MM Size 7% x 53s you will be more than pleased. 





co 
Ey 
4220 Carat Size 1 MM Size 6% x5 
a ee BAKER & CO., INC. 


= W 113 ASTOR STREET, NEWARK 5, N. J. 


4221 Carat Size MM Size 6 x 4% NEW YORK e SAN FRANCISCO e CHICAGO 
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Pick this one for Spring sales! 


BEGINNING Marcu 2np Elgin’s Spring 
Time Savings offers you an opportunity 
to turn a normally slow season into a 
major watch-selling event. 


Two new Elgin Watch Series at special 
introductory prices are the headliners in 
two full-color facing pages in LIFE, as well 
ason TV. 

For the ladies—the world’s only shock- 
resistant bracelet watch—the superbly 


SPRING TIME 








hy SPI LRETETE PD 


ERS S 


heart that never 
breaks, the guaranteed 
DuraPower Mainspring 


For what’s new in 


a ee the-watch business, watch 
Only Elgin has the 


styled new Elgin “Bracelette.”’ For the 
men—a “‘first-time-ever” Elgin Shock- 
master—the world’s first shock-resistant, 
dress-style watch with the guaranteed 
DuraPower Mainspring. 


Important reason for featuring both: 
you make your regular mark-up until 
April 5th—a generous ‘‘bonus’”’ profit there- 
after. All this—plus famous Elgin Banner 
Buy watch values! (As low as $33.75) 
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ELGIN 


Elgin National Watch Company ® Elgin, Illinois 








= * 
en nt eo 


ELEGANT STYLING DISTINGUISHES \ “ 
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ALL BRISTOL DIAMOND RINGS 


*¢en, 







The old adage “Variety is the Spice of Life” aptly — LEON re 
He i . ° | ° . ° . Ae ee “ Ss: *. 
describes the extensive Bristol Line of quality Dia- Pe Fa tenn a eS ” 






mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
requirement ... and of course, 
“economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


cose" Gare 
. 
Pa) A : 











RINGS ENLARGED 


TO SHOW DETAIL A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 





BRISTOL SEAMLESS RING COMPANY « 71 NASSAU STREET, NEW YORK 7, N. Y. 
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For Boys and Girls . . . 
FIRST COMMUNION SETS 


by CATAMORE 





BIAERELS SR eer. 
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Here's another “first” by Catamore! A lovely gift item for 
boys and girls. Its a first Communion set consisting of 

a child’s rosary in sterling silver, with pearl or sterling 

beads, a rosary case and a beautiful first com- 


munion prayer book. All three are boxed attrac- 
tively to make an outstanding gilt combina- 
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ba a Fit For Your W ..Brand New For ‘53 


Display the exquisite, 1953, 

Jems line on the profit-tested The Jems Feature Presentation Display that sets the stage for Jems earrings and 
Jems Vanity Display, complete seasonal and gift-event promotions of other jewelry in your stock. Here, indeed, 
with merchandise array and is proof positive that JMS helps you merchandise not only the fabulous Jems earring 
tilting mirror. Today, more than line that builds enormous store traffic, but also helps you sell monthly specials as 
well, identified by 12 removable seasonal plaques (including Birthdays, Anni- 


ever, this earring bar is a must , : : 
se eatita versaries, Weddings, Christmas, etc.) 


with aggressive retailers every- 


here, 

ae SEE YOUR WHOLESALER TODAY. Find out how you can obtain these pow- 
erful Jems sales aids, free of extra cost, with a qualifying purchase of Jems earrings. 
Year after year, jewelers are realizing that tying-in with the Jems line is the most 


- / | 7 OR YOUR profitable move they can make. 
W 


fi CUSTOMERS 
WATCH THIS SECTION EVERY MONTH FOR NEW, EXCITING JEMS CREATIONS 


The brightest idea in Packaging 
—the stunning plastic Shadow 

Box that doubles as a vanity 

picture frame. 


collection available through your wholesaler. They are designer -styled 


These Jems fashion-leaders are only a few from the magnificent | 
ToMn T-Yolo ME dal-Meil-1(oMeo) Amicle 


Genuine Cameo, gold-filled Genuine Cameo. all gold All gold filled with 10K 
drop, French back. filled with 10K ear wire. ear wire. 














WORLD'S LARGEST MANUFACTURER OF PIERCED EARRINGS 


JMS Jewelry Manufacturing Co. acon ws 
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Design Patents Pending Prices Keystone 
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No. 85 
MANDARIN 


(for a man) 
Sterling plaque 
$ 


Gold Filled 
$13.20 


No. 12 
CAPRI 
(ladies) 
Sterling plaque 
Gold Filled 
$10.96 
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. Bea GP Pee se 
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CITADEL 


(for a man) 
Sterling plaque 
Gold Filled 
$9.45 


FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 
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there are many automatic watches... 
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A world of difference separates ordinary standards for “commercially acceptable” 
automatic watches and the high standards set for the Mido Multifort Superautomatic. 

These standards make Mido the only Superautomatic watch available, capable of 
rugged wear far beyond that of ordinary automatic watches. 








WATER CAN’T GET INt— SHOCK-RESISTANT— 

Mido Superautomatic exclusive WELD-TITE Mido Superautomatic specially-constructed 
CASE keeps out water, dirt, dust, fumes.° device absorbs shocks, assures depend- 
° able timekeeping. ° + 

ANTI-MAGNETIC— SELF-WINDING— 
Mido Superautomatic parts are unaffected Mido Superautomatic “Pendulum Propul- 
by magnetic fields, electrical equipment. sion,”’ most skilfully perfected of all 


self-winding movements, gives greater ac- 
curacy, with no overwinding. 


otis tas 
Lore Si 
oe eal 
ae 
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The Mido name assures uniformity and standardization possible only when movements 
are individually cased under one roof...the full satisfaction only a specialist 
can provide. Mido is the original, the only Superautomatic. 





_ 





“This Spring, in LIFE, LOOK and THIS 
WEEK Magazine, over 65,000,000 . 
consumers will read about incredible “ 
“Torture Tests,” proving Mido’s EN 
ruggedness...Mido’s superiority to Ys. 
ordinary automatics. As a result, 
millions will want to see, try, own 
the great “Torture-Tested” Mido. 








The only complete line of over b fg Ms of 
50 “worry-free” styles = : | 


for men and women. From $4975 \ 





TWATER CAN'T GET IN AFTER CLEANING AND REPAIR IF SERVICED BY MIDO JEWELER USING GENUINE MIDO PARTS 


#CERTIFIED IMPARTIAL TESTS PROVE MIDO WITHSTANDS PRESSURE OF 175 POUNDS PER SQUARE INCH, EQUAL TO IMMERSION 402 
FEET DEEP...DRIVING SPRAY EQUAL TO 6 INCHES OF RAIN PER HOUR FOR 52 DAYS (.3 INCHES PER HOURIS RATED HEAVY) ..- 
IMMERSION IN SALT OR FRESH WATER FOR S2 DAYS. EQUAL TO DAILY 10-MINUTE BATH OR SWIM FOR 20 YEARS...INTERNAL PRES 
SURES DEVELOPED AT A 7-MiILE ALTITUDE. 


LOUIS AISENSTEIN & BROS., Inc., Sole Distributors in U. $. and Possessions 


16 EAST 40th STREET, NEW YORK 16, N. Y. « FACTORY —BIENNE, SWITZERLAND 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 








SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS © 
m PALLADIUM and GOLD 


SERIES 485 SERIES 570 


HONESTY ACCURACY 











» REFINERS & SMELTERS | JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. Phone JUDSON 2-3095 New York 19, N. Y. 
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Wea Sete HANDY & HARMAN 
GOLD 


Photos courtesy of | 
Medallic Art Company aii cate ——_ 
New York, N.Y. THIS IS THE OFFICIAL MEDAL commemorating the in- 


auguration of President Eisenhower. The simple, dignified 
design is the work of Walker Hancock, noted American 
sculptor. The original in gold was presented to the Presi- 
dent. Struck by the Medallic Art Company of New York 
City, it is a masterpiece of the medalists art. 


As mementos of this historic event, replicas in silver and 
bronze, 2% inches in diameter, are obtainable from the 
Inaugural Committee, Washington 25, D.C. 





We are indeed proud that the original gold. medal and the 
silver replicas were fashioned from gold and silver of our 
manufacture. 


HANDY & HARMAN 


$2 FULTON ST., NEW YORK 38, N. Y. 


Bridgeport, Conn. * Chicago, Ill. * Los Angeles, Cal. * Providence, R. |. * Toronto, Canada 
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"es .eendowed with definite 


fashion personality..." 
Fashion Academy 





ee 
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PRESENTING 


a dramatic new conception in ladies’ expansion bands 


Never before have you seen a band like this except in 
14Kt. gold. You'll agree it is as elegant as the finest 
custom band...and it has the added advantage of 


being an expansion. 


Golden Penny — Yellow or white gold-filled* Retail F.T.I., $8.50 


No. 2030 — End-0-Matic End 
No. 2031 — Special End for Round Watches 


*1/15-12 Kt. gold-filled top shells, stainless steel backs 


ij 

PENNY AND COIN DISPLAY a = 
ae | SS 

Get this beautiful velvet 3 gE. = 
isplay . YOu pay : 5 = 
ae os . ul pay e = 
Only tor the Danas. F $ 3 
e - = 

= 


No. 2031 


All J-B Bands come in regular, short, long, extra short and extra long lengths. 
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Most Sales- Stimulating Fashion Idea in Watch Bands 










Since the Expansion ! 


j 7 ‘ tT 5 q :f ; ’ f d 
to B B Bab 3 iA Ale 
i 4 4, Ai Aid 4) gai he Fa 74s 


Now! In Handsome New 1953 Versions! 








- New Luxuriously Rich Inlays 
- New Panel Designs 





New!! Ebonex® or Leather Inlays 

Last year’s outstandingly successful watch band 
— The Chesterfield — now more handsome... 
more luxurious than ever...in a wider selection 
of inlays. Here are the finest genuine leathers 
with all their character, texture and rich color. 





Here is the gleaming beauty of jet Ebonex—an 
exclusive J-B feature. Order Chesterfield —the 
best value in men’s expansion watch bands. 


BLACK EBONEX INLAYS 
No. 9011 (illus.) Cross-link, gold-filled™.............. Retail F.T.I. $10.95 


No. 8022 Same as above, in stainless steel.................. Retail $6.95 
No. 9010 Same as 9011, without cross-link........Retail F.T.I. $10.95 GENUINE ALLIGATOR 
No. 8021 Same as 8022, without cross-link.................... Retail $6.95 Tare Retail F.T.1. $10.95 Stain 


No. 4002 (illus.)...0..0.00.0.00.0. Rust Alligator No 
SEES een Brown Alligator No 
No. 4001 .... atiaasiel Black Alligator Creed 


Cross-link Gold-Filled*........Retail F.T.1. $10.95 No 


No. 9000 (illus.)...0....... Brown Alligator No 
No. 9004 (illus.)....0. 0. Rust Alligator 
| GSERREenerebete Black Alligator *l/ 
















J-B bands are sold only 
through authorized wholesalers 













JACOBY-BENDER, INC., 161 AVEN 


hy... Foret Jn Cole Appeal f 


",.-e-accenting the functional importance of 
watch bands with smart new masculine design...” 


Fashion Academy 








: Black Ebonex Inlays 
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- New Luxuriously Rich Inlays 


- New Panel Designs 
No. 4002 


GENUINE ALLIGATOR INLAYS CHESTERFIELD DISPLAY 


Gold-Filled* Retail F.T.1. $10.95 Stainless Steel Retail $6.95 a 


No. 4002 (iIIUS.)......ececo Rust Alligator No. 8001 (illus.)............. Black Alligator FREE — with 
Brown Alligator No. 8000 Brown Alligator 8 watch bands 


| Black Alligator Cross-link Stainless Steel Retail $6.95 
Cross-link Gold-Filled*........Retail F.T.1. $10.95 No. 8010 Brown Alligator 


No. 9000 (illus.)...0.00000... Brown Alligator No. 8011 Black Alligator 


No. 9004 (illus.)...0.00. 0... Rust Alligator 
Black Alligator *1/15-12 Kt. gold-filled top shells, stainless steel backs 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. Litho in U.S.A. 
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“~ "...watch bands of bold, 

- distinctive styling with 

richly masculine features..." 
Fashion Academy 
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Tango (6083) — Yellow or white gold-fill 
- Reta 


Golden Wisp (6093) — Yellow or white ge 
Reta 


*1/15-12 Kt. gold-filled top shells, stainless 


Brilliantly styled with handsomely curv- 
ing high beveled edges...has all the 
expensive look of a custom watch band. 
As a watch band of singular character . . . 
it’s the watch band to watch in ‘53! 


Golden Coin roo aay 7 : me bie wy _ No. 8703 — All stainless steel through 
gold-fille etail F.T.1. $9. No. 7003 — Same as above with gold-fil 


*1/15-12 Kt. gold-filled top shells, stainless steel backs 


























No. 8702 — All stainless steel through¢ 


CO 


MONTEREY Ly 


Disiinelly LYyfernl, magnificently No. 8009 — All stainless steel through¢ 


No. 6009 — Same as above with gold-fill 


masculine...a truly distinguished watch 
band! Like all J-B expansion bands, the 
gold-filled top shells are 1/15-12 Kt. 
Extra gold for extra value...extra wear 
—an important extra selling point! 


Monterey (7008) — Yellow gold-filled* only. 


Retail F.T.1. $8.95 
; No. 8701 — All stainless steel througho 
© January 1953 — Jacoby-Bender, Inc., New York 13, New York No. 7001 — Same as above with gold-fill 
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Exclusive J-B End-0-Matic Ends New! For Nurses’ and Sports Watche 


J-B watch bands ECOL AAA 
. a a ag Rg Rag Ry GN 
make any 


lady’s watch 
look lovelier 










Tango (6083) — Yellow or white gold-filled* Laurelex (2001) — Yellow or white gold-filled* 
_ Retail F.T.1. $7.50 (straight ends) Retail F.T.1. $8.50 
Golden Wisp (6093) — Yellow or white gold-filled* Serenata (8068) — All stainless steel throughout | 
Retail F.T.1. $7.50 (straight ends) Retail $4.50 


"77 15-12 Kt. gold-filled top shells, stainless steel backs 
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No. 8703 — All stainless steel throughout Retail $5.95 
No. 7003 — Same as above with gold-filled* top shells Retail F.T.1. $9.50 V E is S | 0 hy S 0 F 


| | BEST SELLERS 
No. 8702 — All stainless steel throughout 


[SSSI SSIO5 S058 | 


No. 8009 — All stainless steel throughout Retail $4.95 
No. 6009 — Same as above with gold-filled* top shells Retail F.T.1. $9.50 
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JACOBY-BENDER, INC. 


No. 8701 — All stainless steel throughout Retail $4.95 161 AVENUE OF THE AMERICAS 
No. 7001 — Same as above with gold-filled* top shells Retail F.T.1. $8.50 NEW YORK 13, N. Y. 




























for the important 
Valentine’s Day and 
early Spring selling period 


Anson brings you 


featuring the exciting new 


CINERAMIC LINE 


luxuriously gift packaged 
in smart suede bags JEWELRY FOR MEN 


° ANSON, INCORPORATED « PROVIDENCE 
¢ ANSON CANADA, LtTD. « TORONTO 
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UNRIVALLED FOR BEAUTY 
UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 


Hand Carved 
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Designer Fred Barel has added to his ex- 

tensive line several new hand carved origina- 
tions that are more beautiful than ever ... more 
exciting than ever . . . more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and au- 
thentic originality ...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request | 


- Gael 24-Hour Service On All Special Orders — 


‘BRIDAL RING CO., Inc. © 87 Nassau Street * New York 38, New York 
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SETS THE PACE 
IN 
IDENTIFICATION 


BRACELETS 
















1/20-12 Kt. GOLD FILLED 


AND STERLING SILVER : 
WITH “REPLACEABLE SHIELD” : 


IN STERLING SILVER 
WITH E-X-P-A-N-D-I-N-G LINKS 





MESH IDENTIFICATION BRACELET 
ADJUSTABLE TO WRIST SIZE 

















Forstner Identification Bracelets are first in styling... 
workmanship . . . quality. That’s why it pays—when you're 
Ordering identification bracelets—to look to Forstner first. JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 
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a best-seller...now better than ever 


Did you think the cRoTON Aquamedico couldn’t be improved? 


the 
Well, look at it now! The unique waterproof,* dustproof 
case is still there. But the case has been streamlined— it’s N 
thinner and curved to fit the wrist. The dial has been 
beautified with raised radium figures. The movement has a 


new Everlast mainspring and Incabloc balance staff, * : 
both guaranteed for life. And the price is a mere $37.50 waterproof Aquamedico 


fed. tax incl. You can’t sell a finer waterproof* the leading name in waterproof watches 
watch than the CROTON Aquamedico. 


Croton Watch Co., Inc., 48 West 48 Street, New York 19, N. Y. ®AS LONG AS CRYSTAL IS INTACT. CASE unenenls 
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*Patent Pending 
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Here’s Bretton’s great new 
exclusive, Night-Time Stand— 
another direct-to-you benefit of 
Bretton’s direct-to-retailer 
policy...given you with a 
flashing action display that 
magnetizes crowds, adds 
even greater sales punch 
to Bretton DeLuxe Watch 
Bands, America’s most 
exquisitely designed 
watch band line. 


The Bretton Night-Time 
Stand is yours to give 
away at no extra 
charge with every : 
Bretton DeLuxe Band 
\ —it’s an irresistible 
\ - sales plus! 

















— 
Hy” 
oo 


\ Watch for your Bretton representative, with the 

* spectacular new Bretton line, packed with the richest 
'- \ profit potentials in the history of your store. 

\ Write, wire or phone if you haven’t heard from him. 


We are prime contractors in the defense effort. 





INC., 630 Fifth Avenue, New York 20, N. Y. 
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How BIG is 


The market LIFE reaches with a single issue 
(11,880,000 households*) is big enough all by it- 

self to consume the entire yearly production of : 
most brands, many manufacturers, many entire 
industries. 
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For example, in silverware: 


If, this year, the manufacturers of sterling silver Peed 0008 contins Queen ati 
flatware were to sell just one place setting to only at retail—$125,000,000. 
half of the households reached by a single issue of One $30 place setting bought by 
LIFE—sales to this group alone would be nearly one half of 11,880,000 households 
114 times the total 1951 sales of the entire industry. SEAS aoe ae. 
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the LIFE market? 
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Helzberg’s, Kansas City: customers are given added S. & N. Katz, Baltimore uses “Advertised-in-LIFE” 
encouragement to buy silverware with “Advertised-in- window to invite customers to come in and buy silver- 
LIFE” promotions. ware. 


How can YOU get biggest benefit out of LIFE advertising P 


Do as leading jewelers from coast to coast do. Tie in 
with “‘Advertised-in-LIFE” promotions right in your 
store. Enjoy extra excitement ... extra traffic . . . extra 
sales from’ the LIFE families in your trading area. 








9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 
First in readership 





First with retailers 


Kay Jewelers, San Francisco increases silverware 
sales with point-of-sale displays during “‘Advertised-in- *Source: A Study of the Household Accumulative Audience 
LIFE”’ tie-in. of LIFE (1952), by Alfred Politz Research, Inc. 
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lt's Getting to be a Habit! 


In 1952... for the fifth consecutive time. . . 
Lewin, Wituiams & Saytor placed more jewelry trade 
advertising than any other agency in the United 
States. The abilities and experience which support 
this unusual record may be of value to you in your 


plans for the future. 


We invite inquiries from manutacturers in 


classifications not competitive with our present 


clients. Sales-minded advertisers may find discussion 
of our method of “Balanced Advertising” extremely 


interesting. 








Lewy, WiLtiaMs & SAYLOR, INC. 


Advertising 
40 East 49th Street, New York 


AFFILIATED OFFICES IN PRINCIPAL CITIES 
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Diritvte Company ot America tiie Kokomo. lodiana 
































Introducing the most distinet 


THE SENSATIONAL 
































RETAIL 





THE RESULT OF OVER 30 YEARS’ RESEARCH AND 
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different: toaster in the world 


with amazing ease and astonishing speed 


LAM AA LEG OLY 


Jakes the bread 
right out of your fingers: 





Power-Action automatically... lowers —_ for you.. 


NEW CUSTOMER INTEREST! 


Power-Action is exciting! Yes, your customers will 
be curious to try the all-new ‘Toastmaster’ Super 
De Luxe Toaster... on your counter! Plan now to 
reserve your best display area for this fascinating 
trafic-maker. The amazing ease and speed of Power- 
Action are sure to attract, interest and convince. 


NEW NATIONAL ADVERTISING! 


Look for sales action right from the start! Beginning 
in April, big, 4-color two-page spreads in Look and 
the Post will tell your customers about the new 
‘Toastmaster’ Super De Luxe Toaster. These force- 
ful ads will persuade your customers to visit your 
store to see this new idea in action. Make the most 
of this powerful sales support! 


Starts it toasting... 


NEW INSIDE AND OUT! 


It’s more beautiful, more efficient! The big sales 
appeal, of course, is Power-Action. Here’s what 
happens. As the bread touches the bread carriage, 
an electric motor pulls it down and turns on the 
current. The motor does the work. Power-Action 
rushes the bread down into the toaster, toasts it to 
perfection ... then raises it quickly and smoothly. 


NEW SALES FOR YOU! 


New fascination for your customers! This new 

‘Toastmaster’ Super De Luxe Toaster is fun to 
operate! It’s as automatic as it is humanly possible 
to make an electric toaster. It’s built to give the 
lasting service that has resulted in more people own- 
ing ‘““Toastmaster’’* Toasters than any other kind. 


serves it up fast—a// by itself / 








GIFT ¢ 
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eo 





ORDER THE 


GS TOASTM ASTER Gre Avie Feats 


FROM YOUR WHOLESALER NOW! 


* “TOASTMASTER™ is a registered trademark of McGraw Electric Company, makers of * ‘Toastmaster” 
Toasters, ‘*Toastmaster’’ Waffle Bakers, ‘“Toastmaster’’ Roll and Food Warmers, and other ‘Toast- 
master”’ Products. Copr. 1953, ToastmMasTER Propucts Division, McGraw Electric Company, Elgin, Ill. 


DEVELOPMENT BY AMERICA’S PIONEER PRODUCER OF AUTOMATIC TOASTERS, 
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IN THIS TEMPLE 
AS IN THE HEARTS OF THE PEOPLE 
FOR WHOM HE SAVED THE UNION 
THE MEMORY OF ABRAHAM LINCOLN 
IS ENSHRINED FOREVER 
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Everybody knows where the Lincoln Memorial 
can be found... but 





how many newcomers, transients and other 
prospects in your community know what 
products and services you sell? 


Tell them easily and economically through 
the ‘yellow pages’ of your telephone directory. 
Surveys the country over prove that 9 out 
of 10 shoppers use the ‘yellow pages’ to find 
the buying information they need. 





“MEpcas guyiInG GUIDE 


CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE FOR MORE DETAILS 


The ‘yellow pages’ introduce your business 
and sales story in homes, shops and offices 
all over town. They lead new prospects to 
you and serve as a constant reminder to 
old customers. 


Why not let ‘yellow pages’ advertising tell 
everybody where you are located and what 
merchandise you offer? 


FOR OVER 60 YEARS 
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WHY JEOPARDIZE THE 
rUTURE OF YOUR 


WAICHBAND BUSINESS ! 


An Important Message from the President of 


Jacques Kreisler Mfg. Corp. 


The time has come for all of us inter- 
ested in the future of watchbands to ask 
a serious question: are we going to kill 
the goose that laid the golden egg? 


Despite the shortage of nickel (due to 
government restrictions) there is no 
earthly reason why manufacturers 
should substitute the most corrosive 
metals available. 


For there is a choice .... 


There is a more expensive, corrosion- 
resistant metal alloy. It costs more but 


we, at Kreisler, believe the public is 
willing to pay a little more for corro- 
sion-resistant watchbands. 


Because what all of us do affects the 
welfare of our industry, we sincerely 
hope other manufacturers will take the 
same attitude towards quality. 


Let’s not compromise with quality. 
Watchbands are not indispensable — 
satisfied customers are. And you don’t 
make satisfied customers with inferior 
goods; not even with guarantee-refunds 
or merchandise exchanges. 


ty Cie 


Toby Stern, President 


Krister 
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JACQUES KREISLER MFG. CORP., 9015 BERGENLINE AVE., NORTH BERGEN, N. J. SALES OFFICES: 630 FIFTH AVE., N. Y. 
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JOHN DOE, JEWELER 


Will Congress remember how 
long he's been patient? 


“The schoolboy whips his taxed top; the beardless 
youth manages his taxed horse with taxed bridle on a 
taxed road; and the dying Englishman, pouring his medi- 
cine, which has paid seven per cent, into a spoon that has 
paid fifteen per cent, flings himself back upon his chintz 
bed which has paid twenty-two per cent, and expires in 
the arms of an apothecary who has paid a license of a 
hundred pounds for the privilege of putting him to death.” 


In these words, Sydney Smith described the crazy 
tangle of English taxes in 1820. With a few minor 
changes, his arraignment might well apply to our Ameri- 
can excise taxes in 1953. 


GROTESQUE GROWTH OF EXCISE PATTERN 


Under the World War II excises and rate increases 
enacted by Congress in 1941, 1942 and 1943, jewelry 
sales are taxed 20%. When this stiff tax was imposed, 
retailers accepted it stoically as an adjustment to total war 
conditions. But they still, a decade later, are handicapped 
by this discriminatory tax—and preposterous situations 
have developed within the taxing framework. Only a few 
of many typical absurdities are listed elsewhere on this 
page. 

We have a right to ask: “Is the current excise taxing 
policy realistic?” 


20% EXCISE IS A PENALTY FOR 


The original imposition of 20% excise on retail jewelry 
sales could be defended as an all-out 
wartime measure. But now, with World 
War II long past and post-war de- 


? 





ATTLEBORO, MASS. ® 


PROVIDENCE, R. I. ® 


Let’s Talk 


TAXES! 


ti 





Is this Logical Tax Policy? 


TAXED NOT TAXED 
After Shave Cream Shave Cream 
Deodorants Mouthwash 
Electric Stoves Electric vacuum cleaners 
Lipstick Refills Lipsticks 


Deep Freezes 
Projection Machine Tripods 


Tailor-made Auto Seat 
Covers 


Neckties 


Refrigerators 
Camera Tripods 


Ready-made Auto Seat 
Covers 


Tie Clasps 
(From compilation by Arde Bulova) 











fense production leveling off, it hurts business, labor 
and the consumer. It chafes a needless sore spot in our 
economy. 


It punishes the jewelry trade for—what? For enter- 
prise? For doing business? For patriotically accepting 
the all-out wartime tax burden, and patiently enduring it 
so long afterward, while our economy has sought adjust- 
ment to new world conditions? 


IT’S TIME TO TALK SOUND TAXING POLICY 


It’s time to re-examine the tax program of the early 
Nineteen-Forties, in the light of today’s conditions. Many 
proposals already made would relieve inequities while still 
guaranteeing Government against loss of revenue. 


Typical is the suggestion of a 5% tax on every sale 
of finished articles (except food and drugs) to dealers or 
distributors—ending discrimination between industries, 
simplifying collection by enabling Government to deal 
with 300,000 manufacturers instead of 3 million retailers. 


To debate such proposals, and to consolidate the jewelry 
industry’s policy on tax matters for 1953, a series of 
meetings among key representatives of the trade is now 
under way. 


We urge every man and woman in the jewelry trade to 
follow closely the published reports of these meetings 
—and, when once it has been stated, to support the indus- 
try’s policy to the full. 


G AACHINE CHAIN MANUFACTURERS ASSOCIATION 


MAPLEWOOD, (N.':4: 
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1. STOCK UP! 


Three Coffeematics are all 
you need order to get in 
on the big Universal Cor- 
Onation promotion. 
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2. DISPLAY! 


Get Coffeematic up front 
...set up the new display 
where your customers can 
see, compare and buy! 
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3. TIE-IN! 


Take advantage of Uni- 
versal’s big national cam- 
paign. Make your store 
Coffeematic headquarters! 












ow ' Today no other can match Coffeematic for value, for 
i ~~ features, for quality... for SALES! Take the finest 
coffeemaker in the field . . . add the continuous 

—_— nationwide promotion that reaches your 
a4 71% customers day after day and you'll see why 


It Pays to Feature the Leader... 
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Ties in your store 


FREE Disp f with National Advertising 


Get this full color display based on the new Coffeematic na- 
tional ad theme... .""A Reflection of Good Taste” that will ap- 
pear in millions of issues. It’s yours, FREE, packed with the 
three Coffeematics you buy when you join the Coronation. 





See your Universal Distributor for details LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Beautiful Eastern Sta; 
ring featuring brilliant 


Here are six samples of the com- \/ an | eaturin 
2 : lem y : center diamond. Enamel 
plete Tefetsisatelay ECONOMY am i | i Points. Retails at $24.95. 
LINE that is keeping | : LN IN ee ea. 
jewelers busy. Created } 
with imagination .. . : —S14tC 
oS : SS . Fiery center diamond set in 
produced with | | handsomely carved ring. 
4) oe Re aS os : Enamel Points. Retails at 
skill . . ¢ and Poe | $29.50. 
priced for ac- eS i 
tion and profit. ij f 
rder ft : CXS, _ 
o oday EN AANA), s20N.s 
eS Six diamond ring with fiery 


center diamonds. Synthetic = 
Stone Points. Real beauty. o 


>. 


Retails at $84.00. : 


3352¢ | | 
Eastern Star dinner ring with 
dazzling center diamond. En- 
amel Points. Retails at $39.50. _ 





Four diamond rectangular 

ring, handsomely pierced 

and engraved. Synthetic 
Stone Points. Retails at 


MATS AVAILABLE re “a Beautiful for its simplicity 


. , . diamond set in onyx. 
Enamel Points. Retails at 


sHO¥ 


| ° 
DIAMONDS ENLARGED Nag 


GOODMAN & COMPANY 


Mabers of Line VO Since 1904 oi 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND, ~~ 
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Spectacular Design! mn 
Spectacular Price! — ene oy 


Spectacular Volume! JOM 


A magnificent new band made in the finest traditions of jewelry 
craftsmanship... yet priced to please the lowest budget! 
Frankly, this value is exceptional — even for FLEX-LET! 
Exceptional, too, the ingenious design that gives the effect of two 
layers of precious gold! It’s our value leader... your volume 
leader! And you get full profit, as on all Flex-Let watch bands. 
Expansion Style No. 155 . Expansion Style No. 150 , 
Gold-filled top, stainless steel back ]39 Non-corrosive Stainless Steel Ads 
Retails, FE T.1. Retails, Tax Exempt 


Another Brilliant gee 
Achievement! 


The Facet-Cut’s shimmering facets catch the light with every 
flick of the wrist! Whether in yellow gold-filled or gleaming white 
stainless steel, there’s sure-fire sales appeal in the Facet-Cut’s 
diamond-bright beauty, its surprisingly low price. 


Expansion Style No. 128 Expansion Style No. 126 


Gold-filled top, stainless steel back 19° Non-corrosive Stainless Steel he? 
Retails, FT. 1. Retails, Tax Exempt 


New—for nurses’ and 
ladies’ sport watches 


New ladies’ straight end watch. band with dazzling eye appeal, 
instant sales appeal! 


Expansion Style No. 254 Expansion Style No. 252 


Gold-filled top, stainless steel back 7 Non-corrosive Stainless Steel fe 
Retails, FE T.1. Retails, Tax Exempt io 


ORDER THESE NEW FLEX-LET FASHIONS FOR WATCHES NOW...AR 
REMEMBER—FLEX-LET GIVES YOU AN EXTRA MARGIN OF PROFIT ON EVERY BA 


Copyright 1952 by Flex-Let Corpam 





“WATCH BANDS AND COME UP WITH STUNNING 


to blend with round watches! 


Wingeniously constructed... 
t becomes part of the case! 


..an expansion band with curved 


s is and ends that are especially styled 


‘contour-engineered to follow the 
of round watches. The Round- 
ansforms any round watch into a 
ne jewelry masterpiece. Its three- 

en onal surface radiates sparkle and 

lia e. Amazing how even an ordinary 
erproof watch takes on a costly, cus- 

a when you add a Round-About. 


So 
SS 
= 


mber, the important trend to round 


8s makes the Round-About a must | 
our watch band department! Order Repeens Sie Nea (95 eta NERS 


: Gold-filled top, stainless steel back Non-corrosive Stainless Steel 
the Spring Selling Season ahead! Retails, FTI. Retails, Tax Exempt 


RARELY A REPAIR—NEVER, BUT NEVER, A REPAIR CHARGE! 


LEX LET oe ee 


* Trade Mark Printed in U.S.A. 
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The 


own assortment! No deals! Why should the jeweler in Texas be {or bai 
“1 dest 


to take the same assortment as the jeweler in Maine? Why should you take , 
assortment other than the one you decide upon yourself? FLEX-LET doesn’t dicts, 
which watch bands you must take... you order the watch bands that sel] hey: 
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your own store— your regular Spring order. 
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two built-in selling stories! On one side, a does such a big job—in such small spor s 
fashion story arouses desire to own a beautiful In addition to the ten bands displayed, two draveoesn 
Flex-Let watch band. On the other side, a convincing visible only from the back, hold 25 watch baijfxtra 
quality story clinches the sale! Helps your salesmen each. Total, 60 bands. Yet the unit is only 15 l@arc 


sell more bands in less time! x 12” wide—only 2°4" high! cep) 
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rhe only MERA role unit 


esigned to display and help you sell all 


| owelry £ Rich, soft maroon velvet cover makes an 
t pressive background for the display of all other 
tii chandise. A luxurious, finely crafted display 


pjoned to enhance your showcase. 
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unit ideal 


small, as well as large jewelers! Flex-Let 


:) * . 
yt want you to tie up your money in a lot of 


P'@ stock! You need only maintain a FIVE DOZEN 


PITCH BAND inventory. Re-order a band or so... 


ep your inventory low! 


INVENTORY CONTROL 





Wvantages 






»..- AND COME UP WITH A UNIT THAT HAS 





for you! 


v 





The only unit 


INVENTORY CONTROL 





personalized with your store name! The 
name of your store is stamped in gold letters on a 
. added 


satin ribbon that adorns the velvet cover. . 
prestige for your store. 


, Pre ony ED 


unit with so much “Fifth 





A 


Avenue Elegance’’! Rich, soft 
maroon velvet covers. Magnificent, 
hand-rubbed natural oak. A new 
high in luxury for your showcase. 


Re-order a band or so... 
Keep your Inventory low! 





POST-PAID RE-ORDER CARDS! 
With your Flex-Let Inventory Control Unit 
you get a sturdy envelope with a generous 
supply of re-order cards. It takes just a 
moment to order as you sell — to prevent 
lost sales by having the bands you want 
when you want them! 


EXTRA COST! 


order five dozen 
wn choice. This 


4 ‘ r* 
; LS wet par 
po 


yours AT NO 
FREE when you 


nds of your ° 
. saree less—than your minimum 


for the Spring selling ea 

a 
der now—fora more profitable w 
— band department. 


Unit is yours 
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NOW — FOR THE FIRST TIME! 


~-PLEA-LET and only FLER-LET 
"men's jewelry F-Tt 


The greatest step forward in men’s jewelry merchandis- 
ing in years! Flex-Let makes history by giving you Beau 
Brummel men’s jewelry priced as you like it! Every 
piece, every set is pre-ticketed to include Federal Tax. 






i 
CAM SWUNIUIICA 


MEN’S JEWELRY 


$3.50 to *8.95 F.T.I. 


Keystone-Plus mark-up! 





and you get 





Individual cuff links 
and tie bars 
Retail 3.50 to 4.95 ET. 1. 


Matching sets 
Retail 6.95 to 
8.95 ET]. 


All magnificently 
gift boxed. 


a magnificent new merchandiser at 
no extra cost! Here is a men’s jewelry assort- 


ment, right at your fingertips for quick over-the- 
counter presentation to your customers. The Beau 
Brummel merchandiser is the smartest way to show 
men’s jewelry. The surest way to se/l men’s jewelry. 
Automatically shipped with every order for 24 
assorted pieces or more. 


FLEX-LET CORPORATION ING. soo citrn avenue, 





Now, Beau Brummel men’s jewelry provides you 
with never-before pricing convenience, never-befoy 
selling convenience. It’s another extra service by 
Flex-Let to make selling faster . . . easier for yoy 
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NATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK 


Let’s add to that and say, “how 
quickly and how profitably?” Sever- 
al firms are willing to have you ship 
your surplus to them and will send 
you their bid in the form of a check. 
But how big a check? It’s one thing 
to talk face to face with your buyer, | 
it’s another to trust him enough to | 
let your stock talk for you. In fifty. 
years (we were established in 1903); 
we've built our reputation on not 
paying the least, but the most we can 
in each transaction. This is not be- 
cause we’re less interested in profits 
than anyone else, but because mak- 
ing each transaction profitable for 
both parties is the policy on which 
we’ve grown and prospered. How 
quickly can you sell your surplus? 
no quicker way than to send it to 
Gordon Brothers. And how profita- 
bly? in nine cases out of ten, the fig- 
ures on our check are acceptable to 
the party of the other part! 







































Write, wire or phone your other 
questions. Reliable Gordon answers 
incur no obligation on your part. 
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Now Oneida Ltd. brings you its greatest 
Tudor* Plate promotion in history—the ac- 
tion-packed “77” —77 fastest-selling items for 
only $39.95—a customer saving of over 
$12.00. 

This NEW offer includes a complete 52- 
piece Tudor Plate service for 8 in your cus- 
tomer’s choice of three popular patterns plus 
a rich-looking anti-tarnish wood chest... a 
full 24-piece set of handsome glasses, in three 


sizes—15 ounce, 11% ounce and 5 ounce. 


your greatest Tudor Plate 
Spring Promotion of all 


Each glass is colorfully decorated with a 
pheasant design. Perfect for a party or dinner- 


table use. 


Remember—your customers 
get all this for only $39.95—AND 
YOU MAKE YOUR REGULAR MARK.UP 


Order now for earliest delivery. 
Get the power-packed FREE ad mats 
and a smart display card 


Please send the following Tudor Plate 52-pc. sets with 24 
pieces of glassware and anti-tarnish chest. 


QUANTITY (sets) 


PATTERN 


SETS WITH 


SETS WITH DINNER KNIVES GRILLE KNIVES 





Name 





Street_ 


Zone State 





City 


THE JEWELERS’ CIRCULAR-KEYSTON® 
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77 sensational items 
—a $52.13 value 


en 
















You give Your customers 
of 3 Popular patt 


their choice 
erns 


Look what your customers 










52-pe. TUDOR PLATE SERVICE 


16 Teaspoons 8 Forks 1 Butter Knife 
8 Soup Spoons 8 Salad Forks 1 Sugar Spoon 
8 Knives 2 Serving Spoons 


OPEN-STOCK PRICE $41.13 


24-pe. set of HAZEL-ATLAS GLASSES 


8 Iced Drink Glasses 
8 Beverage Glasses 
8 Juice Glasses 


vatuE $4.90 


Maple Finish Anti-Tarnish Chest 
VALUE $6.50 
77 sensational items—a $52.13 value for only $39.95 




















All Tudor Plate knives 


ave serrated edges 
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TRIED and PROVEN 





JUST THINK WHAT THAT MEANS TO YOU! 
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Tppsitele dite 
BRIDAL SETS 


The interlocking 


Spode Ac p__ Here's what Jewelers are saying: 


TOGETHER 
with diamonds in 


ome ey me Years of selling 
Ss hha Feature-Lock has 
convinced me that 


Lock swings ont : wo - Ae th e ey O UFSs 2 A G V/A 


from secret 


ina other rings! 


Always the latest in fashion! Always the finest in finish! 


There’s no guesswork about how Feature Lock sells diamonds for you. 

Feature Lock has been tried in every kind of jewelry store of every size 

in every kind of community. Results are the same everywhere; inspiring! 
- Conclusive! Feature Lock will increase your diamond profits, too. 


Keeps rings oe . ——e 
— in . - Feature Sdiate Compa ny, Tale 
perfect position | - 126 West 46th St. New York 36, N. Y. 


U. S. Pat. No. 2507348 
and other patents NATIONALLY ADVERTISED - Sold only through Authorized Distributors 
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LATHIN WATCH COMPANY 
580 FIFTH AVENUE NEW YORK 36. N.Y. 
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*439-439W 


sotented $163,126 KUSHNER & PINES, INC. 
15 WEST 47TH ST., NEW YORK 306 
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NEWS aro ETERNA-MATIC 


The talk of the trade ... Eterna makes 
the SMALLEST automatic, self-winding ladies' 
watches in the world on a ball bearing. 





X y, 5 a. Model A-1402: 14K gold filled...$71.50 (also strap model) 
Za b. Model B-1402: 14K gold filled...$71.50 (other models to $200.00) 
(\\ \ c. Model No. 19DT-1247: Chronometer. Stainless Steel, Water Resistant...$150.00 
\} 14K Gold Top, Stainless Steel back, Water Resistant...$185.00 


18K Gold, Water Resistant...$400.00 


d. Model No 0/BDT-1237: Calendar Watch. Stainless Steel, Water Resistant...$95.00 
14K Gold Top, Stainless Steel back, Water Resistant...$145.00. 14K Gold...$275.00 


17 Jewel Movements, Sweep Second Hand, Shock Resistant, Anti-Magnetic. 
Prices quoted are retail and include federal tax. 


Other Eterna-matic models available in steel, gold filled, steel-and-gold, and in 14K gold, 
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The ETERNA-MATIC Chronometer carries a 
certificate of accuracy. it has undergone 
tests in varied positions and temperatures 
during a two-week test period as specified 
by the Swiss government testing laboratory. 








Write for new illustrated booklet. 


ETERNA WATCH COMPANY OF AMERICA, INC., 677 Fifth Avenue, New York 22 
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Available with our exclusive 


— Harmony and Happiness Patterns in 


Wm. A. ROGERS 


=< 
: N Re-inforced Plate Made by ONEIDA 











Bae Se 
Sa 







Most Magnificent Packaging Ever Designed for Silverware! 


Never before a package so elegant, so artistic, and so eye-stopping for the 
presentation of silverplate! The exquisite floral design and classic cameo are 
accented by sculpture-like embossing. Case is molded in rich, heavy plastic, 
antiqued like old ivory; anti-tarnish lining is a contrasting velvet. It’s a 
presentation to be ever treasured! 


No. 4-1953-52——52 PIECES SERVICE FOR 8 


Retail Value $57.62 
(Open Stock, Including Chest) 


FREE TO YOU—3 PIECE SALAD SET 


To popularize our new Royal Hostess Chest we will furnish you FREE 
with each set a matching 3 piece Salad Set, retail value, $3.95. You can 
either sell it for the retail price and make the extra profit you need, or 
give it away with each sale of Harmony or Happiness Set in Royal 
Hostess Chest. From any angle it means extra sales! 


HARMONY 









2 97 
YOUR COST’ set 
















Minimum Shipment 3 Sets. 
Order on your firm letterhead or on order form. 


A. COHEN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N. Y. 





LOS ANGELES OFFICE: FANCY GOODS DIVISION: ATLANTA OFFICE: 
215 W. 5th ST., LOS ANGELES, CAL. 47 W. 23rd ST., N. Y. C. 321 PEACHTREE ST., N.E. ATLANTA, GA. 
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CY MIAN... settin | 


uality watch sales for 



































IN A YEAR of severe competition, a year in which jewelers experienced unfavorable watch selling 
conditions, CYyMA retailers took full advantage of the sales assets of this great line, increased 
their volume and profits and gained added prestige. 


These sales assets deserve the consideration of every progressive jeweler concerned with 


the success of his watch department: 


CYMA DOUBLE-BARRELLED NATIONAL ADVERTISING 


CymMa’s “Honor Award” prestige ads and CyMa’s dynamic merchandise ads appear con- 
currently, and combine to develop consumer acceptance, intensify public interest and 
convert this interest into speedier over-the-counter sales. TV and radio commercials 
in leading market areas multiply the impact of CyMa national advertising. 


CYMA “QUALITY-CONTROLLED” MANUFACTURING 


Under direction of management concerned with quality rather than quantity, skilled 
CyMa technicians construct timepieces of the finest character, thoroughly modern and 


advanced in design. 


CYMA STYLING —RECOGNIZED AS MOST ORIGINAL 


Clean cut, fresh new creations are continually developed by CyMa stylists famous for 
their ability to anticipate the newest jewelry fashion trends. CyMa watches have out- 
standing eye appeal, attract attention that is easily translated into quicker sales. 


CYMA SELECTIVE DEALER FRANCHISE 


A basic CYMaA controlled distribution policy that assures CYMA jewelers of protection 
against unfair competition. 





If you are interested in one of the finest opportunities in quality watch merchandising, 


write us for CyMA Agency information. 


CYMA WATCH COMPANY, INC. e¢ 681 FIFTH AVENUE, NEW YORK 22, N. Y. 
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GY MAX Watches and Clo I 


Ol 


= : pach THE MIED SKILLS AND EXPERIENCE OF OVER 90 Yama 






ww standards in 
Mmericas fine jewelers... 


World Famous for Distinguished Service 





























gives you 








modern design 





advanced automatic 


~~ 


engineered by 
internationally famous 


Cyma timecraftsmen 





for enduring precision . 





styled for modern men 


CARLOS P. ROMULO ; 
: in technical 






a CHIEF — 

Gallant soldier, Philippine statesman, Pulitzer prize winning Pee ee 

author and lecturer, CarLos P. ROMULO, as Ambassador | $71.50 1 1 superiori ' 
Extraordinary and permanent delegate to the United Chief $71.50 F.1.1. PERPETUALLY SELF. | Y 
Nations, brings a multi-facetted genius to the formidable PERPETUALLY SELF- WINDING BWINOING +17 JEWELS | 


e 17 jewels, gold-filled or stainless steel case « gold-filled or 
° water-resistant e shock-resistont ; 
© sweep-second hond o luminous dict Ha ee : “ : ae « water-resistant 
ate : « Sweep-second hand 


- « Shock-resistant 
eS ¥ MA proud product of the celebrated watchmakers + luminous dral 


task of deleting war forever from the vocabulary of man. 
His knowledge, his tolerance and his sober vision are 
steadily shaping into reality man’s oldest dream — the 


Stainless steel case 

















dream of peace. we 
a of Tavannes, Switzerland since 1862 
Cyma takes justifiable pride in the presentation ; Ve ees TOR. + CT Oe ere 
to Cartos P. Romuto of the 


CYMA NATIONAL ADVERTISING 
FOR SPRING 1953 


will appear in 


SATURDAY 
EVENING POST 


LIFE 
VOGUE 


N. Y. TIMES VANITY A— 
MAGAZINE 17 jewels, 14K gold, 


$150.00 - + 


4 culturec pearls 18K 
CHRISTIAN =f erie iat markers on 


Diack dial with suede 


SS 


y ake 










for those you would honor with pride 


there is nothing finer than a Cyma watch 


Many great honors have come to Cyma, 
one of the world’s really fine 
watches, in the 90 years that illumine 


in graceful 


its history Six generations have 
treasured their possession of Cyma fresh Ness 
watches. _ royalty and men of 


of style 


fame have praised their enduring, 










- tapered stra 
unfailing accuracy and exquisite “(" “se J. . ' SCIENCE ‘ 
beauty. Today, this heritage of . we Ee ~~ MONITOR 
watchmaking mastery distinguishes the Paint sasthaN SCIENCE, MontTow , 
modern new series of Cyma watches Tae CR i aa heed Nee ~- 


“nee ’ reaching a combined 


Sas ae readership of - Every Cyma watch is a conversation piece, 


<eonororr 


es 2 af over 52 millions whether it is an advanced automatic self-winding 
xs 3 ‘ 


CYMA 


proud product of the celebrated watchmakers . SAS of highest character... supremely accurate . . . supremely 
of Tavannes, Switzerland, since 1862 sii in key markets. beautiful. At better jewelers, priced from $45.00 FT! 


plus TV and watch, or a custom-styled Fashions of Time creation. For 





. ; Cyma technicians have a rare genius for producing timepieces 
Radio commercials 


CYMA WATCH COMPANY, INC., FIFTH AVENUE, NEW YORK 








4 ‘¢ MA proud product of the celebrated watchmakers 


° of Tavannes, Switzerland...since 1862 





CYMA WATCH COMPANY, INC. «¢ FIFTH AVENUE, NEW YORK 











ompletely made in one of the world’s largest factories 





as advertised in full color in Vogue, February Ist 


DESIGNS PATENTED COSTUME A SOPHIE ORIGINAL PHOTO BY NEPO 





CAPTIVE HEART... cross your heart with scintillating brilliants captured in a golden lattice of treasured Trifanium. 
The pendant necklace, $10. The earrings, $10. The pin, $10. Prices plus tax. Not authentic unless stamped on the back with the name Trifari. 
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#855K6000 







SPECIAL 
DEAL 
855K6000 
2 TRAY | is ys aele-w I-& 1.8 


(Assorted for . if gee y i] | / i / fe | i (| BE ™ 
boys, girls, | oF ij : | Bee —- fe iee. 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 















STERLING SILVER with Rhodium Finish 


Heavily Made + Hand Tooled «¢ Finely Polished + Fully Guaranteed 


Elco makes it easy for you to sell Idents to the all persons, for any occasion. You can't get 
entire family. Get this Special Deal, including better Idents than "Elco". And with this Special 
bracelets of a// sizes and push Idents as gifts for Deal you're sure of extra profits. 


In stock for immediate delivery. Order a supply today. 
NEW MATS AVAILABLE ON REQUEST 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Ill.: Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 
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DRESS WATCH 


of its kind in America! 


yationally Advertise, 


MEDANA 


"Cote, Wepre Gres So Much lor Sa Lite 


The Rainbow. 


Rich Enamel Finish Ccse of Unusual Elegance! 


Here's power-packed APPEAL . . . Here’s a SEN- 
SATION! It’s the “RAINBOW” Medana’s newest 
watch, equally at home whether he’s wearing a tux 
or driving a truck. Styling out of the top drawer, 
from the expensive looking enamel bezel to the 
luminous dial, the smart suede strap. Stamina that 
resists shock and water ... anti-magnetic ... sweep 
second-hand . . . an unbreakable crystal. Accurate 
7-jewel movement guaranteed for a full year. 
Here’s a promotion that will write new traffic 
records, new volume and new profits for you in '53. 
Order NOW! 
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RAINBOW “A” 


95 


plus 10% 
Fed. Tax 


$ 





Nationally Advertised In 
LIFE and i QUIcR— Medana watches are pre-sold for you in 


, America’s favorite national magazines. Full- 
ce a page ads in LIFE and QUICK reach an impres- 

Se sive total of 35 million readers. No other watch 
in Medana's class offers you so much national 
advertising prestige. 


DEALER NEWSPAPER 
AD MATS SUPPLIED 


- Louls. AISENSTEIN AND BROS., INC. 
eS . 16 East 40th Street, New York 16, N. Y. 











WEETLH MARE. 


z Ready-to-use, powerful newspaper 
@ ad to help you get maximum results. 


od 
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“Rainbow” Watches 
Available In The Following: 


7-JEWEL MODELS: 
e@ Rainbow “A”—Chrome top, stainless steel back 
with strap. Retails for. 16.95 
e@ Rainbow “B”—Chrome top, stainless steel back 
with expansion bracelet. Retails for 19 
@ Rainbow “C”—Yellow top, stainless steel back 
with strap. Retails for 22.95 
e Rainbow “D”—Gold filled top, stainless steel 
back, expansion bracelet. Retails for 24.95 


17-JEWEL MODELS: 

e@ Rainbow “1”—Chrome top, stainless steel back 
with strap. Retails for 24.95 

e@ Rainbow “2”—Chrome top, stainless steel back 
with Chesterfield bracelet. Retails for 29.75 

e@ Rainbow “3’’—Yellow top, stainless steel back 
with strap. Retails for 29.75 

@ Rainbow “4”—Gold filled top, stainless steel 
back with Chesterfield bracelet. Retails for 39.75 

All prices plus 10% Fed. Tax 


Rene 
; ont me Giie 
fart tinctively | Mo, C4 (, 


ptER-RESig 
whaess Wap ott 


x,” 
S 
_ 
. 


a 
om 


ant < King, 


MEDAN, 













C 


ALL FROM ONE 


_.. WHEN YOU BUY FROM YOUR WHOLESALERS. . 


You don’t have to see a dozen salesmen. You can usejmore 
of your valuable time for store management and SELLING 





























instead of buying. 


There’s only one salesman to see .. . one order to place... 
one shipment to receive ... when you buy from your whole- 
sale jeweler. 





Save TIME... save MONEY ... by using your wholesaler’s 
services. You protect your profit margin through sensible, 
centralized buying from your wholesaler. 














ONLY YOUR WHOLESALER OFFERS ALL THESE SERVICES 


NO INVENTORY WORRIES... 


Order what you need as you need it. Get maximum turn-over 
with a minimum inventory. 


EXPERT ADVICE AND ASSISTANCE... 


Your financial “good health” is a vital concern to your whole- 
saler. He’s always ready with advice and HELP. 


CHOICE OF THE BEST MERCHANDISE... 


ASSOCIATION 


FROM THE LEADING MANUFACTURERS... 200 


Your wholesaler screens the items offered by the nation’s top YOUR WHOLESALER | 


manufacturers, bringing you only those with top sales potential. 





NATIONAL WHOLESALE JEWELERS’ ASSOCIATION 


1900 ARCH STREET e PHILADELPHIA 3, PENNSYLVANIA 
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On the following three pages, 
Important news for Quality Jewelers. 
News of a three-dimension 
window display, to be yours as a gift. 
News of more advertising to send 
traflic to your store. 
And news about you, as an 


important community figure. 








e’s a specialist in 
pleasant surprises 


A jeweler 1s really a very lucky man. In 
his profession, he plays a guiding part 
In so many happy moments. 

Think of the confidence you have in 
him. A new baby—and who helps to 
choose the silver cup? A long-dreamed- 
of promotion—and who helps pick out 
the fine Swiss watch? 

Who advises lovers about the ring? 
The same man who knows what most 
kids want for graduation (a really good 
Swiss watch), what Dad wants for his 


The WATCHMAKERS 


FEDES 





birthday and Mother for her anniver- 
sary. He's the man who's responsible for 
so many of the pleasant surprises in your 
life. He’s your trusted jeweler. 

No matter how large or small his 
store, he’s unique among the friendly 
merchants of your town—with his very 
special training, knowledge and ability. 
And he’s truly a friend of the family. 
For only an expert jeweler is qualified 
to counsel you when you shop tor your 
most cherished gifts. 

That’s why we—makers of the world’s 
finest watches for over 250 years—can 
eive you no better advice than this: “For 
the gifts yowll give with pride, let your 


jeweler be your guide.” 
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Counselor... 


and friend of the family— 
because the family needs you, 
the Quality Jeweler. 








“A JEWELER is really a very lucky man...” 


: om BEGINS next months message to your cus- 
tomers. And The Watchmakers of Switzerland 
are proud to tell them about your many and varied 
accomplishments. 

Counselor, craftsman, specialist—no merchant 


represents more of these skills than you, the Quality 


Jeweler. And no merchant has so great an oppor- 
bet tunity to ring up these assets at the cash register. 

For the fine products you sell and the needed 
aa services you perform are in demand all year long. 


And part of our job ts to make that demand greater 





——— — with every passing year. 





ae Fl That's why our advertising constantly repeats the 


Crafts CN... traflic-building slogan “For the gifts yow ll give with 
yride—let your jeweler be your guide.” 
in your expert care / ) - : 5 
are entrusted the finest That's why we've tailor-made the profit-making 
Sides watches in the world “Know Your Jeweler” promotion to dramatize your 
contribution to the community. 

And that’s why we urge you to help yourself up 
to ever-higher profits by selling up to ever-better 
merchandise. One aid to such self-help ts offered on 


the following page. We hope you'll find it useful! 


7 fi 
Specialist... 
prepared to provide the perfect wate hi. 
whether an exquisite piece of 


jewelry or a tee hinical masterplece. 

















Please accept absolutely free 
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...d specialist in Pleasant Surprises 
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Here is truly a Quality Display for Ouality Included are two 514” by 5” side cards that match 
Jewelers. In full. rich colors, 141%” high by 111” the warm feeling of the centerpiece. It’s the 
wide by 3” deep, it's offered to help make your perfect tie-in for next month’s Watchmakers of 


window or counter a stronger selling unit. Switzerland advertising! 


How to get your display 


Some morning soon, you'll receive a note from The Watchmakers of 
Switzerland, enclosing a postpaid order card for your FREE display. 
Simply fill it in and drop it in the mail. We'll do the rest! 

And P.S.: if your order card doesn’t reach you by the end of February, 
just write us, C/o Room 1106, 730 Fifth Ave., New York 19. N.Y. 


The WATCHMAKERS OF SWITZERLAND 











ROSALIND RI | \C"’ An RKO Radio Release 
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These beautiful fashion jewels are available in rhinestone comb:ned 
with crystal, aqua, rose, emerald, light amethysi. light sapphire 
Also in non-tarnishable Rhodium finish and all crystai. 
At all leading stores or write Coro inc, New York | 








E D WOMEN WEAR ©cOR GO FSREWELR Y 


AS SEEN IN HARPER'S BAZAAR... 


First of a series of full-color pages featuring Hollywood's favorite stars wearing Coro 


Jewelry. Tie-in with Coro's exciting national advertising for MORE SALES. For further details, write 
Advertising Department, CORO, INC., 47 West 34th St.. New York I. 








more and more, your customers are looking for that 








created only by 


B. LUCIEN PICCARD 


Complete selection of diamond ,, 


priced to $10,000. Sent on Me, 












* 
e | _ and Bracelet. 
° 32 genuine sapphires 
Look at magnificent Lucien Piccard watches through your ss _and 60 cultured pearls, 
. , ; : ; A mother of pearl dial, 
experienced jeweler’s eye. Measure them in quality, price, 


17 jewels, 14 Kt. gold. 


style—in every element of sales-appeal. You will see $600. Keystone 


why more of your style-conscious, fashion-conscious, value- 
conscious customers are asking to see and buy Lucien Piccard Watches. 
TMV ALLIn oXoh ab Lelie CoM Loh Z-MRo ME Y-1(-lelflolameh Zell lolol Amelion 
for your Lucien Piccard salesman or write for complete information. 





A. BLUMSTEIN, INC., Manufacturing Jewelers 
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Pumchased with Pride, Treasured Always 
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Bring out a tray of rings and watch your cus- 
tomers eyes go unerringly to the Courtney rings. if 
Their greater beauty and higher intrinsic value | ) 
always invite a closer examination. 

For Courtney rings are made to demand 
attention. Carefully selected diamonds of fiery bril- 
Alto} atot-wa a d-Xellole}-Mmal-s(o] Marella ilile; Mmoh mm» Col IT Thi-1h ame (-— 
tailed workmanship. Creative designs that stir the 
aaterel ated iter 

Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
white gold. 


“OUR FAIR NAME_IS YOUR GREAT ASSET”’ 


a 
” 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 
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DIAMOND RINGS 


An exclusive product of AXEL BROS., INC., 
21-10 49TH AVENUE. LONG ISLAND CITY. NEW YORK 


Watches with INCABLOC 
are selling faster than ever'! 


Because... 

e The plus values of INCABLOC shock- 
absorbers make more watch sales. 

e INCABLOC reduces to a minimum re- 
pairs and returns during the important 


guarantee period. 
e Demand for INCABLOC-equipped 


watches has soared—over 70 million 
now in use. 


INCABLOC’s ’53 promotion will boost sales even higher 


The INCABLOC story will con- 
tinue to be told during 1953 to the 
18 million readers of The Saturday 


Evening Post and Colliers. 
Retail jewelers throughout the coun- 
- try will be supplied... free of charge 
~~... with point-of-purchase selling aids 
- ~~ as follows: 
- e Colorful six- page INCABLOC book: 
lets for distribution to your customers. 


e Attractive string- and flap-tags to at- 
tach to INCABLOC-equipped watches. 
e Counter display cards and other selling- 


aids. 
Write today for this. . 
helpful promotional material. 
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THE UNIVERSAL ESCAPEMENT LTD. inéaA O¢ 9 EAST 40TH ST., NEW YORK 16, N.Y. 
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JEWELER: 


VA 


but the day will come 


when it will be difficult to sell a 


set of diamond rings without a 


Rohe @i, tcme-i-e Ana 





UR 


ANAT 


l/ . 
anifactibing- 
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114 GEARY STREET 
SAN FRANCISCO &, CALIFORNIA 


s 
TRADEMARK REG. U. S. PAT. OFF. 
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WEO-LOK RINGS ARE PROTECTEO BY U.S. 


\ \ \ N \ J R\ 
\ \\\ em \\ 
AN \ WED-LOK* 
A\y 


the rings with the “quick click,” offer 


PATENTS. 


everything found in conventional rings... 
plus the lifetime locking device that prevents rings from 
separating on the wearer’s finger. 
The advantages are many: longer ring life, 
perfect diamond alignment, greater 
comfort. Tempered* Granat mountings and 
peerless craftsmanship complete a 
sales story that is building diamond ring 


volume throughout the country. 





smith «= smith 


NORTH ATTLEBORO ¢ MASSACHUSETTS 


Outstanding in the design and manufacture of 


fine Sterling Silver Cigarette Boxes 
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filled top e Non-tarnishable, 
nickel base. non-corrosive 

ime, springs. 

disrivet e Stainless steel 
struction. bottom. 


EW! Curved end piece 
litt round watch cases. 
arter! Handsomer! Band 
ks like part of the watch! 












































GOLD 


ROGUE 2001 
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LADY FAIR 2019 


Excellence of quality and 


latest fashion stylings 
sell Airflex for 53 


Here are the top traffic builders — at 
prices that will amaze you. Sensational 
profit and volume opportunities are 


yours — see Airflex today! 


CONTACT YOUR WHOLESALER 
OR WRITE DIRECT 
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Distinctive Features of Ballou Findings Protected by Letters Patent 


Jewelers’ Choice 


The broad base of this Ballou catch is an exclusive, patented feature. 
Manufacturers like it because it can be soldered easier, quicker, and 
more securely. Retailers like it because it stands up better in use. 





B. A. BALLOU & CO., INC., PROVIDENCE, R. I. 


FORK FEBRUARY, 1953 


























COMPACTS e CARRYALLS e CIGARETTE CASES ° LIGHTERS ° PILL BOXES 
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Ory DAY IS A GIF T-SALES DAY 


WHEN YOU DISPLAY VOLUPTE! 


EASTER * MOTHER'S DAY * GRADUATIONS * WEDDINGS * BIRTHDAYS 


there’s a Volupte for every gift event. Write, wire, phone— we'll tell you 


about our fabulous new Spring line and how you can tie-in with our big 


Spring advertising campaign for the biggest gift season you've ever had! 








MILLIONS WILL SEE THESE AND 
OTHER VOLUPTE COMPACTS IN 


New Pork Times 


MAGAZINE 


VOLUPTE 


$47 Fifth Avenue, New York 16, N.Y. 




















i 











THE JEWELERS’ CIRCULAR-KEYSTONE 





. from Carl-Art’s new collection 
of exquisitely fashioned Necklace 
and Earring sets in 1/30-12K Gold Filled 
and Sterling Silver, rhodium finish 
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.at your wholesalers Now 


CARL- ART, we. 


PROVIDENCE * RHODE ISLAND 
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It’s crystal c 
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the velvet touch in 


jewelry presentation 


Created to help you display, merchandise, and sell 
every type of jewelry from popularly priced 
costume lines to precious gems. . . this 
crystal-clear tray with removable velvet pad shows 
off every piece to best advantage, intensifies 

sparkle and highlights, keeps stock neat and orderly. 
A real selling aid in your counters, on your 


counter tops, for showing individual pieces. 
















see 


— 


pacnesnunstnin MAAADIDRARAA 


These heavy-duty jewelry 
trays are made of practically 
indestructible see-through : as 
plastic! Outside dimensions * 
10%” x 7144”. Your choice of 
black, maroon, or grey velvet 
pads. Packed a dozen to the 


carton (min. order). 2250 


F.O.B. FACTORY DOZ. 





atlantic plastics 


company 


DEPT. 16 — 585 BOYLSTON STREET 
BOSTON 16, MASSACHUSETTS - 
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THE CLOCK-RADIO THAT SET SALES RECORDS LIKE THESE=— 





; ; : 
3 & : 8 
cf z § < : 
. ; 
hi : % 2 % 
‘8 : 3 4 5 
2 2 $ 4 2 
3 , 4 8 
8 : 3 y 
“1 EVERY A **389 IN ’ “$6,500 WORTH ; ‘102 THE FIRST : ‘$18,000 IN ‘$76,000 WORTH 
2 MINUTES!” 4 2 WEEKS!” ; IN 9 DAYS!” : DAY!”’ 3 WEEKS!” ‘ IN 1 MONTH!” 
Horry Hohn E Jack Blackburn 6 Dan Enderson & Jack Colbert __ Jack Nides } vom Seuith 
De Roy's Hart Furniture Co. The John Shillito Co. Zale’s Jewelers Nides G-E Appliance Co. Meyer ewelry Co., Inc. 
Dallas, Texas Cincinnati, Ohio Tulsa, Okla. Denver, Colo. Detroit, Michigan 


Johnstown, Pa. 


BIG TRAFFIC BUILDER! 





Model 551 





© 
a a em sensi sameeren FREE PRIZES for first two 
. 5 Saeme—te eee _ ? y P vn J: © winners and one companion 
Wakes you to your favorite records—or to music or news from the a each: Air trip to London for 
radio. It’s a big new sales plus! And this new model is super-powered Coronation procession ... 3 
— 10 times more sensitive than ordinary clock-radios. In mahogany or © days in Paris... Weekend 
pearl gray plastic. Call your G-E radio distributor today! @ with Fred Waring in New) 
G-E Clock-Radio prices start at $29.95. Subject to change without notice. Slightly higher West, South rs) York. 100 winners in all. 
General Llectric Company, Receiver Devartment, Syracuse, N. Y. hd 
° They get the entry blank’ 
You COR pit Som confludence U1 = 6 in your store! 
Q ‘ 
G i N f es A [ c [ t C T 4 i C Q Ask your General Electric 
radio distributor for 
o entry blanks. 
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© and we don fhesitate to say so. , : 
~ Our sales depefid upon your sales and we'll - 


2 





¢ 





es ORS Bee ae _ back you up to the hilt % ith service, quality and 
_ ; i , styling. — My : a 
; WE WILL NOT SELL DIRECT AND OUR 
! BOOKS PROVE IT! : 
| WE DO NOT INTERPRET T | 





WHOLESALER TO MEAN ANYTHI 
ITS ACCEPTED CONNOTATION! 


Tessler ( Weiss Tne. 


9 FRANKLIN STREET, NEWARK, NEW JERSEY 







TRAPS AEM ahs MG Rt 





WHOLESALER 
BSE 


Sidney G. Schwartz 





East * 
Richard Showerman 
Alfred S$. Jaffee Mid-West 
| Sales Manager ie 
Charles Blair 
West 
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AT NO EXTRA COST... 





You can have this 
profit-producing 


radio display 





stand in 


your store 


IT’S GNLY 4’ 6” WIDE, 


64” HIGH, YET IT DISPLAYS 


13 CROSLEY RADIOS IN 


A DAZZLING VARIETY 


OF COLORS 





Constantino Passaro 


P & C Appliance Company 
1370 Flatbush Avenue 


Brooklyn, New York 














1 HERE’S HOW YOU CAN GET YOUR CROSLEY RADIO 
DISPLAY STAND: totn c. ncoevi, Ast Seles Menoger, Becroni 


Crosley Division, Cincinnati 25, Ohio. Please forward this coupon to the proper 
Crosley distributor. | want to learn more about the Crosley Radio Display Stand. 


‘ 





NAME 


ADDRESS 





CITY ZONE STATE 











CROSLEY’S GOT THE 
COLORS THAT SELL! 


The important trend in home decoration is to emphasize color— 
because it is the dominant appeal to all classes of buyers. Harmoniz- 
ing or contrasting colors create the impulse to buy. The more colors 
and cabinet styles displayed in your store, the greater the possibil- 
ities of making sales. Crosley gives you an exclusive appeal to every 
type of prospective buyer with a rainbow of colors and a variety of 
cabinet styles. Take advantage of this great appeal by displaying 
Crosley color radios on one of Crosley’s exclusive radio display stands. 








10 “80 Soon — 
CROSLEY COLORADIO 
OO y WY A ' ' 9 9 . 14 Good-looking, good-listening, fast-selling. 
ARAAL EE! AAAS 9 | sagen 
ANS 5 4 a +4 +4 ++ Superb tone quality just like a big console. 
4 > 4 4 | Built-in phonograph connection. Comes in 
A ie five colors. 


WAN, +4 
NK We e 
+4 vee 





CROSLEY DYNAMIC RADIO 
Strikingly new cabinet... Engineered to give 
fine bass tones. Built-in loop antenna for 
sensitive reception. Choice of four colors. 





CROSLEY DECORATOR RADIO 


Beautiful picture-frame cabinet comes in four 
modern colors. Full, rich tone. Supersensitive 
reception. Built-in phonograph connection. 





William Agar (below), owner of Boro Radio, 
95 Court St., Brooklyn, N. Y., says: “Best display 
we've ever had in our store. Our radio sales have 
increased 27% since we put up the Crosley Radio 


CROSLEY CLOCK RADIO Display Stand—that much in the first two weeks.” 


Tonal quality comparable to a console. Accu- 








rate electric alarm clock. Turns lights .. . 
cppliances on or off. Choice of six colors. 


SHOW EM AND YOULL SELL’‘EmM ! 


The best way to show them is the Crosley Radio Display Stand 
AY TES 
DISPLAYS —— DEMONSTRATES «SELLS 


The display stand is a colorful atten- Shows the wide variety of Crosley Assures customers you have the right 
tion getter that attracts store traffic. colors and styles. Crosley radio to satisfy their needs. 








Bristol Seamless Ring Co. 


Byard F. Brogan 
71 Nassau Street, New York 7, N. Y. 


805 Sansom Street, Philadelphia 7, Pa. 
“. ,. the public likes palladium— 
increased sales prove it. We now 
have a full line.” 


“Our customers show their satis- 
faction in our new palladium line 
by increasing orders.” 
Irons & Russell Company 


Giovanetti 
John 9! 95 Chestnut Street, Providence 3, R. !. 


Wg W. 43th St., New York 19, N. Y. ~ 








“e 
. 








our palladium orders in- 
orease monthly. We plan to back 
our 1953 line to the hilt.” 





palladium is now taking its place in the 
jewelry “hall of fame.” 


Never before has palladium — sister 
metal to platinum — enjoyed such a 
widespread demand. 


Created in outstanding designs by rep- 
resentative jewelry manufacturers 
both here and abroad... praised by in- 
ternationally known stylists... backed 


67 Wall Street 
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Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
New York 5, N. Y. 


LE = ) “The demand for our DeLuxe 


ea 
Pons ean 
Sen ee 
bes a 
~ > 
Siete 
oa 









gram for the perfect setting to in- 
crease your store traffic. 


If you aren’t already profiting from pal- 
ladium sales, why don’t you start now? 
The above manufacturers will gladly 
send you their latest catalogs — write 
them today. And write Platinum Metals 
Division of International Nickel Com- 
pany for helpful sales aids. 











Emblem line in palladium has 
more than justified our faith.” 


j 

‘ 1953 is palladium year! by dominating advertising in leading 
al ' - ; , magazines ... hailed by fashion com- 
This beautiful and precious white metal —- : 
E is making new r+ sare among style- eng ov supported va hooklets 
; coueaiinmsimenaaiiin ’ store wl counter displays, booklets 
F a pe and other aids for your salesmen. : 
t Yewes jewelry metals, 

Newest of the fine jewelr) tals, You can count on the palladium pro- 
























featuring 


LANNY ROSS 


beloved ballad singer 


Every Sunday over 
990 Mutual Radio Stations 


coast to coast 


Another great franchise feature 





for authorized Artcarved jewelers 
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Artcarved! 








Shap dramatic new magazine — 


ads in LIFE and LOOK 


Here’s all the proof you need that Artcarved again is 
first in new, dramatic advertising that builds turnover 


and profits for authorized Artcarved jewelers. 


This spring, Artcarved’s new sponsored radio program 
will join forces with the new Artcarved magazine campaigns 
in LIFE and LOOK—creating more consumer interest, 


more turnover and more diamond profits for you! 


Ask your Artcarved representative for full details on 
this powerful new spring campaign. Or for complete 
information, write to Advertising Department, J. R. Wood 


& Sons, 216 East 45th Street, New York. 


J.R. WOOD & SONS, INC. 


216 EAST 45th ST., NEW YORK, N.Y. 








MEMBER 
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cee Wee 


Oty ar Exclusively at Lechenger's 


LAMBERT BROTHERS 
CAN YOU BUY THIS 
ADD-A-DIAMOND BRACELET 


ADS THAT ADD UP oe 










a 





































eae 
Uhe Ideal Christmas Gift 
Most Ingenious Diamond Bracelet Ever Devigned . . 
THE ADD.4 DIAMOND BRACEIET 
The Gife That Grows 


A good performance calls for an 
encore! That is why the Diamond 
Daisy Chain* is again taking a bow 
in the Diamond Digest. This unique 











add—a—diamond bracelet continues to * ee et eoneees 
win the applause of retailers Dimod Day Carn Pe RO RE 
throughout the country. Fe wrr me nam ve O57 — t5710 
The reason is obvious. Con- mc come wt ssi ena arog : ocala 
sumer reaction to the Diamond Daisy cae ee rere wt ec MPA 
Chain is warmly enthusiastic. The dane The Duaond Dutt Orsi 6 7 
bracelet's unusual appearance, its uy owes Be Verma teers toe 
moderate price, and its ability to fa" Uw ar cnmen ede pms 
"grow" diamonds have great appeal Lam ort veer want ovadda | 
for the buying public. People who cena LOE Ongena di 
had never considered the purchase amond 
of any diamond jewelry beyond an en- ates uy 
gagement or wedding ring are buying a ~_ 
the Diamond Daisy Chain. versary Sh; 


al occasion 


Two important factors have played 
their part in this retail success 
story. The first was.advertising 
which caught the eye of the consumer 
and whetted his curiosity. Some of the 
most persuasive ads are reproduced 
here. They were the magnets which drew 
potential customers to the jewelry 
counter. | seat eck 

It was then that the second and 
equally important step in the 
sales program was taken. The 
retail salesman subtly pointed 


@ centered with @ beautiful diamond mounted w 14 hare 
geld. Addins! diamonds can be added from ume te 


tume—when the braceict is complete « has @ doers or gare 





out to the consumer the adapt-— a 
ability of the Diamond Daisy ==) 

Chain as a suitable gift for governs | NE WAR 
all occasions—-—weddings, birth- iss one 
days, anniversaries, gradua- pees em 








° . AAV? <4 ne | 
tions, etc. He also pointed A ZZ " Srtonttoes eum ms new 
out the advantage of being able Af _2ZZAZ7, srcsenanatine nai 
to add a diamond at any time. 


Thus advertising, followed 
up by a sound sales approach, 
clinched sales and insured re- 
peat sales that will benefit the 
retailer in the years to come. 


It is both interesting and 
gratifying to Arnstein Bros. & 
Co. that so many retailers have 
made use of our mat service in 
the ads. Each retailer, neverthe- 
less, has stamped the advertise— 
ment with the personality of his 
own store. But all of the ads 
have one common characteristic. 
They dramatically, forcefully and 
successfully project the story of 
the Diamond Daisy Chain. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
* D. Pat. & T.M. reg. pending. 


ye Rn em 











ws NEW! 


iv’s UNIQUE! 


THE MEW A9O-4-01AmOnD una eaacnst 


camond Du Chain 


bracelet ever Qmgwed 


modew cost you con gre © teow! domond breocelet ond men 


+ tor future gf? accanore’ The lowely wrote chen hae 6 mae 


ity 10 yew ovoterexe (9 for grackoted worn, oF 6 
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a 2 Oomew Cow Can & ros con oF 











&® Lataway @ OFfm accouMT 


“Pewee mcinde Patera Las 








e 
_— a, eal 

















68 THE JEWELERS’ CIRCULAR-KEYSTON 

















)NE 





THE JEWELERS’ 


WV: opened a letter the other day 
from Raymond B. Sallan, presi- 
dent of Sallan Inc., retail jewelers of 
Detroit. “Here’s some food _ for 
thought,” wrote Sallan, and we no- 
ticed that the “food” consisted of 
several yellow pages from the Detroit 
telephone directory. 

Listed on these pages are the names 
and addresses of retail and wholesale 
jewelers. The “thought” of the matter 
is that there is about one “wholesale” 
jeweler listed for every three “retail” 
jewelers—an extraordinary ratio! 


> © 


wean we have been living 
in an ivory tower all these years. 
Qur diamond merchandising articles, 
we used to believe, were up-to-date 
as well as all inclusive. But, we regret 
to say we have over-looked an impor- 
tant, up-and-coming diamond market. 
Robert Wehmueller, a St. Louis 
jeweler, has unintentionally opened 
new vistas to the merchandising of 
diamonds. He sold a customer a five 
point diamond mounted in a gold 
setting. Nothing unusual about this, 
but the ring was made to order for 
the third finger of a monkey! 
“Diamond Jim” Cheetah, a house- 
hold pet, was given the ring by his 
mistress as a good conduct award. 
No doubt, Cheetah is the only mon- 
key in captivity possessing a diamond 
ring, 
As for Wehmueller, a really star- 
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tled jeweler, he said, “Ordinarily we 
don’t get calls to make diamond rings 
for real monkeys.” 


© © 


, mgr to a recent newspaper 

item, the arm of British law is 
extremely long. This proverbial arm 
reached out and came up with 268 
contraband watches cleverly con- 
cealed under the corset of a lady 
from Paris. 

British customs nabbed the French 
lady as she landed in Dover enroute 
to London. A woman inspector un- 
covered the watches which are valued 
at more than $14,000. The lady from 
Paris, along with her corset, will 
probably spend the coming year in 
jail. 


© © 
W: try to keep our ears to the old 


grapevine—a most valuable 
source of information. Well, we heard 
a grapevine story recently whicl: 
merits publication. 

It concerns a rather prominent 
Detroit jeweler, known among the 
members of the trade as a very amia- 
ble, easy-going fellow. Many cranks 
have put him to the test, but he al- 
ways comes through with remarkable 
restraint. 

Always, that is, until recently when 
a wealthy but a constantly annoying 
woman barged into his store and 
complained vehemently that a clock 
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she had purchased for her husband 
was keeping him awake. 

After the woman had sounded off, 
the usually amiable jeweler observed, 
“Madam, what makes you think it’s 


the clock?” 
o © 


Qome of the niceties of Western 

civilization are finally being ac- 
cepted by Africans, and no doubt 
clock manufacturers are quite happy 
about it all. We have been told that 
natives of Africa give their daughters 
certain standard gifts at marriage 
time. In addition to a cow, a bolt of 
red cloth and some beads, the African 
bride-to-be now receives an alarm 
clock. 

Now we know that many illiterate 
Arabs carry fountain pens because 
of prestige reasons. Perhaps this ex- 
planation can be extended to Africans 
and their alarm clocks. 


© © 


lig bros to weather predictions, we 
literally wallow in the predic- 
tions of sociologists. Trying to pre- 
dict human behavior, as sociologist 
Hans von Hentig does, makes inter- 
esting reading and _ conversation. 
There’s only one drawback; human 
beings rarely cooperate in carrying 
out sociologists’ predictions. 
But getting back to Hentig, he 
predicts that the present man-short- 
age will drive women to new heights 
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FROM CAKE TO BREAD-AND-BUTTER 


Over the past fifteen years in particular, the position of Longines and 
Wittnauer watches with the retail jeweler has undergone a marked change. 
More and more leading retailers are looking to Longines and Wittnauer 
watches as their major watch lines for dollar-volume and profit as well as 
prestige. The reasons should be obvious. Longines-Wittnauer offers the largest 
lines of fine watches in variety of styles, types and prices of any watchmaker 
in the whole world — sells these watches to and through authorized Longines- 
Wittnauer Jeweler Agencies only — backs these lines with large-scale, consist- 
ent, successful advertising, merchandising and jeweler cooperation. The fine 
watches which, years ago, jewelers featured only as prestige sales have now 


become the bread-and-butter of their watch departments. 


a Co. ue 


Since 1866, maker of watches of the highest character 
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of aggressiveness. In the United 
States, for example, there is a na- 
onal average of 96 men to every 
hundred women in the 21 years and 
older category. Consequently, not 
only are good men scarce, but any 
igible male is hard to find. 

Since there is a surplus of females, 
men will play hard to get. Women, 
out of necessity, will become bolder 
and more aggressive in their pursuit 
of the male animal. 

We can readily imagine the impact 
on the jewelry industry. Aggressive 
females, resorting to cave man tactics, 
will drag in their captured mates-to- 
be and order not only diamond rings 
for themselves but also for their 
grooms. And who knows, perhaps the 
gals will dig down deep and pay for 
the rings out of their own purses! 


el 


> © 


H™: That’s not an alarm clock 
that’s a dexedrine pill! Yes, sir, 
if the pharmaceutical manufacturers 
aren't called to a screeching halt soon 
they'll be turning out a pill that will 
warn the swallower of the time of the 








day and thereby eliminate the neces- 
sity for alarm clocks. 

The dexedrine pill waker-upper 
was recently brought to light at the 
California Academy of General Prac- 
lice convention. It consists of a sleep- 
ing pill with a—hold your hat-—- 
“built-in alarm clock feature.” The 
pill is reported to have three layers 
of different drugs and puts the user 
to sleep for eight hours. Dexedrine, 
one component, rings an alleged bell 
somewhere in the sleeper’s noggin at 
the end of the eight hour snooze. 


o © 


| re year we published a story 
about a jeweler who was called 
upon to perform a “ring-removing” 
operation. Since then we have been 
flooded by similar stories, which indi- 
cates that many jewelers are called 
upon to assist doctors. So we shall 
quietly bury this type of material 
with the publication of the following 
story. 

Jewelers in the nation’s capital are 
seldom surprised at the kind or 
variety of requests they receive for 
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“Do you suppose we're doing the right thing by taking it from its 
parents at such an early age?" 
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services—not even when they are 
called to a hospital to assist a doctor. 


Such a call was received by Ernest 
Burk, 13th St., Washington, D.C. 
jeweler. Hurrying to the hospital, 
Burk found that the medics were 
hopelessly entangled with the prob- 
lem of removing a ring from the 
swollen finger of a teen-ager. 

Home remedies such as soap had 
failed to have much effect. But with 
the help of a special cutting tool. 
Burk was able to remove the ring— 
quickly and painlessly. 


© © 


= since we first experimented 
with the kitchen stove at the 
age of two, we have dedicated our 
energies to the pursuit of further ex- 
periments. So of course we were 
more than receptive to Stanley C. 
Allyn’s report that The National 
Cash Register Co. is building an ex- 
perimental model of a device that 
may some day revolutionize the 
methods of keeping unit, price line 
and classification inventory control 
in retail stores. 

According to Mr. Allyn, president 
of the company, the device is strictly 
an experiment and its practical use 
may be years away. He observed, 
“This may prove to be the ‘bridge’ 
between present equipment and fu- 
ture application of electronic princi- 
ples in the business machine field, 
upon which this company has been 
working for many years.” 

The mechanism will attach to a 
regulation cash register, and trans- 
actions will be recorded on the reg- 
ister in the usual way. But as each 
transaction is recorded, electrical im- 
pulses will be transmitted to the new 
mechanism which will punch holes 
in a paper tape. The holes will cor- 
respond with the control figures 
recorded on the register. Thus, the 
tape will have “captured” the desired 
information for future use. 


We too are captured by this ex- 
perimental model and we certainly 
hope that it will be completed, as re- 
ported, sometime next year when it 
will be placed “on trial” in a typical 
retail store. Meanwhile, you might 
read the article on page 78 in this 
issue and see how modern “mechani- 
cal bookkeepers”’ are facilitating the 
jeweler’s record-keeping job. 
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“Before Community” 


Arnstein Bros. & Co., importers and cutters of diamonds, was one of 
12 advertisers adorning the back cover of the February 28, 1900, issue. 


Business Methods (1900 Vintage) 


“The jeweler cannot afford to be behind-hand in his methods of 
attracting customers to his store. Lack of enterprise in originating 
and adapting trade-catching devices and schemes enables his com- 
petitor to get ahead of him, and once a competitor gets a start, it is 
usually a hard matter to overcome his lead. As every jeweler should 
know, the first step toward making a new customer is to get him into 
his store; and because it is the first step, it is the most important. 

“It is a patent fact that passers-by measure the tone and caliber 
of one’s business by a glance at the window display. If the window is 
dressed in a tasteful manner, a favorable impression is made; on the 
contrary, if the window is in confusion and no attempt is made to 
arrange the display so as to catch the eye of a possible customer, the 
impression will be created that the jeweler is slip-shod in his business 
methods and lacking in enterprise, and his store will likely be given 


a wide berth.”’ 
(April 25, 1900) 


Help Wanted Ad 
“WANTED—a bright, hustling salesman in New York State to take 
our new line of sash buckles, also a well introduced patent cuff holder, 


as a side line; give references.” 
(February 28, 1900) 


An Old Story 


‘“‘An item was published in the New York papers last week to the 
effect that a pearl found by Lieut. H. Whipple, U.S.A., while eating 
oysters at the Waldorf-Astoria Hotel, had been valued by Tiffany & 
Co. at $2,000. At the precious stone department of Tiffany & Co., a 
JEWELERS’ CIRCULAR reporter was informed that they had never 
seen the pear] referred to and had never heard of a pearl of that 


description that was worth even $100.” 
(April 25, 1900) 


A Stable Commodity 


Subscription rate in 1900 for THE JEWELERS’ CIRCULAR was 
$2 per annum. 


Waltham Ad 


Waltham Watch Co. ran a full page ad in the February 28, 1900, 
issue illustrating medals it had received during the past. 
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IN THE JEWELERS’ CIRCULAR 


New York Notes 


“The first annual banquet of the 
Jewelers’ Association and Board of 
Trade was held January 23, 1900, in 
the ballroom of the Waldorf-As. 
torla... 

“The cheruby countenance of Chas. 
H. Brahe, of the Seth Thomas Clock 
Co., beamed on everybody as if the 
owner were having a good time. 

“The tall and commanding presence 
of Robert C. Black, of Black, Starr & 
Frost, stood out prominently both n 
the reception and banquet halls. 

“In the Krementz party were George 
Krementz, Frank Krementz, Thomas 
Krementz ...” 

(Jonuary 31, 1900) 


Chicago Notes 


“C. D. Peacock has been appointed 
a member of the advisory committee 
who will endeavor to raise funds to 
prevent the Woman’s Temple building 
from passing into the hands of a re- 
ceiver and to make it a _ permanent 
memorial to Frances Willard.” 

(February 21, 1900) 


Detroit Notes 
“John Kay, of Wright, Kay & Co. 


has presented to each member of the 

victorious team in the Detroit Curling 

Club a handsome gold medal.” 
(April 11, 1900) 


Pacific Coast Notes 


“As A. Dobrowsky, jeweler, Redding, 
Cal., was returning at an early hour 
on the morning of April 7, 1900, with 
his wife and sister-in-law from a dance, 
a masked highwayman stepped out of 
the brush with a gun pointed at the 
party and demanded ‘hands up.’ Mrs. 
Dobrowsky, instead of obeying the 
command, lashed the already swiftly 
going horse into a more rapid pace ané 
successfully balked the highwayman 
without injury resulting to anyone.” 


(April 18, 1900) 
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trol over his inventory and improving turnover. 
dling from 1500 to 2000 items, he is acutely aware of 
this, for he is on the end of the line and is the one who 
loses most from “forced” sales. 


STOCK CONTROL 


iditaiatiaie statistics show that lack of 


proper inventory control is one of the most common 
causes of business failure. 
ness and decrease its operating capacity by tying up 
money needed for other purposes. 
tory has no sale or profit value until it is moved off the 
shelves, it is nothing more than frozen capital, which can 
bring failure. 


Inventory may glut a busi- 


And because inven- 


The retail jeweler knows only too well that profit- 


building forces are released by maintaining closer con- 


Han- 


Thus, inventory control is a life-and-death matter for 


the jeweler. To survive he has usua!ly become a mana- 
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From the book unit shown here to the larger cabinet sizes, 
Remington-Rand's Kardex system is designed for expansion. 


gerial specialist in the development of procedures that 
activate turnover. 

Without effective inventory control a thriving business, 
regardless of size, can quickly become unprofitable. The 
temptation to over-buy for the purpose of securing dis: 
counts, or the attempt to reduce costs by acquiring more 
than can be sold in a reasonable period of time, leads di- 
rectly to slow turnover and high cost of possession. 

On the other hand, there is often a danger in too fast 
turnover on popular items. This results from carrying 
skimpy stocks. and ordering so frequently in such small 
amounts that the cost of acquisition on these items goes 
up. It leads to out-of-stock condition which cause loss of 
sales and customer good-will. 

The retail jeweler with his stock of diamonds, watches. 
silverware, etc., can easily analyze the individual items in 
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Inventory Records... 


The Key to Better Planning, Progress and Profits 


by THOMAS F. FRAWLEY, JR. 


Manager, Retail-Wholesale Dept. 
Remington-Rand., Ine. 


his inventory and control them to avoid overstocks of trol. It tells nothing more than what the jeweler thinks 








slowemovers and understocks of fast-movers. 

Computing average turnover for stock as a whole is 
relatively easy. Simply divide the total cost of goods 
moved by the total value of the inventory. But there is 
a danger in accepting such average turnover figures, be- 
cause they conceal instead of revealing unbalanced stock 
conditions. 

Frequently the situation develops in which a retailer 
does 80 percent of his business on relatively few items, 
while the rest of the stock moves slowly. If the truth 
were known it would be found that overstocks in slow 
movers are tying up capital, while stocks of fast movers 
are starved and many “rush” orders must be placed. 
Profits are sacrificed at both ends, yet the average turn- 
over figure may seem satisfactory. 

Most jewelers do maintain a stock record which is 
nothing more than an approximately correct perpetual 
inventory. Kach item is recorded, usually on a card. 
But this is simply a stock record and not inventory con- 


DATE ORDER NO, RECEIVED 


re 4 


Attention is auto- 
matically directed to 
those items requiring 
action by Graph-A- 
Matic colored slide 
signals at the bot- 
tom of Kardex cards. 
The position of each 
signal gives at a 
glance the situation 
on every item. 
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he has on hand, and every year at inventory time the list- 
ing of items in the store are checked with the cards to 
see just what is left for sale. 

The losses suffered by failure to control inventory are 
largely hidden, yet often are so serious as to affect the 
operation of a retailer. Heavy carrying costs on over- 
stocks, obsolescence losses, mark-downs, the loss of sales 
and waste of time resulting from understocks, the extra 
expense of “rush” orders and last minute buying—such 
losses as these constantly occur because of incomplete 
records and rule-of-thumb methods. 

The solution to this problem is not a mere record of 
stock, not a mere column of figures showing merchandise 
on hand. The solution is control, a control that focuses 
attention on loss-producing conditions, a control that 
encourages and creates a healthy, profitable inventory. 

What can a real inventory control do for the jeweler? 
Basically, efficient inventory control prevents understocks, 

(Please turn to page 108) 
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Tae jeweler like most other retailers today 
is faced with the twin problems of rising operating costs 
and shrinking profits. A few years ago the jeweler was 
riding high in a seller’s market and for the most 
part gave small attention to cost control. In today’s 
buyer’s market it is mandatory that he keep close check 
on his costs in order to keep them down to a minimum 
and his profits up to maximum. The following rules will 
help you in keeping a check on your operating costs: 


ACCOUNTING SYSTEM 

1—See that your accounting system is in good shape, 
that it records your business figures accurately, that all 
costs are entered in the books. Roughly, what you pay 
out in business is a cost, but unless your system is ade- 
quate and accurate, all your costs may not be charged 
up properly, and so you get a distorted idea of profits. 
If your bookkeeping system is not in good shape, have 
a dependable system installed. This is your starting 
point. 


PROFIT AND LOSS STATEMENT 


2—Prepare a profit and loss statement monthly. Today, 
it is unwise to wait a year or six months before you find 
out how much profit you earned on operations. You 
must keep closer to your operating figures by means of 
the monthly statement. If you wait six months or a year 
before you review your figures, you may lose a lot of 
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money that you could have saved had you gotten the 
figures monthly. The purpose of cost control is to 
prevent losses. If you wait many months before you 
get a statement, the business may show losses running 
back for some time, losses that you can’t prevent because 
it is too late to do anything about it. When you get a 
statement monthly and the figures show that certain 
economies can be effected, you can take corrective action 
the next month, thus keeping the loss down to minimum. 


BUSINESS FIGURES 

3—Analyze your business figures. Recording the fig- 
ures accurately is essential to cost control, but if you 
stop there, you have only a historical record of opera- 
tions. You must analyze the figures to know whether 
you have managed your business efficiently. Intelligent 
analysis is a matter of comparison. To know how fast 
you're traveling in a train you must make comparison 
with the receding landscape. To keep effective control 
of costs you must compare them with prior periods. 
This gives you a measurement or yardstick against 
which you can check current results. It will show whether 
over-all cost or certain specific costs show greater 
increases or decreases than others. 


OVERHEAD 


4—Watch overhead expense. If your burden is too 
(Please turn to page 116) | 
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Soa time ago | visited a very successful 
gift shop located on the boardwalk of a large resort town 
in the east. The proprietor, a college graduate with an 
ynusual amount of business sense, took great pride in his 
spacious layout and his choice of stock. Furthermore, he 
asserted that his Miami store was larger and had more 
class. His income from both stores was so consistently 
large that it never failed to bring a touch of envy into 
the hearts of even his best friends. 

After viewing the store, | was escorted into the storage 
room. The merchandise was neatly stocked on modern 
steel shelves. Everything was catalogued and accessible. 
However, in one corner of this room there was a heap 
of broken cartons and spilled merchandise perhaps five 
feet high. A query brought on a reply that this was dam- 
aged goods which was received during the course\ol the 
past few months from various carriers. to 

A closer examination revealed a carton of twelve broke 





table top radios, none of which was in salable condition, 
two broken ship clocks, a large barometer with a broken 
base, two rather expensive cameras, a carton of cut glass- 
ware smashed to bits. dented hollowware, and_ other 
merchandise. 

The damage was in the neighborhood of from $800 to 
$1.000. Furthermore, there were shortages on certain 
other shipments that were not taken into account and they 
were equally as costly. 


SMALL LOSSES ADD UP 


It had always seemed to the store manager to be a 
waste of time filing a loss or damage claim as the 
carriers so often ignored his correspondence. Further- 
more, he was leaving for Miami soon and there would be 
nobody here to follow up on his claims. He dismissed 
the entire matter with a shrug of his shoulders and a 
wave of his hand. 

To show this man how wrong he could be, all pertinent 
records regarding these shipments were dug out of his 
files. After a few hours’ work and not two months later, 
he was paid in full for all loss and damage except where 
his own negligence prevented any remittance by the car- 
riers. His chief failure was that on certain shipments 
he had neglected to note the loss and damage on the 
delivery receipt at the time of delivery and this spelled 
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LOSS AND DAMAGE CONTROL 





Protits Are Lost 
in the 


Stockroom 


his defeat on claims in excess of $300. At any rate, his 
recoveries ran into important money. 

I;xpress companies, railroads and motor carriers han- 
dle millions of packages during the course of a year. It is 
no small wonder that there are shortages and damages. 
As long as the human element is involved in this work, 
there will be errors. It just can’t be helped. For every 
nine responsible men who work for these carriers, there 
is one who takes fiendish delight in tossing a carton of 
cult glassware around. 


STEPS IN MAKING CLAIMS 


What steps must one take to facilitate payment of 
claims? The basis of any plan should be the appoint- 
ment of a single individual to receive freight. This must 
be an intelligent, responsible person. A minute examina- 
tion of all freight received must take place upon delivery 
in the presence of the delivering truck driver. All losses 
and/or damages must be noted on both the delivery 
receipt and the consignee’s copy of the waybill before a 
signature is given to the driver. If a shortage exists, it is 
not enough to sign the delivery receipt as one carton 
short. This may be the carton containing the most expen- 
sive merchandise. If the entire shipment of six cartons 
were worth $500, a claim for $400 for one carton would 
be looked upon with suspicion by the carriers, unless it 
had been noted at time of delivery that this particular 
carton was the one that was missing. Failure to show this 
proof brings on a long delay before settlement is made 
and provides a loophole for an unscrupulous carrier to 
evade the issue entirely. 

Once it has been ascertained that a shortage actually 
exists, a claim must be filed at once. Delay at this time 
may lead to further complications. The claim should be 
filed in duplicate. The original claim form, together 
with the certified copy of the invoice, copy of the waybill 
showing the loss, and copy of the bill of lading, are then 
sent to the claim agent of the carrier making delivery. 
Under no circumstance is it advisable to send the way- 
bill to the carrier. This is the only proof of loss in pos- 
session of the consignee. A copy of this document is suf- 
ficient for the carrier to proceed with his investigation. 

(Please turn to page 129) 
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Posting an installment account on a modern charge posting 
machine provides the customer with fast, accurate service. 
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Modern cash registers and charge posting 
machines offer many advantages to the 
jeweler to make his record-keeping job 


faster, easier, and more economical. 


Selling hecords 


- away that pencil and _salesbook, Mr. 
Jeweler, cut out that after- hours bookkeeping work. To. 
day there’s a better way to record cash sales and install. 
ment accounts in your store. A way that is as modern 
as atomic energy, as accurate as the stars, and as time. 
saving as the automobile. It’s the machine method of 
doing bookkeeping in jewelry stores. For machines, sych 
as cash registers, charge posting machines, accounting 
machines, and adding machines, have enabled the jeweler 
to keep pace with the increased tempo, taxes, and regula. 
tions in today’s business. 

Just as the typewriter made the handwritten business 
letter obsolete, so will these machines make handwritten 
records of amounts, mental calculations, hand posting of 
charge records, and a manual recap of the day’s busi. 
ness obsolete. The machine is replacing the hand or 
manual method of controlling transactions and totalling 
sales because it is email faster, and absolutely 
accurate. 


DAILY SALES 


The advantages accruing to the jeweler who uses q 
modern cash register or charge posting machine in his 
store are many. First of all, the modern cash register or 
accounting machine makes a printed, unchangeable 
record of each transaction at the time it occurs and adds 
the amount into a locked-in total within the machine. This 
gives the jeweler an accurate record of daily sales which 
cannot be changed or altered without detection. In other 
words, at the end of the day, the jeweler can read the 
totals accumulated within the machine on all Cash, 
Charge, Received-on-Account, and Paid Out transactions 
and he knows immediately how much money should be 
in the cash drawer. 


PRINTED FIGURES PROTECT 

It’s easy to recognize the value and protection that 
mechanically printed figures have over handwritten 
amounts. For years, banks and businessmen have pro- 
tected their checks by using checkwriters so that altera- 
tions are difficult to make and are easily detected when 
made. Handwritten amounts protect neither the store 
nor the customer—for what one end of the pencil writes, 
either end can change. Handwritten amounts are fre- 
quently hard to read and difficult to add. The modem 
cash register, charge posting machine or accounting ma- 
chine mechanically adds the amounts in a multiple item 
sale accurately. 

It also protects the jeweler by imprinting the amount 
of each sale on the sales slip, or if money is received on 
account or paid out, on the proper voucher in neiat, 
legible, unchangeable figures. 


DEPARTMENT SALES 


Another advantage of using a cash register or charge 
posting meee in a jewelry store is that it automatically 
segregates sales by departments or classes of merchandise 
or services. Department records help the jeweler deter- 
mine the profit and loss in each department; also which 
lines are selling, and which lines need more promotion. 

A very successful jeweler in Roanoke, Va., classifies 
and records his sales by the following departments: 
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Every time a customer makes a purchase or a payment on her 
charge account, charge posting machine makes an itemized 
statement for her. At the same time machine prints custom- 
er's account card with payment made and new balance owed. 
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It takes real salesmanship to close sales in jewelry a 
stores. Since the success of a jeweler depends largely | 

upon the ability and industry of his salespeople he should — 
have an easy, quick way of knowing who are his best a 2/6 - 
salespeople: Again, the modern cash register can provide 
this information as it can be equipped with individual 
sales keys and totals, and individual cash drawers which 
make each salesperson responsible for his own trans- 


actions. 


ENDS CUSTOMER COMPLAINTS 
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Daily statement of business was completed on an installment 








Like other retailers, the jeweler has found credit sales posting machine within a few minutes after the store closed. 
a stimulant to higher sales volume and greater customer 
trafic. At the same time, credit selling has increased the steps that must be taken when a charge slip and hand 
amount of bookkeeping necessary to keep charge records posting are used in charging merchandise. First of all, 
under control. ° the salesclerk or cashier has to write out a charge slip 
The National Cash Register Company has a machine in duplicate showing the customer’s name and address, 
charge posting system that completely eliminates the need items purchased and prices, and the total. One copy of 
for handwritten amounts and ledger cards. Until the the charge slip is given to the customer and the duplicate 
development of this machine, charge slips and hand post- is kept to post the customer's ledger card at the end of 
ing of the amounts to a customer’s ledger card were con- the day. Second, if the store's copy is lost or destroyed 
sidered by many to be the best way to keep track of what there is no record from which to post the customer’s 
a customer owed. However, there is a number of things ledger card and the store loses this amount. Third, cus- 
wrong with this system. Hand posting of charge records tomers ledger cards are seldom kept up to date. Balanc- 
ls slow, often time inaccurate, tedious to the person doing ing is usually done at the end of the month, thereby plac- 
the posting, and frequently unsatisfactory to both the ing an extra load upon the owner. Fourth, the owner 
store and the customer. Let’s quickly run through the (Please turn to page 156) 
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by ALBERT E. ALLSOPP 
A. E. Allsopp & Co. 
Newark, N. J. 


Re probably read in the newspapers recently 
of an incident involving a large jewelry loss. It seems 
that a salesman gave up his hotel room late one night 
because they had increased his rate 50¢ over the usual 
rate and had then walked to another hotel several blocks 
distant through a very questionable neighborhood. On 
this little sojourn he was relieved of over $100,000 worth 
of jewelry. 

Had he exercised even reasonable good judgment this 
loss need not have occurred. On the other hand, the fact 
that such losses do occur is among the many reasons for 
insurance. One of the best insurance coverages available 
for jewelers is the Jewelers’ Block policy. 

To insurance underwriters, here is one of the most 
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sparkling insurance contracts devised, or in jewelry terms 
“a gem without a flaw.” 

Jewelers’ Block insurance is growing and it is a healthy 
two-way growth. This is due primarily to the growth of 
the jewelry industry itself, particularly in the retail field, 
which now has sales approximately three times as large 
as the volume a decade ago. Secondly, it is due to the 
knowledge acquired by the relatively few insurance com: 
panies engaged in it, in how to successfully underwnite 
the business and service it for the permanent protection 
of the jewelry industry. 

Because the conduct of the jewelry business presents 
situations and responsibilities unlike those of any other 
trade, it is very important that insurance companies pto- 
vide an insurance market for the jewelry trade. Consider 
the situation before 1925. In those days the jewelry 
industry in this country could buy virtually only the 
basic forms of insurance protection, such as Fire and 
Burglary. Lloyds of London offered to a limited group 
of jewelers a Marine form known as the Block policy but 
due to adverse loss experience, felt it necessary to dis 
continue. 


(Please turn to page 162) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








| is a harsh teacher, especially 
for the jeweler who waits until fire has struck his estab- 
lishment to critically examine his insurance program. 
Obviously, the time for such insurance “stock taking”’ is 
before, not after the event. 

The proper program is balanced to give the maximum 
protection at the minimum cost. It is a wise jeweler who 
has achieved balance by not under-insuring. The great- 
est single error is inadequate protection against losses 
that could be sustained in the event of a fire. 

A program is likewise out of balance if there is over- 
insurance. Re-examination of your fire insurance pro- 
gram may disclose that you are provided with more pro- 
tection than you could collect in the event of a loss. As 
the insurance company will pay only the insurable value 
at the time of loss, a correction of this kind would result 
in a reduction in insurance cost with no reduction in the 
protection enjoyed. 

A fire insurance program can be out of adjustment in 
both respects with duplications and cross coverages caus- 
ing over payment of premiums. At the same time, other 
essential coverages may be lacking. A thorough job of 
blueprinting must be done by an expert agent or broker 
of fire insurance coverage. However, it is the responsi- 
bility of the owner or manager to determine whether the 
program offered is balanced, neither over-insuring nor 
under-insuring the business. 





In what ways can a jeweler be under-insured? 


) ], FAILURE TO REVIEW VALUES 

If the building is still insured for the same value 
as that carried five years ago, you are under-insured. 
| This is a common fault, as many jewelers do not realize 
| the importance of insurance to value. With today’s in- 
creasing costs the worth of the property has steadily 
climbed until without a constant review of values, you 
may not only be under-insured, but face co-insurance 
penalties on partial losses. 


2, INACCURATE APPRAISAL 

The business may have been recently, but inaccurately 
appraised: Amateur appraisal by the owner or insurance 
agent will most often be incorrect. 

Book value of the busines is just as dangerous to use 
ag a basis for determining the insurable value. Book 
: value begins with the original cost of acquisition. That’s 
ine, but from that figure is deducted the full depreciation 
allowed for income tax purposes, to arrive at the present 
book value. This is obviously less than the actual, in- 
surable value, which is based on the present new replace- 
ment cost less a reasonable deduction for use and wear. 

Your up-to-date insurable values can only be deter- 

(Please turn to page 158) 
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FIRE INSURANCE 


by D. K. MacDONALD 
President, D. K. MacDonald & Co.. Inc. 


Seattle, Wash. 
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| EY all set now .. . I’ve made enough to 
take care of my wife and family in the style to which 
they are accustomed and it’s all safely invested to assure 
them a good income for life!” 

How many business men have made that statement 
this very day? Chances are the reader has heard it any 
number of times right in his own circle of business ac- 
quaintances during the last few weeks. 

The chances are that in at least 19 out of 20 cases the 
speaker may be entirely wrong. There’s a lot more to 
leaving a practical estate to take care of one’s wife and 
see one’s youngsters safely on their way than mere ac- 
cumulation of wealth. Far too. often this is only the 
start. 

There’s an Invisible Mortgage that hangs over the es- 
tate of every jeweler who reads these pages. There are 


82 


pitfalls in estate shrinkage that only an expert can foresee. 
The dangers of inflation are very real and may defeat 
one’s whole purpose. The unforeseen things that can hap- 
pen are unfortunately far too great in number. 

First, and by all means of greatest importance, is the 
terrible toll of taxes. Today we have to worry about 
income taxes during our lifetime AND about estate taxes 
after our death. Then there’s the expenses of our last 
illness, which most of us never consider, yet which can 
be a sudden and damaging blow to our estates. 

These, and many other things, make it doubtful 
whether or not some of us can really afford to die unless 
we have had some very expert estate planning. The In- 
visible Mortgage on everything one owes becomes due and 
payable immediately. That is the sum of the cash obliga- 
tions which become due at one’s death. | 


THE JEWELERS’ CIRCULAR-KEYSTONS 











Is your estate going to be able to pay off the “invisible mortgage”’ and still 


leave your family financially secure as you have planned? Here, an authority 


explains the thirteen common but expensive mistakes to avoid in your planning. 


by K. KAUFFMANN-GRINSTEAD 
as told to ERNEST W. FAIR 


The common concept is that one has a well balanced 
estate with sufficient cash to take care of any emergency 
that may arise at one’s death. The record books are full 
of instances of where this was far from true. 

There are 13 expensive mistakes commonly made in 
estate planning. If these are avoided one can save one’s 
family one quarter to one third of one’s life-time accumu- 
lation. Before presenting these it must be pointed out 
that the problems covering the estate of one man are en- 
tirely different from those of another. What may affect 
one will not at all affect the estate of another. Methods 
one can use may not be applicable to another. 

This writer, after many years experience as a specialist 
in this field, has developed over 200 methods of avoiding 
estate shrinkage and protecting the value and safety of an 
individual’s estate. No one case would find all applicable. 

But we can take these 13 common mistakes and form 
a basis for not only careful planning but making our- 
selves more aware of the intricate problems of preventing 
this invisible mortgage from destroying all we have given 
a lifetime of effort toward achieving. 


DON'T UNDERESTIMATE YOUR WORTH 


Mistake Number One is to underestimate the value of 
one’s taxable estate. Too many of us underestimate what 
we are really worth from this standpoint. For tax pur- 
poses your estate may include the following: 

Cash owned by you; cash owned by another person but 
belonging to you; all bank accounts in your name; some 
or all of the accounts in your name jointly with another 
person; the maturity value of insurance on your life for 
which you paid premiums either directly or indirectly; 
some or all of the value of insurance on the life of an- 
other person for which you pay premiums; maturity 
value of accident insurance; market value of bonds and 
stocks held singly or jointly; taxable value of business 
interests owned individually or jointly; value of real prop- 
erty owned singly or jointly; value of royalties and mort- 
gages; all property in your home; value of property given 
to another person even if gift tax was paid; value of fu- 
ture rights which you may receive as a gift; value of any 
property or rights you may receive from trusts or inheri- 
tance; value of future savings from investment income; 
value of capital gains on present or future assets, etc. 

One of the biggest mistakes made today is to believe 
that joint ownership of bonds or stocks with one’s wife 
subjects them to taxation on only one-half of their value. 
In 99 cases out of 100 Uncle Sam puts the full value into 


one’s estate, and that’s true of real estate, bank accounts, 
etc. 
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Figuring real estate and other assets at prices we paid 
for them is also wrong . . . the value Uncle Sam figures 
on is their present market value. Appraising one’s busi- 
ness at book value won’t be accepted either . . just ask 
“If I wanted to sell this jewelry store business today, 
what would be a fair asking price?” The answer will 
be the tax answer. 


ESTATE TAXES MAY CHANGE 


The second big mistake is to underestimate the death 
taxes of one’s estate. An estimate made on the basis of 
today’s considerations is never safe. Today’s base may 
be lowered at the next session of congress. 

Underestimating the other cash obligations of one’s 
estate is a third big mistake. This includes all amounts 
which have to be paid by the estate independently from 
and in addition to death taxes. Examples: expenses of 
the last illness (and they may be great). cost of funeral, 
compensation of an administrator or executor, fees for 
attorneys and accountants and appraisers, court expenses, 
accrued income tax, tax deficiencies for past years, unpaid 
bills, selling expenses for the liquidation of assets which 
must be sold to raise the cash for meeting such obliga- 
tions. 

From my own experience in working with the plan- 
ning of many hundreds of such estates I have found that 
the total general cash obligations other than death taxes 
will amount to between ten and twenty per cent of the 
gross estate. This is one of the most flagrant mistakes 
we make and results in about 93 business men out of 100 
exposing their families to potential financial insecurity. 

Fourth mistake is to overlook the danger of forced 
sales and liquidation losses. One man left an estate which 
had $92,587 gross obligations but only $28,807 to pay 
them. Another left an estate with gross obligations of 
$107,529 and but $28,222 in cash to meet them. Thou- 
sands of such cases are in the public records. 

(Please turn to page 120) 





About the Author :— 
KURT KAUFFMANN-GRINSTEAD of Hot Springs, Ar- 


kansas, is one of the 12 leading estate planning experts in the 
country today. He is a student of economics, finance and inter- 
national trade. Since 1927 he has been a business adviser and 
financial consultant. From 1937-1951 in New York, he special- 
ized on investments, insurance, taxes and estate conservation. He 
is a member of the National Advisory Board, Investors League, 
New York City; a director of R. M. Smythe, Inc., New York 
City, a member of the National Association of Securities Dealers, 
and a Life Fellow of the Royal Economic Society of England. 
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SCHEDULE c ¢ Form —_. 
Treasury Department 
internal Revers venue ‘Service 


Fe Calendar Year 1952 or r taxable year beginning __.... : 


“Name and aa z 


* 


PROFIT (OR LOSS) FROM BUSINESS OR PROFESSION 


(For Computation of Self-Employment Tax, see. Page bie 





How’s Your Tax I. Q.‘ 


Come the Ides of March—comes also federal income tax time. Do you 


know your federal taxes—what they can do to you—what you can do to 
them? Try this three-minute tax quiz. (Editor’s note: three minutes if you're 
an expert.) It is based on material furnished by the American Institute of 
Accountants, the national professional society of certified public accountants. 
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. Your son worked for you in the business last summer, and you paid him a total of $591. 


He also won $10 in an advertising slogan contest. You can— 
a. Take a full $600 dependency exemption for him. 
b. Take a half exemption. 
c. Take no exemption. 


, While on vacation with your wife last summer, you entertained several men you do business 


with. Is this— 
a. Deductible as a business expense? 
b. Not deductible, since you were vacationing? 
c. Deductible only if you and your wife file a joint return? 


. You made a non-business loan of $2,000 to a friend last March, and he promptly disappeared, 


leaving no trace. You can probably— 
a. Deduct the full amount as a bad debt on your 1952 return. 
b. Deduct only half of it. 


c. Take no deduction at all. 


. You earned more than $3,600 in your business. The social security tax is— 


a. Not levied on your own income. 

b. $81, paid with your income tax return. 
c. $54, paid to the Social Security Board. 
d. $54, paid with your income tax return. 


. Which of the following contributions is not deductible? 


a. Your local Community Chest. 
b. The American Legion. 

c. A political party. 

d. The YMCA. 


. You failed to take all your allowable deductions on your 1950 return. You can— 


a. No longer file a claim for a refund. 
b. File a refund claim as late as 1954. 
c. Stop worrying, since you will get a refund automatically. 


. Your wife works for you in your business. She— 


a. Is required to pay social security. 
b. Is not subject to social security. 
c. Can choose whether she does or does not want socia! security coverage. 


. In December, you spent $1,000 for built-in bookshelves and wall-to-wall carpeting for your 


office, on which your lease has three years to run. You can— 
a. Deduct the $1,000 on your 1952 return. 
b. Amortize the cost over the next three years. 
c. Depreciate it over the life of the furnishings. 


. There are a few leaks in the shingle roof of your office building, so you construct a new tile 


roof. Taxwise, the cost is— 
a. Deductible as a repair. 
b. Deductible in the current year as an improvement. 
c. Depreciable—a portion deductible each year of its useful life. 


. In determining your taxable income, which of the following taxes you pay is not allowed 


as a deduction? 


a. Real estate tax. 
b. State income tax. 
c. State inheritance tax. 


d. Motor vehicle license fee. 


Answers are on page 122. 
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by EDWARD R. LUCAS 


‘Lhe tax structure can play Alice-in-Won- 
derland tricks on the jeweler who has bought or sold his 
store without due regard for the effect which the trans- 
action will have on his taxable income. The same tax 
which applies with impartial fairness to the earnings of 
each operating business, may take what appears to be a 
grossly unfair bite out of the sum received by the seller 
of the business. Due to terms of the sale the buyer, on 
the other hand, may find himself with a disproportion- 
ately large amount of non-depreciable assets on his books. 
His taxes in turn may be several thousand dollars higher 
than might otherwise have been the case. 

The refinements of the income tax structure do not 
yet make it profitable to violate the fundamental principle 
of selling as high, and buying as cheaply as possible. 
They do, however, make it necessary to bargain not only 
over the total sum to be paid for the jewelry store, but 
over the amounts of the itemized assets. In some items. 
the interests of the buyer and seller do not conflict as 
sharply as in others. 

The amounts of the itemized assets will be important 
to the seller primarily because gains in some items will 
be taxable as earned income, while others will be taxable 
as capital gains. If he makes a profit on the price estab- 
lished for his inventory, for example, that gain is tax- 
able as earned income for an individual ownership. 
Profit made in sale of equipment over the depreciated 
book value, on the other hand, would be recorded as a 
capital gain. The advantage to the seller lies with the 
capital gain, only 50% of which is taxed if the seller’s 
income tax is less than 25% of his net income. If his 
tax is 29% or over, the capital gain tax remains 25%. 

The tax stake of the buyer depends mainly on which 
items are chargeable to direct cost of sales, which can 
be depreciated, and which items cannot be charged to 
any expenses of the business. Examples of non-depreci- 
able items are land and goodwill, while equipment and 
the price of a non-competitive agreement can be de- 
preciated. 

Knowledge of the tax classification of the main types 
of assets is therefore of considerable importance in 
either buying or selling a jewelry store. It will enable 
you to bargain effectively in arriving at a mutually sat- 
isfactory figure for each group of assets. While there 
is no point in granting more to the other party than you 
would gain in tax savings, such knowledge will often 

(Please turn to page 124) 


FOR FEBRUARY, 1953 


Retaining a Favorable Tax Balance When... 


burg or Selling a Store 
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| Working Capital? 


There comes a time in every business man’s life when he finds the need of 


financing for expanding his business, modernizing his store, etc. Here are 


some of the more commonly used means of securing additional working capital. 


IF HE remains in business long enough, the 
average jewelry store owner will at some time find 
himself in need of additional capital. This is no reflection 
on his ability, since need for expansion or unexpected 
setbacks are apt to appear overnight. And it’s sometimes 
just as expensive to keep too much working capital avail- 
able at it is to have too little. It aciually costs money to 
hold on to cash which is not being used. 

Some jewelry men fail to take a realistic view of 
their credit requirements. In most instances this is a 
costly mistake. Lack of funds means that the retailer 
cannot take advantage of trade discounts, and will prob- 
ably cut down on his advertising to the point where 
competitors are given a clear field. Borrowing money to 
build profits over and above interest payments can be 
very smart business. 


TOO LITTLE CAPITAL CAN MEAN FAILURE 


Reliable estimates indicate that between one-third and 
one-half of this country’s business failures result from 
insufficient capital. Frequently a firm will fold when it 
can't follow the lead of others in the area who are 
investing in larger stocks and modern fixtures to en- 
courage trade. There’s always the chance of an emergency 
which will throw the best laid plans awry and result in 
disaster unless such a contingency has been provided for. 

All of these considerations make it mandatory for 
jewelry retailers to establish and maintain good relations 
with their bankers. It’s no sin to ask your banker for 
money—he’s in business for that purpose. And ordin- 
arily he’s happy to lend it as long as you can demonstrate 
the ability to meet your obligations on schedule. Then 
the banker becomes a virtual partner in the business. 
But he’s a partner who takes none of the profits, asking 
only interest on the money he’s invested. 


MONEY IS A COMMODITY 


It’s well to remember that money is actually a com- 
modity. You can get it cheaper some places than at 
others. And merely comparing interest rates is no way 
to judge what it’s costing you to use somebody else’s cash. 

For instance, one of the most popular methods of re- 
paying a loan is by installments. Such loans usually run 
for a year, and although the stated rate may be six per 
cent you really pay twice that amount. Usually half the 
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loan is paid off when six months have expired, so the 
average amount of money you have in your possession is 
about half the face value of the note. 

Suppose you borrow $1200 for a year at six per cent, 
discounted in advance. Since the interest is $72 you will 
therefore receive $1128. The first month you have $1128 
at your disposal, the second month $1028, and so on 
until the twelfth month when you have only $28 to repay. 
By adding each of these monthly amounts and dividing 
by 12, you find that you had an average of $578 in your 
possession. A simpler method of arriving at this same 
figure is to add the balance for the first month to that 
for the last month and divide by two. ($1128 plus $28 
equals $1156, or an average of $578.) 

In short, you have paid out $72 for the use of $578. 
Instead of six per cent your interest rate is actually 12.46 
per cent. You'll undoubtedly decide it’s more economical 
to take out a different type of loan, despite the fact that 
you may be accustomed to installment payments. 

Another feature which sometimes confuses the real 
interest rate is the bank’s requirement that you maintain 
a minimum deposit in your account as a condition of the 
loan. For example, you may borrow $1200 for a year 
at six per cent, again discounted in advance. You now 
have $1128 which is payable in a lump sum at the end 
of 12 months. 

You are expected to maintain 20 per cent of the face 
value, or $240, in your account. As a result, you have a 
net of only $888 to operate with during the year, for which 
you are paying $72 interest. Your rate is not six per 
cent, but 8.11 per cent. This sort of arrangement is 
obviously a better deal than the installment plan, however. 


FACTORS AFFECTING COST OF LOAN 

There are several other factors which may crop up to 
affect the cost of your loan. Some banks charge to 
investigate your credit rating, levy service fees, and make 
charges on delinquent accounts. All of these things enter 
into the price you’re paying. They should be considered 
just as carefully as the amount you put out for operating 


expenses. 
In addition to the straight bank loans mentioned above, 


there are several other avenues to obtaining new capital 
for incorporated businesses, avenues that are closed to 
(Please turn to page 113) 
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Prevention Is Your Best 





L. there is one merchant who is most care- store. Without too much difficulty they cut a hole through 
ful about protecting his stock from theft it is the retail the wood and plaster that formed the floor of the office 
jeweler. This is because his stock is valuable, portabie and the ceiling of the jeweler. The retailer’s entire stock 
and easily converted by thieves into cash. of rings and watches, valued at between $50,000 and 

Yet, despite this traditional carefulness, most jewelry $100,000, was looted. 
store thefts are the direct result of carelessness on the Unfortunately, this is not an isolated case. Too many 
part of the store owner or employee. I[t only takes a jewelers trust their valuable merchandise in a weak 
moment of relaxation from habitual alertness to provide store. Now a store completely enclosed in concrete o; 
an opportunity for a slick character. brick costs more money but it affords more secure pro. 
For this you can take the word and the records of the tection. If the thieves who robbed the Alabama jeweler 


Jewelers’ Security Alliance, who for many years have 
dedicated their efforts to the protection of jewelers from 
losses through holdups, burglary and sneak thievery. 
Carelessness on the part of the jeweler is an ever-present 
danger because it amounts to practically an invitation to 
crime. For this you can take the evidence of numbers 
of thieves who have confessed that their first misstep 
occurred when some jeweler inadvertently made it easy 
for them to steal. 

At this point are you saying to yourself, “This doesn’t 
apply to me. I’m always careful. I’ve never lost a single 
item to thieves”? Maybe so, but is that proof of your 
carefulness ? 

Compare your present methods of operation with the 
suggestions of precautionary measures of the JSA. Maybe 
youre overlooking some little thing of which you’re 
unaware. It is always better to be safe than sorry. 





PROTECTING YOUR PREMISES 


Several years ago a group of burglars broke into an 
office on the floor above a Montgomery, Alabama, jewelry 





had been confronted with a concrete ceiling, the odds 
are they would not have attempted the robbery. 

To insure further protection for your premises do not 
have partitions if they can be avoided. If your store 1s 
separated from its neighbor only by a partition, warn 
the police and watchmen to keep an eye on both stores— 
and move to a safer location as soon as conditions 
permit. 

In addition, make all doors, windows, transoms and 
skylights secure because that is where burglars are most 
likely to enter. Provide all these openings with heavy 
bolts and bars—and equip your entire place with an 
eléctric alarm system, which is a more certain protection 
than even the most secure locks and bars. 


PREPARING FOR HOLD-UPS 


An alert, calm jeweler may not be able to prevent 4 
hold-up, but he can be instrumental in the capture of 
criminals. Witness the case of a San Francisco jeweler 
who found his “customer” pointing a gun at him one 
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Protection Against Theft... 


How safe is your store from loss by theft? Records show that most such losses 


suffered by jewelers are the result of a moment’s carelessness. Here are some 


precautionary measures to follow, suggested by the Jewelers’ Security Alliance. 


day. The thief demanded the contents of the cash register 
(about $100), a tray of cameo rings from the safe, and 
a number of diamond rings from the display window. 
Stuffing the loot into his pockets, the man fled the store. 

The alert jeweler followed the hold-up man at a discreet 
distance for several blocks. Then the quarry disappeared 
into a building. With this scant information, a JSA- 
Pinkerton operator managed to solve the case. 

There are additional ways in which you can prepare 
for hold-ups. If strangers drive up to or near your store, 
leaving one person at the wheel and the engine running— 
prepare for a possible hold-up. 

Stand where you can set off the electric alarm with 
your hand or foot. There are devices which can be rung 
by stepping on a button or a rod concealed under a rug 
or behind the counter. You can sound such an alarm 
while your hands are in the air. 


PRECAUTIONS ABOUT YOUR SAFES 


A New York City jeweler, together with the store’s 
two watchmakers, opened the safe at the customary hour, 
9:00 A.M. And, as was the custom, they proceeded to 
transfer trays of rings from the safe to the window and 
showcase. While the jewelers were engaged in that task, 
three men entered the store, pulled out guns and an- 
nounced it was a holdup. One of the men went directly 
for the safe and without wasting time cleared out most 
of the contents. 

Make it a prime policy to lock your store in the morn- 
ings and at night when taking out and putting away your 
stock. Do not open your store to customers until the task 
of moving goods from the safe to the display window 
has been completed and the safe is locked again. A 
hold-up man who enters the store while clerks are carry- 
ing valuables to the window has his work made easy. 

Take the following precautions about your safe: select 
the best burglar-proof safe you can buy; place it where 
itcan be seen plainly from the street—at all times; and 
don’t place your safe near partitions which could screen 
burglars while they work. 


PREVENTING THEFT FROM COUNTERS 


In Washington, D. C., recently, police arrested a 22- 
year-old youth and charged him with grand larceny in 
connection with thefts at two local jewelry stores. His 
method of operation was simple but effective: using a 
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woman to distract store personnel, he helped himself to 
over $6,000 worth of rings from counters which were not 


locked. 
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Every jewelry store should be designed so that cus- 
tomers do not have to pass behind counters to reach any 
part of the store. Also, jewelers should try to use counters 
of a type which leave no room for anyone to crawl under- 
neath unnoticed. And, of course, equip all showcases 
with good spring locks which catch when the door is 
closed. 

Use locks which can be opened only with a key—do not 
have the type which open at the touch of a finger. 


BEWARE OF SNEAK THIEVES 


A diamond-set platinum ring valued at $1,250 was 
stolen from a Providence, R. I., jeweler several years ago. 
The loss was not discovered until a company official 
found a cheap gold ring in a tray of diamond solitaires. 
It was recalied by a salesman that a man and woman 
had been looking over the stock in the diamond tray a 
day or two previously. 

The cheaper ring found in the tray had the company 
price tag of $1,250 attached to it and store officials con- 
cluded that the tag had been removed from the valuable 
ring, placed upon the “switch” and returned to the tray. 


(Please turn to page 150) 
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Bloedel’s Casts Its Pearls Upon the Water 


Wir can you do with one unmounted, 
five-millimeter cultured pearl? 

Not much, of course. But Henry Bloedel, manager of 
Bloedel’s Jewelers, Milwaukee, Wis., reasoned that if a 
lady received one such pearl as a gift she would buy a 
mounting for it, and perhaps buy other pearls to match it. 
He put his theory to the test—and was right about 4000 
times. 

Originally the Bloedel give-away sales promotion 
scheme was planned for one week in September. The 
resulting near-stampede kept the sale going full blast for 
one month, almost doubling jewelry sales over the pre- 
vious September. Results were still being recorded in 
December, when sales were about 50 per cent above the 
previous year. 

The idea originated with Imperial Pearl Syndicate, 
Inc., of Chicago, importers of cultured pearls. Imperial’s 
motive in giving away cultured pearls, valued at $5 each, 
was to make the public pearl-conscious, thereby creating 
a bigger market for their product. Bloedel was impressed 
by the plan because it fitted his cardinal rule as a retail 
jeweler: “Don't be afraid to give something away; it’s 
like casting your bread upon the waters.” He’s been 
doing that for many years in his silverware, china and 
glassware departments, where customers are given a tum- 
bler, a spoon, or a plate when they select their patterns. 

There was no newspaper or radio advertising in con- 
nection with the pearl promotion. “That would have 
defeated us,” Bloedel explained. “We would have had 
swarms of people coming in for free pearls—and nothing 
else.” 

Instead, direct-mail circulars containing one gift cer- 
tificate each were mailed to 45,000 persons (20,000 the 
first week and an additional 25,000 the third week) within 
a radius of 50 miles of Milwaukee. Any greater distance 
would have been impractical, because each customer had 
to call at Bloedel’s in person to receive his free pearl. It 
was frankly stated in the circular that when the recipient 
appeared to claim his gift he would be shown suitable 
mountings for his pearl. He understood before he ac- 
cepted the pearl that there would be an effort to sell him 
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something else, so there was no feeling of a “sneak”’ sales 
attack. 

Meantime, Bloedel and his staff, in cooperation with 
Imperial, prepared for the expected increased in business, 
Imperial supplied the window display, a series of oversize 
oyster shells containing cultured pearls in various stages 
of development. The pearl company also provided a 
small booklet—explaining just what a cultured pearl is, 
where it comes from, how it is grown and how it is pre- 
pared for market. These were given to each customer, 
In-store arrangements were not elaborate because this 
was not to be an “orthodox” sale and other business was 
to continue as usual. The pearl display, which normally 
shares one showcase with other jewels, was extended to 
four showcases. Sales personnel brushed up on their 
knowledge of pearls and prepared themselves to give 
advice on appropriate mountings. Staffs of the store's 
other departments were prepared to help out during rush 
periods. 

These preparations soon proved far from adequate. 
The first 20,000 circulars brought the crowds pouring in, 
keeping 12 to 15 clerks busy constantly and leaving too 
little time for individual attention. Bloedel says he would 
have been wiser to send out 10,000 or as few as 5,000 

(Please turn to page 122) 
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This month JC-K is initiating this "Traffic Building Idea 
of the Month" in which we'll feature some particularly 
novel and successful idea used by a retail jeweler. We'd 
like to make this a sort of "trading post" of such ideas. 
Maybe there will be one that you can use successfully 
in your own store; maybe you have an idea or “gimmick 
that you have already used successfully and would like 
to pass along. We'd like to hear about your idea so wont 
you drop us a line telling us about it? Write the Editorial 
Department, Jewelers’ Circular-Keystone, 100 East 42nd 
Street, New York 17, N. Y. 
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Yes, 1952 was another good year for Ronson dealers. Reports 
of cleared shelves the country over, thanks to Ronson’s superior 
quality...and Ronson’s outstanding advertising. 


in 1953...Ronson offers you bigger and better profit opportuni- 
ties than ever! 


Look at the handsome new Ronsons on this page. They’re just 
a few of the exciting new 1953 models. And don’t forget... your 
customers know that the name Ronson means dependability. 
They realize that other lighters may look like Ronsons...but 
only a Ronson performs like a Ronson! 


The forceful advertising that speeded up your Ronson turnover 
in the past will be continued in 1953. That means a steady stream 
of pre-sold customers will be coming to your store all year round. 


So stock, look, listen... you'll be amazed at the store traffic this 
new Ronson line will create. Be sure to promote Ronson lighters 
and accessories every month of the year. 


the line to see in *53! 


ONSON 


World’s Greatest Lighter 


RONSON ART METAL WORKS, INC. + 1 ARONSON SQUARE, 
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RONSON WHIRLWIND 
Pocket lighter with disappearing 
windshield. Chromium plate, 
engine turned. $10.75 















RONSON PRINCESS 
Dainty purse lighter in chro- 
mium plate, bive and gold 
enamel finish. $9.60 





RONSON VERA.Gas table light- 
er, 2-way flame. Fiora!l porce- 
loin, silver plate; rhodium plate 
trim. $14.50 plus tex. 


NO PRICE p 
EDUCTION 
NED! . 


NEWARK 2, N. J. 
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The important Role of 


the Jewelry Wholesaler 


by A. W. LEWIN, President 
Lewin, Williams & Saylor, Inc. 


(For years the advertising firm of Lewin, Williams & Saylor, and its predeces- 
sor, the A. W. Lewin Company, have handled some of the country's most 
important jewelry accounts. This year, for the fifth consecutive time, they 
led all other agencies in the volume of advertising placed in jewelry 
trade publications. Mr. Lewin wrote on the subject of the wholesaler in an 
exclusive article for Jewelers’ Circular-Keystone back in 1936. In this 
interview with the editor, he states his views as of today.) 


C6 

| manufacturer who is considering 
the question of dropping his wholesaler and ‘going direct’ 
should proceed with caution lest he later regret any ill- 
advised or hasty decision. Too many of them who have 
changed to direct selling have merely imitated their com- 
petition by doing so, I believe. Not that a great deal can- 
not be said for the advantages of direct selling to the 
trade, but there is no blanket rule that says you will do 
better if you go direct. The nature of one’s own product 
and the particular problems involved must be taken into 
proper consideration. Even if allowance is made for the 
saving of the wholesaler’s discount, there is still the added 
expense and responsibility of retaining a sales corps— 
one adequate to cover the same territory. 

“For products that require widespread and intensive 
coverage to gain the volume they require, the wholesaler 
can provide a most sound and economical route to 
dealers. But wholesalers are busy promoting so many 
lines, they can’t be expected to do a complete hard-selling 
job for each. But don’t hold this against the wholesaler. 
It was never his job to do so. That responsibility rests 
with the manufacturer. 

“Direct selling cannot be expected to take the place of 
strong advertising promotion. That goes for selling 
through the wholesaler, too. Trade papers can be de- 
pended upon to carry your message to the entire indus- 
try, but any hard-hitting, well-integrated program of 
promotion should include a consistent schedule of direct 
mail, bulletin, catalog mailings and similar promotion 
to dealers. 

“In those places where wholesale salesmen’s represen- 
tation appears inadequate and not sufficiently ‘personal,’ 
manufacturers might find that it pays to supplement the 
wholesaler with a detail man, or men, depending on the 
size and nature of the requirements. Such a detail force 
can do much in bringing home special promotions to 
the trade, at least in key cities at strategic points—pro- 
motions which first, of course, have been sold through 
trade advertising. : 

“While I don’t contend that every jewelry or allied 
manufacturer who requires broad coverage throughout 


92 


the retail trade should sell through wholesalers,” say,” 
Lewin, “I still think that there have been some ill-advised | 
changes in distribution policy. Certainly, one thing jg’ 
clear. So many firms have gone direct, | feel that thogg * 
who have remained with their wholesalers now warrant 
a better break. This is the time when an astute many’ 
facturer who has weighed the pros and cons, and decided | 
to stick with the wholesaler, will do well! to assert himself | 
and demand more vigorous selling support.” | 


Mr. Lewin knows his subject well. Without being: 
pressed, he is ready to enumerate the many ways in’ 
which a manufacturer can increase his sales efficiency” 
through the ranks of the wholesaler. “For one thing,”7 
says the advertising executive, “a manufacturer’s repre 
sentative should endeavor to make closer contact with” 
the wholesalers’ sales group. You'll be surprised how! 
eagerly the wholesaler will cooperate with you. Probably: 
he’s always wanted you to come in and talk with his men, 
—but now he may even urge you! 


“To my mind, the wholesaler has too often in the past) 
been made the scapegoat for a manufacturer’s lack of7 
imagination and merchandising sense. Manufacturers ” 
must realize this—that even when they sell direct, they 
must originate the ‘follow-through.’ They must reach the 
retail salesmen, through trade advertising . . . give the 
retailer ideas for his own advertising, his displays, selling 
techniques and the training of new salesmen.” 

The big problem, agencyman Lewin admits, continues 
to be the calibre of the manufacturer’s own salesmen. 
How good are they? How well do they present the firm’ 
story? Are they aggressive representatives or mere order _ 
takers? ; 

“Here again,” Lewin concludes, “a well thought-out 
and well conceived sales campaign should be sold if 
advance—to your sales force, to the wholesaler’s saléi 
force, to the retailer’s sales force. Nothing is more impor 
tant than a carefully planned merchandising progralll 
that leads right to the retail counter—even though youl 
distribution is through wholesalers. They require youl 
help just as much as you require theirs.” | { 


THE JEWELERS’ CIRCULAR-KEYSTOM 








iF YOU‘RE 


NOT 


BUYING 


frnse dimond 


YOU’RE 


SELLING 


TOO HARD 




















mine the visual impression of your store on the Passing 


DISPLAY 
¥ % public. No matter how small this division of your store 
is, its responsibility is mighty and it requires an efficient 
and economical organization for best results, 


In many jewelry stores—and not necessarily the smal} 


est ones—this part of the store’s promotional effor is 
treated in somewhat of a step-child fashion with - 


definite budget, no inventory record, no planned schedyl, 
Calis a (} ai —no real organization at all. Even the smallest sto, 
should think of its display set-up as a “Department” with 
a clearly outlined personnel, working space and responsi. 


bility. 
The personnel may consist of just one person who 


: devotes a part or all of his time to the job, purchasing 
IS a () materials, planning and installing the display arrang,. 
ments and doing the general display “housekeeping,” | 


your store is large, you may want to split up these duties. 
It is most satisfactory if those who are responsible for the 
displays, do not have the distraction of other duties, by 
by VIRGINIA DIXON this is not always economically possible. Whatever sys. 


tem suits your store the best, the delegation of the duties 





should be clear and specific. 

—=_— your display department con- The store manager may do the greater part of the 
sists of a folding card table, a small storage cupboard planning, tying in displays with other advertising and 
and the spare-time services of one sales person or com- merchandising effort. There should be someone with the 
mands the full-time services of several people with perma- knack for it, to execute the displays in the windows and 
nently allocated work and storage space, the results deter- show cases. Someone must be responsible also for the 
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housekeeping part of the job—keeping displays on view 
dusted and polished and also keeping materials and 
equipment, not in use, carefully stored and in repair. 

The display department may not need its own book- 
keeper, but someone should oversee a budget of expendi- 
tures and keep an inventory of props and equipment. A 
sound budget is essential to even the smallest display 
department. Display costs are extremely low compared to 
other forms of advertising, but the year’s expenditure can 
be more soundly planned if a stipulated amount is avail- 
able for the period. A carefully-kept inventory of display 
materials and props will enable the person planning the 
windows to make the best use of whatever is on hand and 
avoid the purchase of unnecessary items. 

The requirements in the way of equipment, working 
and storage space vary greatly from store to store, of 
course, but each display department should have some 
corner that it can call “home,” where the behind-the- 
scenes work can be done with the greatest ease and dis- 
patch. 

A suggested set-up for a medium-sized store is sketched. 
A compact cupboard and table arrangement such as this 
requires very little floor space, is out of the way of other 
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store activities when not in use and will pay for itself 
many times over in saving of both time and money due 
to increased efficiency of operation. 

The central section of this unit comprises a table work 
area with surrounding background panels which can 
double as a model window for setting up experimental 
displays. If it can be made the same size and shape of 
your real display window, so much the better. When 
not used for setting up displays, the counter top serves 
for carpentry and covering work. 

Space under the model window is utilized for storage 
cupboards and full-length cupboards flank it on either 
side. Knee-hole space is left in the center so that the 
counter can also be used for “sit-down” work. A high 
stool is stored in the open space. The full length doors 
are designed for hanging tools and other paraphernalia. 
One of the new perforated display hard boards with metal 
hangers that fit into the perforations can be used for 
lining the doors, or hangers can be fitted directly into 
the door itself. 

The sketch and the accompanying list of equipment and 
supplies indicates the needs for an average store. The left- 

(Please turn to page 112) 































































































































































_[Doures ~@ 
| | Cupboard presents neat appearance when not in use. 
’ |TARte LIAKENS 
\ 2 cs ; 
= | _ /| THE JEWELRY STORE DISPLAY DEPARTMENT 
(| | 1. Window Display Schedule 20. Electric outlet 
— 2. Bills, memoranda 21. Jewelry display pads in 
| 3. Hammer boxes 
—— 4. Serew driver 22. Neckforms, mannikin head 
Be 5. Hand saw 23. Window elevations 
i 6. Hand drill 24. Hand vacuum cleaner 
:| 7. Pliers and wire cutters 25. Cleaning fluid 
) | 8. Sandpaper 26. Electric iron 
| 9. Seasonal materials, boxed 27. Staple gun and staples 
1 | : and labeled 28. Price markers, cut-out 
= | ‘ 10. Cutawl machine letters 
| ‘ ll. Serews, nails in jars 29. Table linens in boxes 
—_ ‘ 12. Wire, scotch tape, model- 30. Fabric on rolls 
' ing clay 31. Drawing board 
. 13. Paint 32. Showcard board, posters 
| | ‘ 14. Container for paint 33. Folding ironing board 
hee . brushes 34. Scissors 
“a iS . 15. Spotlights and other light- 35. Yardstick 
‘ees ing equipment 36. Compass and dividers 
16. Light bulbs 37. T-square 
17. Turntable 38. Triangle 
18. Window elevations 39. Whisk broom 
19. Drawer for paper, pencils 40. Soft brush 
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GEMOLOGY 


A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series ef articles is written for that average jeweler. 


Part XVIII:—The Translucent and Opaque Stones Other than Quartz 





Rough and cut specimens of turquoise (above). At right, a figurine of 
Kwan-yin, Chinese Goddes of Mercy, carved from Siberian lapis lazuli. 


I, addition to the quartz stones there are a 
number of other translucent and opaque stones that are 
used in jewelry. Few are very expensive. Their use as 
decorative stones goes far back in history, before the days 
of facetting. Man picked up pretty pebbles and liked them 
for the lovely coloring, ignorant of the sparkle that 
modern-day man would get from his jewels after careful 
lapidary work. Turquoise, lapis, jade and alabaster have 
been used for centuries and are as desirable today as they 
ever were. Modern technique has added higher luster to 
their polish, but the color is their own and universally 
appreciated. 

The refractometer can be used in the identification of 
the translucent stones used in jewelry if a flat surface can 
be found on the stones to put on the prism. The expert 
can use the cabochon technique described recently but 
this requires more experience with the instrument than 
the average jeweler is likely to get. 

Last month we concluded the story of the commonest 
of these stones, the quartz varieties. This month and next, 
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before concluding the course, we shall go over the rest 
of the stones that are used in this way, together with one 
or two stones that are also facetted at times. First are 
ihe feldspars, of which there are several varieties recog: 
nized as distinct minerals. Taking the feldspars all to- 
gether, they are even more abundant than quartz, but 
separately they make quartz the commonest of al 
minerals. 

Best known feldspar is moonstone. This is a variety 
of albite, which is a silicate of sodium and aluminum. 
Albite goes to make up a granite-like rock, together with 
quartz and some dark mineral. Most of the feldspars 
occur in this way; they are known as rockmaking mit 
erals. Only occasionally will we find them pure enough 
and in large enough grains to have jewelry use. Many 

(Please turn to page 126) | 
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Diamond Booklet 


to help make sales 





|, say the 3l-page booklet, “The Day 
You Buy a Diamond,” is one of the most helpful 
Your Diamond Promotion also includes and interesting selling aids they’ve ever used. It tells the 
story of the diamond’s origin and significance, gives 


Two national advertising campaigns: , , ‘ 
helpful factual pointers on choosing a diamond. Order a . 


1. The Engagement Diamond Tradi- 








tion—in Life, Look, The Saturday supply now to use as bill enclosures, and to keep on your 
Evening Post. 2. Diamonds as Gems , P 
of Fashion—in Vogue and Harper’s counter to give to prospective customers. 

st Bazaar. : 


Cost is $6 per hundred. For your imprint, add 
$3.50 for first hundred, and $1.25 for each additional 
Lectures throughout the country. hundred. If your store is in New York, add 2% New York 
: City sales tax. 


Ie Publicity in newspapers, magazines, on radio 
re and television. 


, esa . . . Helpful FREE booklet, ‘‘More , ‘ 

] Mettern tongs Chemie * Chote teem Order from Diamond Promotion Department, The 
Diamond Promotion Department, The Reuben H. Donnelley Corp., 305 East 45th Street, 

' pono le een teak ; oN. . . New York 17, N. Y. Please enclose check or money order. 


‘| Tie in with this all-out promotion — keep diamond sales coming your way 


| De Beers Consolidated Mines, Ltd. 
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A LOOK of decorated simplicity is the smart 
fashion look for Spring. 1953. Clothes are simply styled, 
and jewelry is the single important choice for decoration. 
Solely by her choice of jewelry a woman will dress-up 
and determine the mood of these unadorned. understated 
clothes. Consequently, this promises to be one of the 
biggest jewelry seasons in many a year! 

Despite the trend toward basic simplicity, the mood of 
fashion continues to be completely feminine. This is 
portrayed in clothes with softness of line, and jewelry 
that is exquisitely delicate. The mere “pretty feminine 
look” of the past few seasons is passé, however, and 
emphasis is now placed on gracious, ladylike loveliness. 
Two personalities influencing the “lovely lady” theme are 
our gay and gracious First Lady in the White House, and 
Britain’s young and lovely Queen. Both of these women 
are in the spotlight of world attention, both are noted for 
smartness of dress which inspires the fashion world, both 
are femiuine to the nth degree, and both fill their prestige 
positions with the gracious dignity that fulfills every con- 
notation of the term, “lady.” . 

Our costume jewelry manufacturers have delightfully 
captured the “lovely lady”’ fashion theme, and new jewelry 


od 





Pastel, column-like gown is enhanced with delicately 
elaborate pearl necklace in the illustration above. 


Chalk-white beads and sparkling rhinestones in gold 
colored settings are used in this ensemble by Princely 
Jewelry Co., at far left. Necklace retails at $12, 
brooch, $12, and earrings at $7.50, plus tax. 


L. Heller & Son has a 60-inch rope of gold-colored 
chain with simulated pearls and Venetian beads and 
button earrings to match. Designed by Majeska, the 
rope chain retails at $8; earrings at $5, plus tax. 


Frosty white "beaux belles" mounted on golden ‘Tri- 
fanium," form this matching set by Trifari, above. 
Pin and earrings retail at $5 each, plus the tax. 


by WINIFRED PARKER 
Illustrations by Dorothy Burke 


collections are filled with irresistibly lovely and excitim 
designs. Delicacy is the keynote, even in large pieces, an¢ 
completely new color treatments add to the stimulus tha 
will sway customer buying. 


THE JEWELRY COLOR STORY AT A GLANCE 


Color is top news in every phase of Spring fashions. 
and clothing and costume jewelry colors are so finely 
(Please turn to page 118) 
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Airy links of unclosed metal tipped with rhinestone 
blossoms feature fashion theme of delicacy in this 
Tara ensemble by Sperry. Set retails at $16.50, TI. 


Coro's new idea, a combination bar pin or barrette 
paved with rhinestones, for hair or dress, at right. 
Bracelet is of mock ruby brilliants and rhinestone 
baguettes. Bar pins retail at $5 each; bracelet $36 
Rhinestone studded loop earrings $3, all plus tax. 


Gold bracelets and loop earrings enhance 
navy dress worn with pastel stole at left. 


Pastel coat below, gets back interest from 
high belt, gold pins at back of the collar. 





WINIFRED PARKER REPORTS... 


Delicacy is the keynote. 

In Costume Jewelry for 1953. 

Color is top news; New range of pastels; Starkly beautiful 
white; Rich, intense enamel tones; Coronation gem colors; 
Groupings of subtle colors. 

Manipulated pieces evident in many houses. 

Assymetrical interest in necklaces. 

Rigid front necklaces gain favor. 

Return of rope necklaces. 

Strong return of cluster earrings. 

Pendant earrings remain popular. 

Hoop earings grown larger. 

Bracelets still worn by armloads: rigid, flexible, airy cuffs and 
sprays. 

Large, showy rings predominate. 

Tiaras and hair ornaments enjoying greatest popularity in 
decades. 

















A Free Education 
For Diamond Customers 


The technique of selling diamonds through customer 


instruction is not new, but its effectiveness in 


creating confidence and sales is unquestionable. 


bu sell you diamonds of any quality you 
want at any price you want to pay, but I insist that you 
know what you're getting.” 

This selling policy, as practiced by Harold D. Carroll, 
owner of Carroll’s Jewelers, Marion, Ohio, has brought 
his store to the forefront as one of the leading diamond 
houses in its area. When people are convinced that they 
are getting a fair deal in shopping for a diamond, the 
greatest part of the jeweler’s selling battle is won, Carroil 
has learned. He has shaped his own diamond selling 
policies accordingly during the nearly 20 years in which 
he has operated his store. 

A capsule-sized diamond education goes with every 
sale or inquiry at Carroll’s. To begin with, each diamond 
offered for sale in the store is rated carefully for weight 
and quality. Carroll does most of this himself, and in- 
sists on using a scope in this work instead of a bench 
loupe. Exact information on the weight and quality of 
the diamond is entered on the sales tag along with price. 

When a customer inquires about the meaning of the 
rating symbols on the tag, the staff at Carroll’s opens its 
sales talk with both barrels. Carroll has assembled several 
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Carroll's windows and showcases are care. 
fully arranged to let each diamond be seen 
and appreciated to the fullest possible ex. 
tent. To achieve this, only a minimum of 
diamond merchandise is displayed at a time, 


by BENEDICT KRUSE 


sets of instruction and rating charts for diamonds and | 

bound them in specially prepared folders carrying the 7 

litle “The Best Diamond for Your Dollar.” The in- = 

quiring customer is led patiently through one of these in-7 

struction booklets, which ends with a chart of compara: | | 

tive values for diamonds. At this point, the information | 
(Please turn to page 169) 
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To help inspire confidence in the store, Carroll's uses bill- 
board advertising stressing its slogan "Famous for Diamonds.’ 
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To overcome the narrowness of 
the store and create an illusion of 
width, Altman's right wall is g 
series of fins. The left wall is 
bare except for 3 shadow boxes. 
The all-glass front permits easy 
viewing of the store's interior. 


Glamour Within Bounds 


Despite the physical limitations of a long, narrow space, 


jeweler David Altman has utilized some unique fixture 


devices to create a small but highly attractive store. 


Keepinc up with the times requires 
more than just modernizing one’s store. By no stretch 
of the imagination does progress begin and end with 
modernization. True, sometimes books are judged by 
their covers and jewelry stores by their exteriors. But, 
if a book isn’t readily accessible—if it lies hidden—no- 
body is going to appreciate even its cover. 


To illustrate the point, consider the problems that con-. 


fronted David Altman, Flushing, New York jeweler. He 
was located in one of the country’s fastest expanding 
communities and was doing right well for himself. Yet, 
he wasn't completely satisfied with his lot because he 
figured business could be better. 

Sure, he was located on a busy street but his jewelry 
store was too small and merchandise displays became 
cluttered. Altman recognized the need for modernization 
but he also gave serious thought to location. 

During the latter months of 1950 he learned that a 
department store chain was planning to erect a large, 
modern two-story building on Roosevelt Ave. This was 
good news, in more ways than one, since many suburban- 
ites, his customers, were doing a good deal of their shop- 
ping in midtown New York City. 

“I figured,” Altman remarked, “that people would be 
willing to do their shopping locally if adequate and at- 
tractive shopping facilities were available; and with a 
modern, conveniently located department store in Flush- 
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ing, the store would most likely become the nucleus of 
this suburb’s shopping district. In any case, it would 
certainly become a well-traveled street.” 

In the early part of 1951, he signed a lease for a store 
located directly across the street from the site of the new 
department store. 

The site, of course, was nothing short of terrific, but 
the physical outlay of the store presented a serious prob- 
lem. It was inordinately long, some 100 feet, but it was 
only 10 feet wide. Altman had spent five years in a 
small, cluttered shop and had learned the limitations of 
small store operation. 

He called in Arnold Solow, a prominent New York 
architect, and together they worked out an unusual and 
imaginative design. To overcome the narrowness of the 
store and create an illusion of width, the right wall was 
to be irregular—a series of “fins.” This unique feature 
would be added window space, in a sense, since passers 
by could view most of this wall display without entering 
the store. Floor cases were set in the same manner. 
parallel to each fin, with each unit (floor and wall case) 
constituting a department, such as watch, diamond ring. 
colored stone rings, etc. 

The left wall, it was decided, would be practically bare 
except for three shadow boxes. Jeweler and architect 
agreed that to further an illusion of largeness, the reat 

(Please turn to page 117) 
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and may the finest a/ways be yours! 


Year after year, the dependable foundation of the jewelry business 
is diamond ring sales. That’s why so many of today’s successful jewelers 
are also franchised Keepsake Jewelers. 


Thousands of these jewelers are doing the big volume where big profits 
are made... by featuring Keepsake Diamond Rings, world-famous for fine quality. 


With a valuable Keepsake Franchise, qualified jewelers enjoy 
the big selling advantage of powerful national advertising and proven 
dealer helps that build prestige and sales. This season Keepsake will be helping 
its dealers to sell more diamond rings than ever through dramatic, dealer- 
localized* advertisements in these leading magazines— 


LIFE *- LOOK - CHARM ¢ ESQUIRE ° GLAMOUR 
SEVENTEEN - MADEMOISELLE ° MODERN BRIDE 
MODERN SCREEN * SCREEN STORIES . GOOD HOUSEKEEPING 


*Coupon and “Operator 25” service in 
every Keepsake advertisement give 
readers local Keepsake dealer’s name. 








(‘THE CHOICE OF AMERICA’S — 
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America’s Largest Selling 
Diamond Rings 


QUALITY .. . the hallmark of Keepsake. The words “Guar- 
anteed Registered Perfect Gem” ap- 
pear on the Keepsake Diamond Ring 





tag. 





NATIONAL ADVERTISING .. . the strongest in the ring 
industry . . . dealer-localized to produce 


sales and traffic. 


POWERFUL MERCHANDISING .. . effective sales aids 
include window displays, newspaper, 
radio, T'V, outdoor, point-of-sale, movie 


and direct mail advertising materials. 


SALEABILITY . . . with the world-famous Keepsake name, 
the name that’s most familiar and the 


name that sells the best. 


YOUR OPPORTUNITY FOR PROFIT! 


Write today for information concerning 
the availability of a valuable Keepsake 


Franchise in your trading area. 


A. H. POND CO., INC. 
SYRACUSE 2, N. Y. 
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Effective ‘Selling Up’ Methods 
Lift Price Brackets on Watch Sales 





Leonard Studer explains to a customer the benefits offered by a higher priced watch. 


; is no reason why a jeweler should 
restrict the bulk of his watch sales to the middle to lower 
price brackets, providing he is willing to make use of some 
applied psychology, a few props and devote more time to 
salesmanship, say Leonard and Clarence Studer, owners 
of the long-established Studer Jewelry Co., Waco, Texas. 

Studer’s, a smart, modern jewelry store founded by the 
owners’ father back at the turn of the century, has for 
many years won top awards for selling volume of a 
single nationally-favored, expensive railroad watch. Ex- 
perience in dealing with better priced watches from the 
outset qualified the Studer’s back in 1940, to begin 
“better price promotions” throughout the entire watch 
line, with the result that for more than ten years, sales 
volume has shown at least 55 per cent of the watch sales 
are in the top of better price brackets. 

For example, during September of 1951, the store 
sold 173 watches. Seventy-six of these were in the $75 
or better price bracket. In the following month of 
October, 210 watches were sold, among which 98 were 
from the top two price brackets in the inventory. Most 
important, this ratio is maintained, more or less, con- 
sistently through the year. 

Studer’s gives far more counter case space to watch 
display than the average jewelry store. This is felt 
necessary not only because the inventory is large, but 
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Watch customers can be sold higher priced time 
pieces, this firm has learned, by making use of 
psychology and smart, but not high-pressured, 
salesmanship. Better watches, customers are told, 


provide continuing service and dependability. 


by RICHARD LONGDEN 


because of the fact that every case contains watches in 4 
different price bracket. Neither of the Studer brothers 
believes that it is wise to start with the top price and 
come down. Instead, the customer who comes in with a 
not-too-definite price in mind, is always shown a case of 
moderately-priced watches to begin with. Then, he is 
bound to come out with a statement as to the amount he 
intends to spend, and the Studer brothers are guided 
accordingly. 

“Most customers can be traded up at least $15,” Studer 
said. “Therefore, if a customer states vaguely that he 

(Please turn to page 155) 
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Fashions Around the World—A Novel Display Theme 


“A world of fashion comes to 
Birks” was the theme of the window 
display at Henry Birks, Toronto, 
Canada, during the 1952 pre-Easter 
season. 

The window dresser at this store 
designed most of her displays to sug- 
gest artfully and artlessly that Henry 
Birks sell only the best merchandise 
that can be brought from all coun- 
tries. With the aid of cardboard cut- 
outs and some inexpensive homemade 
props, all the various displays were 


The fashion theme was also capi- 
talized on in the window devoted to 
“Leather and gold jewelry from Lon- 
don.” Background props included a 
sign pointing to “Bond Street,” the 
guards riding through the Marble 
Arch, Big Ben, and an _ English 
“bobby” standing by a lamp post. 

The Eiffel Tower, a travel poster, 
and old French buildings, created the 
atmosphere for the display devoted 
to imported jewelry from Paris. 

The Manhattan skyline and a po- 





liceman standing alongside 4 Sth 
Avenue lamp post were used in an- 
other window featuring “fashion 
jewelry from New York.” 

A large window was used to em- 
body fashion items from the entire 
world. Flowers from all countrie 
were used as_ background props 
along with travel folders from vari 
ous nations. Luggage and leather 
handbags were featured, showing, of 
course, that a “World of Fashion” 
had come to Birks. 











set against a dark blue curtain back- 
ground and window shoppers were 
transported to a different country in 
each window. 

One window display featured 
watches and small clocks, “Exquisite 
timepieces from Switzerland.” The 
old clock tower of Berne was set 
against a blue and white lake setting 
to create a Swiss atmosphere. Around 
the tower were placed old buildings 
with wire balconies showing tiny 
flowers. At the left of the display 
stood a policeman against a lamp 
post marked “Krangrasse.” 

“Diamonds from Amsterdam” were 
used in the second corner window, 
the diamonds set against an old paint- 
ing and Dutch windmill of cardboard, 
wood and straw. A _ straw hedge 
brightly set with yellow and orange 
tulips surrounded the windmill. In 
one corner of the display two wooden 
shoes held tulips, helping to further 
create a Dutch atmosphere.” 








Featured in this "World of Fashion" window display were a variety of Swiss watches. 
The background props include the clock tower of Berne, a lake scene, flowers, etc. 


—~_ 





Perpetual Inventory 
(From page 75) 


out-of-stocks, and overstocks as a whole; anticipates 
changing rates of demand for specific items so that 
requirements can be covered adequately and not exces- 
sively; and adjusts ordering quantities to conform te 
changing delivery periods. The heart of an efficient 
inventory control system is realistic planning of basic 
stocks of items. 

Such a control is not an expense. It is an investment 
that soon pays for itself, and continues to pay dividends 
each year. 

The first requirement is to ‘select or create well de- 
signed forms on which to record the required information. 
A simple inventory record card provides entry space for 
four basic types of information—quantity on order, quan- 
tity received, quantity disbursed, and quantity on hand. 


But any system using only single card forms has serious 
weakneses, with costly limitations. There may be only two 
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or three entries in the “On Order” section when the card 
must be replaced because other sections of the card are 
filled. 

The same waste of space occurs in the “Receipts” sec- 
tion when the card must be replaced. Time is lost in 
transcribing “open order” information to a new card. 
The “Deliveries” or “Disbursements” section may be 
filled in a few days or weeks. Then a complete new card 
will be required. 

Certain information at the top of the card, such a 
detailed specifications of the item, stock location, cost, 
and maximum and minimum quantities must be retyped 
each time a new card is required, with a consequent waste 
of clerical effort. “Current Balance on Hand” is shown 
on the single card form, but there is no long-range 
“Summary of Sales” as a guide to trends in demand. 

The Record of Orders placed, as noted on the single 
card, is incomplete even on recent orders. Information 
on quantities ordered in past months or years is buried, 
usually, in files of old cards. 

In every stock record certain data are relatively perma- 
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nent, others are subject to change, some take a great deal 
of posting space and others require very little. 

What is needed then is a simple record, a record that 
is economical to maintain. Modern developments in 
equipment and form design give not merely a record of 
stock, but a complete control over inventory. 

It is this type of record—known as Kardex—which 
enables the retailer to maintain balanced, adequate inven- 
tories without tying up more money than is needed to 
carry stock and without running up the cost of owning 
stock beyond what it need be. 

With Kardex, which employs the split-card system, 
each kind of basic information is segregated on a sepa- 
rate form, yet all the data concerning a particular item 
is centralized in a single Kardex visible pocket. 


WHEN AND HOW MUCH TO BUY 


The most important advantage of the Kardex system 
of stock and inventory control is that it tells the retailer 
when to buy, and how much to buy. It prevents retailers 
from overbuying, and generally it stops them running out 
of stock on any item. All of these things make for 
smoother, more satisfactory operation—in short, for real 
inventory control. 

Permanent data and indexing information are recorded 
on a permanent Title Insert, which stays in the pocket 
at all times and never has to be retyped during the life of 
an item. It is the “home” of the item. In the event that 
a record is removed from the Kardex file, the Title Insert 
remains as a reminder that the card is missing. 

The Record of Orders and Receipts, a split card, 
usually lasts about three years on one side and three years 
on the other, providing a clear picture of orders placed 
over a substantial period of time. 

The Record of Sales may last 14 years—seven years 
on one side and seven years on the other. This is a guide 
of definite value when ordering or when checking trends 
in demand. 

The Record of In, Out and Balance may last only a 
few weeks. It serves its purpose in giving a day-by-day 
picture of stock conditions. But the valuable Summary 
of Sales is not lost when the card is filled up. Monthly 
sales summaries are posted to the more permanent card. 


VISIBLE INDEXING SAVES TIME 


Since the title of each item is clearly visible, reference 
is instantaneous, and such visible indexing saves time. 
Posting requires less time, since clerks do more work 
with less fatigue because they do not have to search for 
or handle cards. Records are not likely to be misfiled, or 
if misfiled the error is quickly obvious. And new items 
may be quickly added in proper sequence. 

Obviously, the time to control turnover is when placing 
orders. A summary of sales covering only a few months 
is not a sufficient guide. The past history of movement 
over several years, as recorded on the Monthly Summary 
Card, is essential to anticipate seasonal demands and 
analyze trends. With this guide, the retailer can maintain 
stocks in proper relationship to current demand by order- 
ing more of these items on which the history of past 
movement shows an increase, and ordering less of those 
items which show a decline. _ 

The dealer saves time and avoids mistakes because he 
does not have to search for information or depend upon 
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memory or guessing. All the facts needed for prompt 
efficient decisions on any items are available at a glance 
in a single Kardex pocket. 

It is not necessary to check laboriously through every 
stock card to review stock conditions. Graph-A-Matic 
signals, an integral part of the Kardex system, auto- 
matically direct attention to just those items requiring 
action. 

Executive time is saved because a whole slide—visib}, 
charting stock condition of 60 to 70 items—can be rp. 
viewed in a few seconds. The position of each signal flashes 
pertinent information on each item that has reached the 
order point, is dangerously low and in need of follow-up 
or is overstocked, obsolete or slow-moving. Thousand 
of items can be reviewed in minutes instead of hours 
because the signals automatically do the work of segre. 
gating items requiring attention from those on which 
stock is satisfactory. 

As the one-man retail jeweler operation grows in size. 
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Valentine Day Promotion Plans 
Announced 


Plans for the official 1953 Valentine’s Day promo. 
tion were announced recently by Joseph Broslaw, execu. 
tive vice president of the National Valentine’s Day 
Council. | 

“WValentine’s Day is the biggest selling event between 
Christmas and Easter.” said Mr. Broslaw, “and it wi] 
be more important than ever in 1953 as a result of 
increased retail store participation.” 
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Mr. Broslaw noted an already large assortment of 
newspaper proofs and radio and television scripts from 
national advertisers. To help store advertising executives, 
he has issued a program. It calls for store wide meetings 
of all key personnel during the first week of January. On 
February 8 he advised, “Break newspaper ads and s¢ 
up displays.” a 

Mr. Broslaw also pointed out that official Valentines 
Day display posters and streamers have been created by 
the council to aid stores in exploiting this event. These 
are available from the National Valentine’s Day Council: 


350 Fifth Ave., New York. 
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NOW a new exclusive 
IMPERIAL 


CULTURED PEARL 


Jewelry Store 
Promotion 








Proven a big success 
in hundreds of stores 
throughout the nation 





FOR TRAFFIC: It will bring hundreds of old and new customers into your 


store and increase entire store business. 


FOR PROFIT: It will bring in big profit in volume sales of nationally adver- 
tised Imperial Cultured Pearl Necklaces and Jewelry. 


FOR GOODWILL: It will put your name before your customers and establish 


your store as a headquarters for the world’s finest cultured pearl necklaces and 





jewelry. 


For detailed information about this outstanding pro- ee ee 
motion write your nearest Imperial Pearl Syndicate Weel Qe, Be Gate chem f= 


office. it will pay you to become an Im- 
perial Cultured Pearl Jeweler. 





Imperial 
Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles 


607 Fifth Ave. S No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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with more stock moving out, more has to move in. This 
means greater buying activity, and the writing of orders 
for more items and for larger quantities of fast-moving 
items. Hence, the risks of inadvertently failing to reorder 
in time, or of ordering too much or too little increases 
with the increase in total business. Kardex grows with the 
growth of the retail jeweler, since it is designed for 
expansion. 

Kardex simplified inventory control, as designed by 
Remington Rand, forces maximum turnover of working 
capital, with reduction of inventory investment. The pur- 
pose of all inventory control is to prevent waste and add 
to profit by (1) forcing most effective turnover; (2) 
balancing inventory with demand; (3) avoiding obso- 
lescence losses; and (4) preventing overstocks or under- 
stocks. 

Because Kardex Inventory Control simplifies ordering 
and speeds customer service, operating efficiency is im- 
proved at lowest upkeep cost. Whether the jeweler is a 
small one-man operation or a chain of stores spread 
across the nation, the cost of Kardex, especially designed 
for a particular jewelry operation, is small compared to 
its many distinct advantages. 

This is the control accomplished by the Kardex system. 
This is the control which has been approved by thousands 
of business organizations of all kinds because it meets a 
basic need—it meets the threat of unbalanced stocks. 





Organization 
(From page 95) 


hand cupboard holds carpentry and painting equipment 
and seasonal decorative materials, boxed and labeled. 
Hand tools are hung on the cupboard door. The window 
schedule is posted at the top of the door with bills and 
other paper memoranda, held in spring clips hung below 
it. Sheets of sandpaper are suspended in the same way. 
If you can possibly have a Cutawl machine, by all means 
do. It is almost a necessity if you do any of your own 
construction work. Invaluable for making decorative cut- 
outs and all kinds of panels and pads, it is especially 
designed for display use. 

Nails and screws can be stored in screw top glass jars 
with the tops nailed to the under side of the shelf. Paint 
should be stored in securely-covered cans. Paint brushes 
must be kept thoroughly clean and should be stored so 
that they do not rest on the bristles. There are special 
containers available for holding them. 

The right hand cupboard contains materials and equip- 
ment for laying out work and covering panels and eleva- 
tions. A small folding ironing board will be found very 
useful. A drawing board and large sheets of poster board 
and cardboard can be stored flat in the deep lower section 
of this cupboard which also holds rolls of fabric for 
covering or draping. A small hand vacuum is not a 
necessity, but is very nice to have. The electric iron and 
the staple gun are necessities! 

The cupboards under the window hold lighting equip- 
ment, extra sets of elevations and display pads. All dust- 
catching items, especially such things as artificial flowers, 
table linens and Christmas ornaments should be stored 
in boxes and carefully labeled. You should have alternate 
sets of elevations for all windows so that one set can be 
recovered while the other is in use. 
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The Book Shel 


Gem Cutting, by Dr. J. Daniel Willems. Published by Ch 
A. Bennett Co., Inc., Peoria, Illinois. Second Edition, 19592 994 
pages. Sent postpaid anywhere in U.S.A. by Book Department 
JEWELERS’ CIRCULAR-KEysTONE, 100 E. 42nd St., New York 17, 
N. Y., for $4.50. 





The first (1948) printing of this book on the lapidist’s 
work by an amateur cutter provided the hobbyist and 
jeweler with the first really simple and understandable 
treatise on the hobbyist’s cutting techniques to be pub. 
lished in the form of a finished book. Its reception and 
sale has apparently been so good that a second printing 
has proved necessary. Dr. Willems has taken advantage 
of this opportunity to extend further the value of the 
book by adding two series of self-explanatory photo. 
eraphic illustrations which trace the production of a 
finished cabochon-cut stone from a piece of suitable 
rough. This feature has added somewhat to the attractive. 
ness of the book, and perhaps makes it a little more 
complete. 

The amateur lapidary follows many techniques that 
are foreign to the professional; some because he lacks 
the experience and manual dexterity of the professional, 
and some because he attempts to cut stones that the pro- 
fessional seldom encounters. In order to do this the 
amateurs use lap surfaces, abrasives and lap speeds that 
are quite impractical for the professional who must obtain 
production and who cannot spare the time for the finicky 
job of cutting soft and rare stones that the amateurs cut 
and collect as a hobby. Nor does the professional have to 
concern himself greatly with the proper angles for fifty 
different jewelry stones, a half dozen different sets of 
angles suffice. 

There is a large and steadily growing hobby interest 
in cutting and Dr. Willems’ book will be found very useful 
by those who take up cutting. The jeweler is finding 
more and more that he must really be an authority on his 
merchandise and even though he may not ever do any 
cutting himself, or have any interest in it, he should at 
least be informed on the techniques and the principles. 
The excellent illustrations and the clear discussion that 
he will find here will qualify him to talk intelligenty on 
the subject. It certainly would do him no harm to have 
this attractively bound book in his shop. 





There should be an electric outlet close at hand for 
Cutawl, iron and other equipment as well as for trying 
out special lighting and motion effects. 

With a display department set-up such as this, you 
should be able to do a really outstanding display job at 
a minimum of effort and expense. The amount of space 
required for such a built-in unit as sketched would 
depend on the size of the model window. An adequate size 
would be four to five feet wide for the window by two 
feet deep. The cupboards indicated would extend two to 
two and a half feet on either side with the same depth 
making the overall dimensions approximately nine feet 
wide by two feet deep by seven feet high. The small 
sketch indicates the appearance of the cupboards when 
not in use. 
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This addition to our line of 
custom made boxes is styled for tomorrow yet crafted 
with traditional Babcock “know-how” to 


meet your specific needs. 


For the finest in steel boxes you can buy 
at lowest cost,make your next display package 
a new 


Babcock Box 


Babcock Box Company, Inc. 


Attleboro, Massachusetts 


NEW YORK: 527 Fifth Ave. CHICAGO: 209 So. State St. SAN FRANCISCO: Milton Weingarten Co. 
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retaining its famous patented all around 
steel frame construction the new ‘53 
Steelette box is better and even more 
economical than ever. 

For years thousands of Steelette 
boxes have proudly displayed the mer- 
chandise of leading manufacturers .. . 
ample proof of their definite sales influence. 


Custom designed exclusively. 
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Need More Working Capital? 


(From page 87) 


sole ownerships or partnerships. One of these is through 
the sale of what are termed “subordinated debentures.” 

Described simply, these are notes of the firm which 
are sold to an investor at certain specified rates of in- 
terest. Subordinated debentures are used in finance com- 
pany operations, particularly at local levels, and by 
large organizations, but their principles can be applied 
to smaller incorporated businesses as well. They provide 
4 borrowing base equal to that of preferred stock and 
have a very big advantage over the latter in that interest 
paid on these debentures is a deductible item for tax 
purposes while preferred stock dividends are not. Also, 
financing a business by means of these debentures involves 
no sacrifice or change in management control of the 
business. They are generally readily salable, less com- 
plicated to use and can be quickly called should the need 
for the working capital pass. 

Such debentures are generally sold to insurance com- 
panies and other investors of a like nature. Sometimes 
they may be sold through a local investment broker. Their 
possibilities as a capital working tool for any jeweler 
are such that it will pay him to discuss marketing possi- 
bilities of such debentures for his own firm with a local 
broker when he is considering the advisability of obtain- 
ing additional capital for his business. 

Most experts advise that good marketability of such 
debentures can be enhanced when issued under a “trust 
indenture” with a local bank. The cost is small and a 


financial service well justified. Such an arrangement 
will call for limitations of amount in keeping with the 
net worth of the firm. A trust indenture is a guarantee 
by a bank that the terms of the debenture will be met 
and if they are not, the bank, acting as a trustee brings 
legal action to bear. 

In the market today such debentures can generally be 
sold, when backed by a trust indenture with a local 
banking institution, at between four and five per cent. 
They should be callable on option of the issuing firm. 
Most are of ten year maturity. 

Their retirement under this program will be carried 
out with a sinking fund and thus the jeweler will not 
find himself in a cramped financial position should 
purchasers suddenly wish to sell the debentures. 

Another common method of increasing capital in small 
jewelry operation is in the issuance of preferred stock 
(the common stock being management owned and con- 
taming control). Such preferred stock generally calls 
for a 5 or 6 per cent dividend rate. It is more expensive 
to use than debentures but if the firm has a stable 
record of growth and financial solidarity preferred stock 
is much easier to sell. In today’s high tax situation it 
calls for assured earnings of at least ten per cent in 
order to break even in paying taxes and the dividend. 

It is also to be noted that in any such program it will 
be well to have legal advice since securities laws in every 
state are peculiar to that individual state and the national 
regulations alone are not sufficient. 

Insurance company loans offer another source of 
capital for expansion. Insurance company money is still 
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plentiful and these institutions have in the past few years 
been branching off into more and more fields of business 
financing. Often a jewelry store can obtain such a loan 
from a local or regional insurance company on a most 
favorable long term basis. 

Such loans are generally always based on long term 
agreements which are more or less tailored to each indi- 
vidual transaction when made for such purposes as 
capital expansion. The loan agreement should be ex- 
amined with great care and its application to possible 
future adverse conditions given close study. Restrictions 
placed therein which may have little effect today may 
prove disastrous at some time in the future. Whenever 
a long term loan is made this factor should be examined 
very closely. 

There are. of course, other means of securing addi- 
tional capital that can be employed by any jewelry firm. 
In many communities private investors have money 
available for investment. Sometimes three or four of 
these private individuals can be induced to handle such 
private loans under more advantageous conditions than 
the jeweler could secure through other channels. 

Additional capital funds can also be obtained through 
sale of interests in the firm, either when set up as a 
partnership or as a corporation (through the sale of 
common stocks). Any such effort should be examined 
very closely as to the caliber of the individual from 
whom the funds are secured. 

No matter what program of capital expansion is em- 
barked upon it is seldom wise to undertake the prograin 
unless full control of the operation and management of 


the jewelry store is retained by its present owners. 
Permission of too many governing clauses concerned with 
the management of the firm in any type of loan agreemen 
may so hamper future operations of the firm as to make 
the expansion a most unprofitable operation. 

As far as most jewelers are concerned the ordinary 
term bank loan, amortized over a certain set period of 
time, is the most widely used means of getting additional 
working capital. The most important point to remember 
is that buying the use of money is much like purchasino 
any other commodity; a little more complicated, perhaps, 
but you will be safe as long as you take the trouble to 
compare “prices” and satisfy yourself that you're doing 
business with someone in whom you have confidence, — 





Valentine Gift Suggestions Featured 
In Newspaper Ad 


“The key to her heart—a Valentine gift from the Tanke 
stores.” That was the theme of a newspaper ad used to 
promote Valentine gift business at Tanke’s Jewelers, Buf. 
falo, N. Y., last year. 

The copy read: “For your Valentine—choose a gift 
of Tanke jewelry. Whether it’s a piece of costume jew. 
elry, a perfectly-timed watch, or a clever bracelet charm 
—the name Tanke on the box insures good taste and 
added prestige.” 

The firm offered a list of appropriate Valentine gifts, 
which included: a compact, 10k gold locket with chain, 
double picture frame, yellow gold filled bracelet with 
heart and key, etc. 
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Emeralds, Rubies, Sapphires, Star Rubies, 
Star Sapphires, Catseyes and Alexandrites... 


loose or in exclusively designed 


Platinum Diamond Mountings 
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No. 162. For desks, 
small rooms. 7'/2 
wide. Retail $18.50 
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No. 700 Hour ond 
half hour strike. 
134,” wide. 
Retail $40 











Paying you 


extra dividends 


You clip off two profits by featuring Herschede and 
Revere Clocks. First, there’s the profit from sales . . 
a healthy one with a line that answers every want, from 
alarms to table, mantel, wall and floor designs. Your 
customers can choose hand wound Herschede clocks or 
electrical Revere models. Second, there’s the profit of 
prestige. Distinctive, exquisite in design and craftsman- 
ship, these clocks brighten your reputation for fine, out- 
of-the-ordinary merchandise and help to attract the 
most worthwhile trade. 


Leeschide 


CLOCKS 


Send for color brochure showing all 37 Herschede designs. 


THE HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO 


New York Office and Showroom — 37 West 47th St. 
N Makers of 
SN Herschede Hand Wound Clocks 
\ * Revere Electric Clocks 
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No. 276. With three chimes 
Retoil $935. Westminster 
Chimes Retail $775. 
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Revere floor, grandmother, mantel and table clocks.’ ,All 
announce time with the long loved, authentic. melody of 


Westminster Chimes. : 
 Gelechion Chelored 


Pilgrim. Favorite Colonial 
design. 80” high. West- 
minster Chimes on 5 tubular 
bells. Retail $470. West 
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R-955. Truly charm- 
ing and different. 
11%,” high. 
Westminster Chimes. 
Retail $55 


Write for brochure 
showing the 18 Revere models. 
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(Below) 

No. 602. 
Exquisite bell 
strike model. 
72" high. 
Retail $245 
















{Left) 

No. 640. Unique 
French Provincial 
Wall Clock. Bell 
strike. 111/,” 
square 


Retail $80 
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No. 52. Alarm 
in blue and gold 
colors. 33/,” high. 
Retail $8.95 


Prices do not include tax 
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Operating Costs 
(From page 76) 


high, you won’t earn a profit even if you are careful 
about buying and promote sales with vigor. To some 
extent, the overhead can be controlled by keeping down 
waste and extravagance which have grown high in some 
businesses during the seller’s market, but one can go 
only so far here because some costs cannot be cut. 

These are your so-called fixed costs, such as rent, 
mortgage interest, property taxes, depreciation, most of 
your insurance expense and interest on long-term indebt- 
edness. Such costs remain the same regardless of sales 
volume. For this reason, if your fixed costs are high, 
your only hope is to promote sales aggressively. You 
can increase sales and your fixed costs won't increase, 
hence, your profits increase. Your other costs, such as 
light, office expense, advertising, etc., are called variable 
costs. They do increase with sales but not in the same 
proportion. 

S—Modernize your equipment. You can cut your 
costs this way. Modern store fronts and display fixtures, 
modern equipment in the repair department bring in 
more business and enable you to operate more efficiently 
for less money. The increased volume resulting from 
modern display equipment reduces your cost ratio to 
sales, and increases net profit even though the dollar 
outlay on overhead may increase somewhat. The cost 
of the new equipment is not included in operating ex- 
pense because it is an asset. However, the depreciation 


— —_—— —- -- —— —___—— — —-—__——_A_ —_ —_ _— - ——— 


Many jewelers, to all extents, get their new equipment 
without cost to them because they buy on time and - 
the installments out of the additional profits they . 
from the modernization. 

6—Maintain aggressive selling. For some years the 


Carn 








Selling Slants... 

If you feel that donating to worthy causes 
has been too much of a financial burden on 
you lately, give this idea a try next time yow’re 
approached for “a generous contribution.” 

A Pennsylvania dry-cleaner hands out Ser. 
vice Vouchers .. . each good for $1 worth of 


HOW ABOUT A CONTRIBUTION 
TO THE RUG HOOKERS PICNIC ? 


CHARITY 
BEGINS 
AT HOME 





dry cleaning when some organization asks for 
a donation or program advertising. 

The charitable group can then sell the 
Vouchers among its membership. This way 
the organization gets the money—and the dry- 
cleaner gets new customers. (The firm has 
used several thousand Vouchers during the 
past three years. ) 




















on the equipment is an expense. 


























A NEW RING 


handsomely fortioned 
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average businessman had to do little selling. What he 
attempted in the line of sales work was pretty low-pres- 
sure. Customers bought, and so, he wasn't compelled to 
pull the throttle very hard. Now, with a buyer’s market 
fairly well entrenched, he must spend more money pro- 
moting his wares. The jeweler is no exception. But, 
vou say, “You've been telling us how to cut costs and 
now you suggest that we increase costs by spending 
more for sales promotion.” Strange to say, when you 
spend more for business promotion in a buyer’s market, 
you cut your costs because, to keep your business run- 
ning you have a certain normal expense and you can’t 
reduce your costs below this figure and maintain any 
semblance of service to customers. However, by increas- 
ing your promotional costs, this brings in more business 
and reduces the ratio of over-all cost to sales, increasing 
profits. 

A final word. Cost control is a managerial job as well 
as a bookkeeping chore. The best books in the world 
won't cut your costs. They merely record the figures 
accurately. From that point on, you must study your 
figures and by competent analysis decide what to do to 
keep your costs in line with the net profit you want to 


earn. 


Cost control requires good judgment, which comes only 
from a thorough knowledge of your business figures. You 
can acquire good business judgment only by analyzing 
your operating figures regularly. At the start, the work 
may seem a little difficult, but in time, you will find that 
cost control is workable, profitable and a “must” if you 
want to keep “heads up” in a buyer’s market. 


Glamour Within Bounds 
(From page 102) 


40 feet would have to be partitioned off into a storage 
room. 

Everything would be ultra-modern, with emphasis upon 
warmth and richness. The color scheme selected was 
light blue, cream and green. Walnut finished cases, re- 
cessed lighting and spotlights that would not reflect on 
the floor cases were also selected. 

“I had another problem,” Altman said. “The new 
store appeared to have too much of a quality appearance. 
To eliminate any possibility of frightening the average 
shopper, all the merchandise displayed in the window and 
cases are clearly tagged with prices ranging from $2.50 
to $500.” 

In November the new department store opened. As 
anticipated, the street traffic increased tremendously and 
many new shoppers are visiting D. Altman Jewelers. 
During the Christmas season, when the department store 
remained open from 9 A.M. to 9:30 P.M. each day, so 
did Altman’s and with satisfactory results. 

Still a young man, this imaginative jeweler has many 
plans for the future. He anticipates using the rear of 
the store—40 feet—as a gift department, with items that 
sell for no more than $10. He does no newspaper adver- 
tising presently but he is giving serious consideration to 
a series of institutional ads. 

The constant influx of new residents to suburban Flush- 
ing makes it impossible for Altman to make any definite 
plans. He is still attempting to determine the economic 
status of his prospective customers. 











MEMBER 


AMUN) 
IHN 


HMhi 








Buy the So 












CULTURED PEARLS 


Incomparable quality plus the 
amazing new Brogan Safety Clasp 


Imported and marketed 
solely by 


BYARD F. BROGAN 


805 SANSOM STREET 
PHILADELPHIA 7 


MANUFACTURERS OF MOUNTINGS, 
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RACINE CATALOG 


Featuring Timers and 


Chronographs for Every 


Sport and Technical Use 
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AVAILABLE THROUGH YOUR WHOLESALER 


* GUINAND TIMERS 
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Specialists in Fine Timers — Since 1890 
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Fashion 


(From page 98) 


balanced that to tell the story of one is to tell almost the 
story of the other. 

There is a complete new range of lovely pastel shades 
and these are used singly, and in handsome subtle mags. 
ings of color. Starkly beautiful white is slated for prestige 
selling; the beige tints from light parchment through sand 
to caramel tones are among the newest looking jewelry 
colors and these are carried out in pearls, beads, and 
colored stones; blue in deep shades progressing to navy 
is expected to be a best seller; pink is creating a furore 
of interest from fragile pink to hot pink; green from sea 
foam to emerald is important; glowing Coronation gem. 
colors are shown everywhere. 

A whole new series of excitingly intense enamel tones 
in striking red, green, yellow and blue are a high fashion 
choice. 

There is a gold rush in jewelry in all gold or gold 
colored pieces, and in gold settings. Gold jewelry. 
whether classical and tailored or in lace-like gold is 
always airy and light. 

Silver jewelry adds gleaming interest in dulled, antique 
finishes or in shining modern designs. It also provides a 
delicate setting treatment for smoky gray pearls high. 
lighted with rhinestones, a new overall silvery sheen 
effect. 

Texture interest is provided by baroque pearls ani 
beads, by unusual combinations of stone cuts, by group. 





Textured gold effect is given this pin and earring 
ensemble from Garden of Gold series by Napier. 
The pin retails at $15; earrings at $11, plus the tax. 


ings of pearls with stones and beads, and in metals by 
combining “frosty” or dulled finishes with shiny finishes. 


THE FABRIC COLOR STORY AT A GLANCE 


In fabrics, subtle colors predominate whether in pale 
shades or deep shades. Navy is the volume fashion color 
for Spring, and it will be seen mostly in slim suits and 
columnlike dresses worn beneath pastel coats—pale 
shades of white, beige, yellow, blue, and pink. Black by 
itself is extremely important and has new interest because 
of new textured fabrics. 

White maintains its prestige position, both by itself, 
and when combined with black. White is a favorite back- 
eround for prints and is mixed with colors to make pale 
tints in the smart pastel range. The beige family is one 
of the leading fashion-comers; beige running from pale 
parchment to deep apricot to pale russet to burnt orange 
—to caramel and into the brown family. 
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Yellowish greens which became important this winter 
continue in favor for Spring and are often combined 
vith white, navy or gold choices in jewelry. 

Grav is still selling well in medium and light gray 
chades, but the beige family precedes it in importance; 
sas run through mauve to violet blue; pink runs 
through coral to red. 

This colorful array of fabrics is also important for its 
surface textures. There are new versions of poodles, new 
blends in boucles, and new combinations of natural 
fibres such as linen or silk mixed with wool, and which 
naturally have a roughened slubbed appearance. Knitted 
lacy weaves in fabrics are also important and the knitted 
look is continued into the sweater realm. The high 
fashion trend is moving toward smoother, simpler tex- 
tures with a high polish such as are found in serge, 
gabardine, and old-fashioned alpaca, but these are not 
in volume evidence this Spring. (Manufacturers should 
keep this trend in mind as a background for Fall and 
Winter jewelry designs. ) 

Gold brightens the fashion scene with the all-gold dress, 
bright gold suits, silks and cottons in all shades of the 
yellow family from pale to deep lemon, to orange, and 
with all-gold foamy formals. 


SILHOUETTES 

Fashion features the slim line first in narrow dresses, 
straight coats and box suits. The silhouette has com- 
pletely reversed from full skirts with small tops to slim 
skirts with width at the top. Full skirts, when worn, 


appear with no more than one petticoat. and are fluidly 


soft. 


TOP INTEREST 

The reversal of width to the upper part of the figure 
is achieved in various ways; with box jackets, capes, 
stoles—and always the indispensable touch of important 
looking jewelry! 

Necklines too are creating a new order of top interest 
and since many of these are manipulated, tied, cowl, 
oval, deep-V’d—wide-boat-shaped and _ off-the-shoulder 
they require necklaces and pins to decorate them. 

Back interest is an offshoot of top interest in which 
the importance to the upper part of the figure is given 
by softly bloused backs, and back belts, highly placed. 
Back interest gives us a whole new area to decorate with 
jewelry—it also is influencing necklace designs which 
drape dramatically either back or front. 





Jewelers Participate in Annual 
4H Roundup Event 


More than 105 business firms of Jackson, Miss., includ- 
ing Gordon Jewelry and John Juniker Jewelry, partici- 
pate in an annual 4H Roundup. Announcement of this, 
which carries the names of the sponsoring business firms. 
is sent to more than 50,000 4H members in the state. 

At the roundup 200 boys and girls who have been 
selected by the 4H leaders of the state. are brought to 
Jackson for a two-day event. 





















<a 


- Amethyst, the soft, satiny gleam 
of the cultured pearls and 
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Your Estate After Taxes 
(From page &3) 


When we have obtained a realistic estimate of our es- 
tate’s taxable value and add this to the foregoing general 
cash obligations, we will generally find these to reach a 
considerable figure. If part of our estate must be sold 
to meet these obligations they can seldom bring a fair 
price because all buyers know they are being put up 
under forced sale. When that happens a well planned 
estate can shrink dangerously. 

Mistake number five is to over-estimate the capital 
remaining after one’s death. To meet the death taxes 
and the general cash obligations of one’s estate only cash 
can be used. 

Overlooking the loss of our investment experience is 
another mistake, for this can easily lead to capital losses 
through unwise investments. 

Mistake seven is to provide too little spendable income 
for one’s family. During one’s life every liquid $1,000 
can be invested to yield $50 to $60 per year. After our 
death those thousand dollar units may well be reduced 
through death taxes, general cash obligations and 
liquidation losses to anywhere from $800 to $600. 
Then one’s widow can afford only conservative 
investments which will yield about $24 per year and 
these are further reduced by income taxes. 

Providing too much taxable income for one’s family 
is the eighth mistake. Making arrangements under which 
the income must go to a certain beneficiary, even in years 


when the beneficiary has adequate income from other 
sources, is bad business. In such cases the income left 
by oneself is put on top of the other income and there. 
fore becomes subject to the higher income tax rates, thus 
reducing the spendable income quite unnecessarily, 

Mistake number nine is to overlook the second estate 
shrinkage at the death of one’s wife. After one’s life. 
time accumulations have been drastically reduced b 
death taxes, general estate obligations and possibly liqui- 
dation losses, the remaining estate may become subject, 
at the death of one’s wife, to the same causes of estate 
destruction, for the second time, unless we plan ahead 
for this. 

Overlooking the possibility that one may survive one’s 
wife is another big mistake. Frequently plans are made 
which work out perfectly, if the wife survives the hys. 
band, but which create great hardship and unnecessary 
losses if the husband survives the wife. 

Number eleven is to overlook the estate shrinkage at 
the death of children. Number twelve is to overlook the 
danger of future radical, social or economic changes, 
The last of this group of mistakes is to assume that we 
can avoid trouble by doing it our own way. There is 
no substitute for planning with the aid of an expert. We 
would hardly call in our lawyer to pass on some diamonds 
we had acquired no matter how much legal knowledge of 
the jewelry business he might have. 

We must constantly bear in mind that the Federal 
Estate Tax is only one of the 19 reasons why one’s es- 
tate may have to pay out cash. Even the smallest estate 
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Westinghouse Roaster 


You'll see everything you need for profits in the A&G 
catalog .. . because this famous book of value has 
been a source of satisfaction to profit-wise jewelers 
since 1895. For America’s most profitable lines... 
backed by over 58 years of dependable service... 
rely on Aisenstein & Gordon, wholesale distributors of 
over 50 famous lines. 


P.S. If You Haven't Received Our 1953 
Catalog, Send a Postcard Today! 
it's Free! 
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will be confronted with a 20 per cent shrinkage of cash 
‘ust to pay such expenses and this can very well rise to 


- high as 35 per cent which it has done in a number 


of cases. = 
A financial specialist in the field of estate conservation 


knows about 200 methods and measures by which the 
estate savings can be affected. Here are just a few ex- 
amples: 

Life Insurance. Check whether or not policies have 
any features by which the taxable value might become 
higher than face value and if they can be removed. Also, 
whether or not the policies have any settlement arrange- 
ments which are useful in normal times, but which might 
become financially disastrous in case of serious inflation 
or in case of war. 

Business. Check whether or not estate savings can be 
obtained through changing the nature of the business set- 
up. I know of a number of instances where such changes 
meant a great deal of difference to the estates of business 
men. 

Investments. Check up on which investments could 
not be sold, at any time, within a few days. It may be 
advisable to replace them with more liquid investments 
or make arrangements for their sale ahead of death. 

The Last Will. Make certain your will contains maxi- 
mum tax economics at the time of your death and during 
the years afterward as well. 

There’s a great deal of difference whether one’s will is 
just legally valid or whether it is both legally valid and 
financially practical. Drafting it after one’s lawyer has 
consulted with an estate planning specialist makes the 
difference. One point he will recommend serves as an 


example . . . to never mention dollars in one’s will but 
always express it in terms of percentages. Dollars are 
subject to shrinkage and can change a safe future for 
one’s wife into an insecure one. Percentages have a much 
better chance of insuring her what she will need. 

The Invisible Mortgage to which we have referred is 
ever present ... it can be the forgotten mortgage whose 
forced payment will reduce an otherwise safe estate to 
one which will prove to be more of a liability than an 
asset to one’s wife or children. 

Each of us should plan his reserves in such a way that 
he can say, “I hope to live for many more years—but—- 
if I should pass on next year, I know I can afford to!” 





Citizenship Award Given to Hartford 
Jeweler Bill Savitt 


William M. (Bill) Savitt, prominent Hartford, Conn., 
jeweler, was recently selected to receive the 1952 Citizen- 
ship Award of the Jewish War Veterans. 

Local newspapers paid tribute to the Hartford jeweler 
in editorials and special articles. Chairman John R. 
Reitemeyer issued the following statement: “It should 
not surprise anyone that Bill Savitt was the unanimous 
choice of the Committee for the Citizenship Award which 
is given annually to a resident of Greater Hartford “whose 
life and deeds exemplify the unifying principles of Ameri- 
can interfaith relationship.” All his life, Bill Savitt has 
given devoted service to his community, to his country 
and to the cause of a wider understanding among people 
of different faiths.” 
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The Manufacturers of the famous 


NIASH WING BACK now offer 
to the Jewelry Trade... 


“CUFFMASTER’ 


TRADE MARK 


Entirely NEW in design and action. 
A finished finding. 


Check these important features: 


|—Beautitully polished rounded top. 
2—Longer stem for easier soldering. 
3—Better spring action. 

















——_-— 









*Patented. Design 155,535 
Patented Construction 2,472,958 
Infringers will be prosecuted 





4—No lapping or additional finishing work. 
S—Variety of attachments for soft or hard soldering. 
6—Available in gold, silver, gold filled, brass and other metals. 


NIASH £e ining Co 


116 NASSAU STREET, NEW YORK 38, N. Y., COrtland 7-4496 












The Original 
and improved 


NIASH WING BACK 


is still available. 
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NEVER! BUT NEVER 


A DIAMOND RING 
PROMOTION LIKE THIS? 


Ben Goldberg’s sensational 
Ys CARAT SOLITAIRE ~ 


NO. 246 ee YOUR PRICE 


14 kt. 
White or Yellow Gold 


Ring enlarged 
to show detail 


MONEY-BACK AVAILABLE 
GUARANTEE ALSO: 


Se) Se V/4 CARAT 3975 
RATED JEWELERS 


° V3 carat 525° 
FREE AD MATS 


. > carat 999° 
BACKED BY OVER A QUARTER 


OF A CENTURY OF VALUE-GIVING 


BEN GOLDBERG & CO. viamonp importers 


BEN GOLDBERG & CO. | 
[] Please Send Diamond Price List 


Name a ll 
Address ee 
City 

29 East Madison .. 
Please send the follow 


State ———_—__——__ 
Chicago 2, illinois 
ing ringss—————— 


—— 











Traffic-Building Idea 


(From page 90) 


circulars as a test. Smaller crowds would have given hig 
staff a chance to work out problems that arose. Sale, 
clinics, normally held twice a week, were increased to one 
each morning, when the staff met to iron out questions 
presented by customers on the previous day—What is the 
difference between a cultured pearl and the “other kind”? 
How are pearls measured? What affects the value of g 
pearl? The questions were unending. Bloedel had 
planned delivery of mounted pearls within one or two 
days. The volume of business soon pushed that dead. 
line up three weeks. 

It was obvious that one week was too short a tine 
and the free pearl offer was extended a second week 
By the third week all problems were pretty well under 
control and the promotion had proved successful. Ap 
additional 25,000 circulars were mailed, and another week 
was added to the campaign. There was a response of 
about 8 per cent from the 45,000 circulars. 

The give-away plan worked very simply and was in 
effect a $5 discount to customers on pearl jewelry items, 
Bloedel purchased the gift pearls from Imperial at a dis. 
count and he did, literally, give them away. The cus. 
tomer bought a mounting for the pearl (an Imperial line 
of mountings was sold at special rates) or he traded in 
his gift pearl as part payment for some other item. For 
example, a popular stock ring sold for $14.50 plus the 
customer’s gift pearl—total value: $19.50. If the custome: 
wanted his gift pearl used, the ring was re-set and the 
price was still $14.50. 

In many cases the customer did want his own pearl 
used, either alone or with others. Customers who could 
not decide immediately upon a mounting were encouraged 





Your Tax I. Q. 


(Answers to quiz on page 84) 


]. c. Your son’s prize here would be considered taxable in- 
come. That raises his total income to $601, and he can- 
not qualify as a dependent if he has income of $600 or 
more. 

2. a. The amounts spent should be deductible as _ business 
expenses, if you kept a careful record which lists them 
in detail, and shows clearly that the entertainment was 
with a predominating business motive and not merely 
reciprocal, or incident to the vacation. 

3. b. A non-business bad debt is a capital loss. And you can 
take only $1,000 a year in capital losses—unless you can 
apply them against capital gains. You are allowed to 
carry over unused losses for five years; better get expert 
advice. 

4. b. Assuming your income is classified as self-employment 
income (see tax instructions) and is not from engaging 
in an exempt profession, a tax of 244% on the firs! 
$3,600 is due with your income tax return—so you owe 
$81. 

5. c. You cannot deduct coniributions to an_ organization 
which spends a substantial part of its time on lobbying 
or political propaganda. 

6. b. In this case, you can file a claim for refund within three 
years from the date your return was due. 

7. b. If your wife works for you, you are not supposed to 
pay social security taxes on her salary, nor is she sup 
posed to make her contributions. 

8. b. On leased property, you normally spread the cost of 
improvements over the life of the lease. 

9. c. The roof is an improvement, not deductible currently 
like ordinary repairs. Its cost is deductible as deprecia- 
tion spread over its estimated useful life. 

10. c. Inheritance taxes are not deductible. The others listed 
are deductible. 
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to keep their pearls a few days while they thought it over. 
Pride in ownership is a powerful factor, and recipients 
of the gift almost invariably discussed the problem in 
terms of what to do with “my pearl.” 

Items in a moderate price range, from $18 to $25 (less 
the value of the gift pearl) were most popular. Stenog- 
raphers and other office girls were responsible for a large 
share of the business. Rings were by far the most popu- 
lar with these girls, while older women preferred ear- 
rings and brooches. Children’s necklaces were a favorite. 
and almost invariably the customer purchased a half inch 
or an inch of smaller pearls to add to the necklace. 
Bracelets, necklaces, pendants, charms and dinner rings 
also sold well. Men favored stickpins, studs, cuff links 
and rings. 

Theoretically, an attractive model wearing a gown 
fashioned entirely of cultured pearls, valued at $100,000, 
was the star of the show. She attracted a great deal of 
public attention, was the subject of feature articles in 
local newspapers and was “talked up” by local radio and 
TV amusements commentators. The free publicity was 
fine, Bloedel agrees, but it had little effect on his pearl 
promotion. The real star attraction, as far as sales were 
concerned, was that little $5 gift pearl. 


MOVES SLOW-MOVING JEWELRY 

Bloedel deviated a bit from the Imperial plan, and in 
the process sold about 50 per cent of a stock of slow- 
moving jewelry he'd had on hand for two or three years. 
Many customers wanted more elaborate mountings with 


a greater number of pearls and often other gems besides. 
Jewelry, of good quality and design but set with ame- 
thysts, rubies, sapphires and other colored stones, was 
brought out of stock and re-set with pearls to the cus- 
tomer’s specifications. For example, a brooch of circular 
design set with sapphires was re-set with lustrous pearls 
alternating with sparkling sapphires. 

A particular favorite in the higher-price bracket was a 
white gold dinner ring with two larger diamonds mounted 
on a diagonal setting of small full-cut diamonds. Re-set 
with two pearls, the ring sold for slightly more than $100. 
With the diamonds the price of the ring was prohibitive 
for volume sale. And volume is what Bloedel wants. He 
has often said, “I’d rather have 10 customers spend $10 
each in my store than one customer who spends $125. 
You can’t do volume business with a few people.” 

Although the circular specifically states that the gift 
pearl could be exchanged only for some other pearl item. 
Bloedel deviated from the plan again and permitted trade- 
in on any item in the jewelry department. He also con- 
tinues to honor the gift certificates long after the promo- 
tion has ended. After all, the people are his customers 
and he can't lose by creating goodwill. The gift pearl 
idea was so successful financially and in creating good- 
will that Bloedel is thinking of continuing the plan on a 
month-by-month basis—substituting the monthly birth- 
stone for the pearls. A free emerald, say, for everyone 
born in the month of May. 

What can you do with one unmounted birthstone? 
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14 KT. GOLD 
EASTERN STAR 


AST MATRON PINS 


Illustrated is part of wide assortment. 
retail-priced from $12. to $175. 








A. 370/8 1250 F. 3964-4 22.00 
B. 367/8 1500 G. 607D4 _ 53.00 
C. 365X-8 1550 H. 619-1 40.00 
D. 825-8 16.00 I. 2016Y-] 22.00 
E. 2013Y-5 35.00 All Prices Keystone 


Past Matron Rings retail-priced from 
$20. to $175. also available. 


We would appreciate an opportunity 
to prove that we specialize in highest 
quality Past Officer Jewelry of every 
description. 
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8 ROSE STREET, NEWARK 8, N. J. 
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Special: 


LOOSE YELLOW PEARLS 
for EXPORT 


M@ralS | a 2... 
ultured Pearls 






















































LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 


Z1. LEVKOV 


565 FIFTH AVE., at 46th 
NEW YORK I7, N. Y. 
Telephone PLaza 3-9727 














You Get Incomparable Values! 


° Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


* Loose Pearls 
From 3 to 10 MM., all qualities. 


° Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 

Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


Importers of ‘‘Oyster Grown'” Pearls of Finest Quality 


550 Fifth Ave., N. Y. 36 PLaza 7-0769 
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Tax Balance 
(From page 85) 


indicate at which points it will pay to be liberal and at 
which points to bargain aggressively. 

What are the principal classifications of assets whos 
sale price will affect the amount of your taxes, ag either 
the buyer or the seller? 


1. INVENTORY 


The book value at wholesale is usually accepted ag the 
correct sales figure for this item. However, should the 
seller have a quantity of slow-moving off-brands which 
will have to be reduced in price to get them off the 
shelves, his sales figure may be over-valued. In this case 
the buyer should consider that the loss which he yj] 
take in disposing of that merchandise will increase hig 
cost of sales and reduce his profit, or earned income. 
Normally, the inventory price should therefore be reduced 
accordingly. In some cases, however, it will be to the 
buyer's advantage to accept the over-valued inventory 
price, particularly if he can gain a reduction in q 
non-depreciable asset such as goodwill. 

If you are the seller and are the individual owner, it 
may be to your advantage not to take the profit on your 
inventory made possible, perhaps, by price increases, 
The entire profit in this case would be taxable. You may 
even take something of a loss if by so doing you gain 
a concession on another item which will be taxable as a 
capital gain. If the seller is a partnership or corporation, 
on the other hand, profit on inventory is in the capital 
gains classification. 


2. ACCOUNTS RECEIVABLE 


The same reasoning applies here as to inventory, for 
both buyer and seller. The buyer should of course de- 
termine the amounts, if any, that are in the past due 
category. Here again, he can afford to take some loss— 
if concessions are made in a non-depreciable item. 


3. EQUIPMENT 


Since a profit in this item is taxed as a capital gain, 
as the seller your display fixtures, safe, office equipment, 
etc., should be sold at the maximum possible price. To 
keep your records straight for the Internal Revenue 
Bureau, however, each item of equipment should be 
priced separately on the bill of sale. The difference 
between the selling price and the depreciated book value 
should then be reported as a capital gain. The practice 
is common, though incorrect, of listing items of equip- 
ment unpriced, with a lump sum total figure. Another 
wise precaution is to obtain a professional appraisal, 
which will assure you that you are getting maximum 
value for your equipment, and will enable you to sub- 
stantiate your price to the buyer. 

As the buyer, you will of course want to get the 
equipment at a reasonable price. The cost, however, can 
be entirely depreciated over a period of time. 


4. BUILDING 

The same considerations apply in setting the price 
of the building. For the seller, professional appraisal 1s 
even more essential than with the equipment. Due to 
increased materials and labor costs, a ten year old 
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building may easily be worth twice its original con- 


struction cost. 


5, LAND | | | 
The seller will want to get the maximum price for his 


land since this also is a capital gain. The buyer, on the 
other hand, will want to get it at the lowest possible 
since it is a non-depreciable asset. From the tax 


figure } 
point of view he will be better off to pay more for the 
building or equipment and a correspondingly smaller 
amount for the land. 

6, LEASE 


Where the lease is transferable and the location has 
improved, there may be an opportunity for the seller 
to make some profit in sale of the lease. In such case, 
the profit is a capital gain and the cost is entirely de- 


ductible for the buyer. 


7, GOODWILL 

This item is in the same category as land for both 
seller and buyer. It cannot be depreciated by the buyer 
but is carried as a dead weight on his books. This is 
one of those imponderables which is often over-rated 
and whose exact value it is impossible to determine. Its 
full value in any case cannot be entirely transferred to 
the new owner. It is to the advantage of the buyer to 
get this item at its lowest possible figure. 


8, NON-COMPETITIVE AGREEMENTS 


In some cases the buyer wants assurance that the 
seller will not start a competing business in his area for 
a specified period of time, usually for two or three 
years. The buyer pays a specified amount in return for 
this written assurance. 

From the taxation point of view, such agreements 
favor the buyer, who can depreciate the cost over the 
life of the agreement. If he pays $3,000 for a three- 
year non-competitive agreement, he can depreciate the 
cost at the rate of $1,000 per year. 

For the seller, on the other hand, the agreement is 
classified as earned income on which he must pay taxes 
for the current year on the full $3,000! 





Selling Slants ... 


It isn’t always the expensive store display 
that creates the most comment. A Seattle 
merchant did the trick with only a few cents 
investment, by placing five miniature turtles 
in his window. On the back of each he painted 
a letter of his name. One turtle carried the 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 





Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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Diamonds 
direct from Antwerp 
definitely increase 


the jeweler's 
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Diamonds direct from Antwerp 














letter “B” on its shell; another “R”; a third 
the letter “O”; etc. All of them spelled out 
the name: 

The retailer then rigged up a “dish-pan” 
pool and in it placed five rocks upon which the 
turtles could sun themselves. A $25 prize was 
offered anyone finding the turtles resting in a 
position to spell the retailer’s name. 
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Your country buys yearly 35,000,000 
dollars of diamonds from Antwerp. 
It is a fair bet the diamonds you 
handle loose or mounted are 
amongst them. The point is: do 
you buy them first hand from 
Antwerp or through costly detours. 
The answer to this question makes 
the difference in your profit. 
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» C 






If you are already dealing with 
Antwerp and have a reliable sup- 
plier here, you are in the know. 
If not, contact me and save at 
least 20%, yes 20% through 
Antwerp wholesale prices. Dia- 
monds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP- BELGIUM 
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‘Teaser’ Campaign Launches New Store 


The ambition of many jewelry 
salesmen is to own, some day, their 
own stores. For Norman Lazarus, 
imagination became reality when he 


opened an _ ultra-modern store in 
Greensburg, Pa., November 1, 1952. 


rennet 


Cemanh | 
ewelers | 


would hold its Grand Opening No- 
vember 1. People were invited to 
“come in and get acquainted” and 
also receive free gifts. 

“We had a very successful open- 
ing, Lazarus stated, “attracting over 
3000 people. We gave away free a 
12” ceramic pipe ash tray to visitors.” 

The modern store is located be- 
tween the two largest movie theaters 
in town. Because street traffic is 
heavy, Lazarus selected an attractive 


store front designed to permit passers. 
by an unobstructed view of the entire 
store interior. 


The dominating color of the store 
is vivid hunter green which effective. 
ly sets off the light blond show Cases 
and shadow box frames. Perhaps the 
most unusual innovation in the store 
is the series of shadow boxes which 
are built into the wall and are Jo. 
cated above the show cases. These 
units have the appearance of a picture 
exhibit and they serve to highlight 
different types of merchandise. 








With seven years’ experience in four 
different Pennsylvania jewelry stores, 
Lazarus knew exactly what he wanted 
incorporated into his store. 

To make certain that he got his 
business off on the right foot, Laza- 
rus carefully planned his strategy for 
a dramatic Grand Opening. Two —_ 
weeks before the opening of Norman a 
Jeweiers he ran a series of small 
space “teaser ads” in local news- 
papers. The copy read: “Look for 
N. J. November Ist.” and “In time 
for Christmas, N. J.” 

In October 29th newspapers, Laza- 
rus broke his identifying ad which 
announced that Norman Jewelers 








One of the outsanding features of the new store is the series of shadow boxes, 
which are built into the wall and serve to spotlight different jewelry articles. 





eR. 


Soe ee ee 














Gemology 
(From page 96) 


of the feldspars contain intergrowths with other feldspars 
on a microscopic scale. For example, albite, as we have 
said, is a sodium aluminum silicate. Its common con- 
taminant is calcium, which may exclude sodium altogether. 
When it does, we have another feldspar, anorthite. Actual- 
ly there is a whole series of feldspars containing more 
and more calcium and less and less sodium. One or two 
of the others will be mentioned later. 

Albite may have up to about 10 per cent of the 
anorthite in it. It is present in microscopic particles, 
which may be arranged in definite planes. The effect of 
these particles is to make the mineral not quite completely 
transparent, and to reflect light from one of the directions 
of the crystal. They are what give moonstone its par- 
ticular character. 

All commercial moonstone comes from Ceylon. It is 
white in color, and should always be cut in a low 
cabochon. The reflections are pale blue to almost white 
and the stone varies from almost completely transparent 
to slightly milky. It is not difficult to learn what to look 
for in moonstone. The best are quite clear and have the 
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more bluish reflections. The cabochons should be cut flat 
so that the whole area shows the blue at once (low cut, 
and properly oriented). We seldom will see one that is 
not cut right. After that, one expects complete flawless- 
ness and uniformity in the sheen. 

Moonstone is no longer as common as it once was. 
Small stones are easy to get and inexpensive, but the 
larger stones are not common any longer. As a result 
the price of moonstone has gone up in recent years. Small 
stones will sell at $1 per carat and larger ones may cost 
$2 or $3 per carat. Very often we will see them cut as 
cameos and intaglios. In previous years the cost of the 
material has been negligible compared to the cost of the 
work, but this is no longer strictly true. Now both must 
be considered, though the work on a portrait cameo will 
always be much more costly than the material. Moon- 
stone is one of the finest materials to use in this way. 

Clear albite has been cut as a facetted stone occasionally 
for collectors. It is colorless or pale blue. The brilliance 
is rather remarkable in view of the low refractive index 
(1.53). It appears to cut a more brilliant stone than 
quartz which has the same index. A recently described. 
pale blue albite from Kenya appears to be identical with 
similar material from North Carolina. Both are strongly 
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dichroic, a pale aquamarine blue in one direction and a 
pale yellowish lilac in another. 

Orthoclase, a potassium aluminum silicate, is usually 
opaque and of no gem interest. Crystals from a Mada- 
sascar occurrence are transparent and pale yellow. With 
a very low refractive index (1.53) they still cut remark- 
ably brilliant stones. They have, of course, only collec- 
ors’ interest. The hardness of 6 is not notable, and they 
have no special beauty to make them stand out. 


AMAZONITE 
Another potassium aluminum silicate of greater fre- 


quency has often been used in inexpensive real stone 
jewelry. It is the green opaque Amazon Stone or amazon- 
‘te. Mineralogically it is known as microcline. It is found 
in many places, often in the same deposits with aqua- 
marine and topaz. Microcline is the feldspar that is com- 
monly associated with pegmatite dikes. Its value is slight, 
little ‘more than the cost of the work. Commonly it is 
carved into fancy shapes, or into Indian-type cameos, 
with flower patterns, rays, and the like. It can be told 
from jade by the reflected light sheen that goes across 
it in one plane. It comes from a cleavage plane in the 
mineral and is always present with enough cracks on it to 
give reflections. Aventurine quartz is more translucent 
and usually the green mica flakes that give it its color 


can be seen. 


LABRADORITE 

The last of the important feldspars is labradorite. It 
has the moonstone-like reflections from one of its planes, 
but they are much more intense in labradorite than they 
are in the albite. Labradorite is rather similar in com- 
position to albite, except that it is 50 to 70 per cent 
anorthite and 30 to 50 per cent albite. It is usually a 
dark gray color. The reflections are most often deep blue, 
like the wing of a Brazilian butterfly, but may be bronze, 
yellow, green or red. Fine labradorite can be very attrac- 
tive. It has the cleavage cracks that we saw in amazonite 
though, so it is never a smooth gray mass. The stone will 
not be very pretty except when you get the labra- 
dorescence. 


Its name comes from the chief locality, Labrador. Dr. 
Grenfell’s Mission has mined tons of the rock and sold 
it to help finance their work. It comes in great pure 
masses and as a jewelry stone is worth very little more 
than the cost of the lapping, selling to the cutter at a few 
dollars a pound. 


TURQUOISE 


Turquoise is a phosphate of copper and aluminum, 
It is the only representative of its mineral class that is in 
common jewelry use. Most phosphates are rather soft 
and for that reason are not suitable for jewelry. Tur- 
quoise has a hardness of about 6 and a refractive index 
of about 1.63. That is not of much use to know, however, 
since it is usually cut in a way that makes it impossible to 
get a refractometer reading. 


It is a mineral that forms near the surface when old 
tocks are changed to softer materials by the process 
known as weathering. It forms veins in rock, filling them 
completely without any open spaces. We never see a 
turquoise surface that has not grown against something, 
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——AT NEW, LOW PRICES 
I Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 


Orders accepted 
from wholesalers, 
jobbers, 
manufacturers 
and importers. 


Loose Pearls 
From 3 to 10 MM., All Qualities 


Immediate 
delivery from one 
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so it is not surprising that crystals are almost unknown. 
Commonly in cutting, it is not possible to exclude all of 
wall rock of the veins, so we get what are known as tur- 
quoise matrix specimens. In them we see the pale blue 
turquoise with bits of brown or black matrix. 

It is found in the American Southwest, in Persia, and 
in Tibet. The best is generally called Persian and much 
of it appears to be free from matrix. When it is pure 
turquoise it is rather difficult to tell from the blue milky 
glass imitations. The latter often show signs of being 
glass; flowage, bubbles or, if you can find a nick on the 
edge, a glassy conchoidal fracture surface. The broken 
surface of turquoise is a little dull. 

Rich blue Persian turquoise is very rare now and sells 
for $6 to $8 a carat. Ordinary turquoise and turquoise 
matrix specimens are available in most sizes and will 
sell for $1 to $3 a carat. A large amount has been used 
in silver jewelry sold in the west and in Mexico. Mosaics 
of turquoise set in a black pitchy material have been made 
in the Orient as well as in the Southwest. Good imitations 
of turquoise and nugget-like masses of turquoise have 
been sold as necklaces and primitive jewelry. The exact 
nature and composition of these imitations is not known 
to the writer. 

Caution should be observed in the wearing of tur- 
quoise. It is slightly porous and may absorb grease and 
dirt. In time this will turn the turquoise green and make 
it worthless. Rough turquoise is sometimes pale and 
powdery. It has been improved in appearance by soaking 
in oil or paraffin. This is temporary in effect and leaves 
the stone more greenish than it was before. It is not, of 








course, a legitimate treatment. Turquoise is a birthstone 
for December. It is one of the earliest jewelry stones, for 
it is beautiful without cutting and it can be easily shaped 


LAPIS LAZULI 


Lapis lazuli is the gem name for the mineral lazurite. 
It is a silicate of sodium, aluminum and a little sulphur, 
The sulphur is supposed to be responsible for the color. 
It is usually associated with pyrite or iron sulphide, com. 
monly known as “fools’ gold.” Pyrite is present in most 
lapis and makes golden flecks in the blue stone. The best 
locality for lapis is Afghanistan. Good examples are now 
becoming uncommon and while it used to be very cheap, 
a really fine stone today may sell for $6 a carat. Lesser 
qualities come from Russia, near Lake Baikal, and from 
Chile. In these the matrix is more abundant and the 
lapis specks are fewer. The best is a more or less uniform 
deep blue, preferably without pyrite specks, but if they 
are present, they have the virtue of showing the material 
to be genuine lapis. The Biblical “sapphire” was lapis 
lazuli. 

The common imitation is Swiss Lapis, which is a dyed 
gray jasper. The material that has been used has many 
spots where there are small quartz crystals. In the dye- 
ing these do not take the color and can usually be seen in 
the stones with the loupe as clear sparking spots. The 
color is much paler than real lapis and tends to fade on 
exposure to light, becoming in time an unattractive blue 
gray. The penetration of the dye is shallow, and the 
natural color of the jasper shows if the piece is nicked or 
broken. It is worth almost nothing, just the cost of the 

















We hope to make 1953 an outstanding 
year of cooperation with our many 
friends among the retail jewelers whom 
we serve in the vital New England, New 
York State and Northern Pennsylvania 
region. 


The challenge of the times, laying greater 





SETH THOMAS 


BOSTON, MASS. 








ALBERTS ENTERS THE 


OF SERVICE TO RETAILERS 


* 


Some of the leading lines we stock and service 


INTERNATIONAL SILVER TELECHRON PRESTO 
ONEIDA COMMUNITY WESTCLOX RONSON 
WALTHAM SUNBEAM SPEIDEL 
CALVERT TOASTMASTER ANSON 


GENERAL ELECTRIC 
DIAMONDS—MOUNTED AND LOOSE 


I. ALBERTS’ SONS, 1c. 


doth YEAR 


1898 - 1953 







stress on strong lines, fair dealing and 
prompt service, finds us ready, willing 
and able to meet every requirement ex- 
pected of a strong Wholesaler Jeweler. 


In 1953 look to “Alberts for Service” 
in Silverware, Appliances, Housewares, 
Clocks, Watches, Jewelry and Diamonds. 





SYRACUSE, N. Y. 
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* Controlled Production policy is your assurance of 
A Controlled Distribution — distribution through j 
wholesale distributors selling to Traditional Watep 
Ketailers! With production geared to your requirements, Waltham provides q 





supply of watches for your market — not a surplus of watches for other markets! 
Every retail sale of a Waltham watch brings a profit to a Traditional Watep 
Retailer! That's why it’s you, the Traditional Watch Retailer, who gets the ful 
benefit of this Spring promotion: Waltham’s Parade of Watch Values! 
selling shows great strides forward 


in watch styling... from the ney, 


tiny Lady Walthams to the handsome self-winding Automatics! Now the first watch 
name in America brings you the last word in contemporary styling. Parade time: March 
1 to April 30—encompasses the Easter Parade! It’s Waltham Thrift Time! 


W | ‘ A lj c ’ Value is your biggest attraction! And a fine 
| x 17-jewel Waltham watch, carrying one of 
. | the great names of all Time, priced as low as 





Waltham watch designs for Spring 













$29.75, is a value to bring your store a good turnout and a good turnover! Waltham 
watches are the finest quality ever produced, with steel escapement, steel double roller, 
beryllium-alloy balance, special alloy hairspring, rigid timing standards, balance staff 
AAA resilience rating. | 





For your store — a host of sales promotion aids (see the 4th 
page of this message) designed to lead a parade of traffic into 
your store! Plus a generous Cooperative Advertising Program! 
Although Waltham is not the largest watch advertiser, there 
are generations of fame behind the Waltham name... since 
1850! Waltham national advertising keeps moving ahead with 
sales! This year’s program including magazines, newspapers, 
TV, and billboards will be the largest in years! 





Ask your wholesaler to show you the superb array of 
Waltham watches he has for the Waltham Parade of Watch 
Values and to tell you about the Cooperative Advertising Plan! 
Authorized Waltham wholesalers are near and neighborly. 
Their stocks are your stocks, to assure prompt delivery, extra 
sales, quicker turnover of your capital! 


Make arrangements now to take part in the Waltham Parade of Watch 
Values—and keep up front in watch sales! @ Remember-you make top 
profit on Waltham Watches! Compare! 


© Waltham Watch Company, 1953 





eof Watch Values: 


s Waltham Thrift Time: March 1— April 30 
29! 
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JEWELS! 19 JEWELS! 21 JEWELS! AUTOMATICS! WALTHAMS AS LOW AS 
| : ,, x 


17 


2050-17). RGP/sb, With 1049-17). ——— With 
Bracel 7 Br. 39.75 


2036-17). RGP/sb, With 1035-17). - edi With 
Br 37.50 A ace 
35.75 1014-With Cord 33.75 


9000-17). RGP/sb, With | 1030-17). RGP/sb, With 
29.75 Bracelet 35.75 Bracelet 35.75 racelet raceie 
2037-With Strap 


. sb, Cord 
1000-17). RGP/ 99.75 Strap : 
2010-Exp. Bracelet 33.75 (Yellow or White) 


2145-21). RGP/sb, With sets wits RGP/sb, With 2235-17). Automatic With 1231-17). Lady Waltham 
49.75 49.75 oe Steel Case. 500 Series with aa 


Bracelet $7.50 
1282-Exp. Bracelet 65.00 


1048-19). RGP/sb, bea 
Cord 39.7 trap . 
2204-Exp. Bracelet $7.50 1201- Bp w ap 59.50 
(both Yellow or White) 2280-Exp. Bracelet 65.00 : 
(both goid-filled cases) 


142-17). AGP/sb, Mag 2048-19). RGP/sb, With 
Brace 38.7 Strap 75 
in Strap 33.75 2147-Exp. Bracelet 49.75 1131-Exp. Bracelet 49. 3 
(both Yellow or White) 


For yourself... for a gift... now is the time 


to get a fine Waltham — one of the great names 
of all Time! Right now your jeweler is featuring a thrilling 
parade of Waltham watch values—prices lower than you'd 
think possible! Take your “pick of the parade” — all smart, 


contemporary designs... all precision-produced 
in the finest tradition of watchmaking. 


America’s First Watch. ..Now in Its Second Century | 


WALTHAM WATCH COMPANY °*: WALTHAM “The Watch City’’, MASSACHUSETTS 








Yaltham Parade of Watch Valugs: 
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Form a Colorfy! 

Parade in your 

OWN Window 

with these 

high-stepping 

cut-out figures 

Set UD, each 
o — « a | measures 9 

MOUNTED COUNTER CARD Se, pt x y aoe i from top to 

Serves as a Strong selling aid for counter ~s Sa ee fe bottom. 

or window— an eye-catching centerpiece ro 

for your ‘‘Waltham Parade of Watch 

Values’’. 11”x 14” 
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go with our Cooperative Advertising 
ee ee Sree Plan for the Waltham Parade of Watch 


Leads the parade of window shoppers right into your store! Values. They're lively sales-builders that 
mean watch business for you! 


Write or phone your wholesaler for these free merchandising aids and ask to 
see the Waltham Watch Line designed for the Traditional Watch Retailer. 






RADIO-TV SCRIPTS 





Persuasive word pictures toy WALTHAM WATCH COMPANY 
stimulate demand and steer say) 


i. ae consumers your way. 
WALTHAM ‘‘The Watch City’’, MASSACHUSETTS 
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work. It is harder, of course, having the quartz hardness. 
and it will give the 1.54 quartz reading on the refrac- 
tometer—Wwhen a reading can be obtained. | 
Pyrite, iron sulphide, is the actual mineral that is sold 
by the jeweler as marcasite. Both pyrite and marcasite 
are the same in composition and the name is carried over 
from the early days of mineralogy when no distinction 
was made between the two. Pyrite is actually used because 
‘t is a little more stable and comes in firmer pieces. Its 
use today is also a carryover from the past when cut steel 
was used in flashy pieces of jewelry. Marcasites looked 
much like the cut steel but were easier to handle and did 
not rust. They are cut abroad and cost almost nothing 
apiece—but total a lot of work before they are in a 
mounting. The cut is like the simplest of the old rose 
diamonds, a flat bottom and four facets. They look 
slightly yellower than steel, and are brittle. Many are 
broken in the handling, but the whole process is done so 
quickly and cheaply that little heed is paid to losses of 


this type. 





Profits Are Lost in Stoeckroom 


(From page 77) 


Upon receipt of the claim, the carrier may reconcile 
the information with any overages that exist and, if 
found, the missing carton is forwarded at once on a free 
astray billing and the claim then cancelled. 

If the merchandise is not subsequently received, and 
after ten days, the first letter of inquiry should be dis- 
patched to the carrier to determine the status of the 
claim. Thereafter a similar letter should be mailed every 
10 days until a month has elapsed from the time the 
claim was filed. If a settlement has not yet been made, 
it is best to telephone the claim agent or if the amount is 
large, to visit him personally. Demand that the claim 
agent give you either the money or the merchandise. Be 
emphatic and to the point. If the claim is not settled 
in another 15 days, see your lawyer. Usually a letter 
from a lawyer brings on a prompt settlement, especially 
if your case against the carrier is clear-cut. 

If any merchandise arrives in a visibly damaged con- 
dition, do not accept it. The merchandise is then returned 


to the shipper and it becomes his responsibility to file | 


claim. If he is a large shipper, he no doubt has a traffic 
department and could easily collect on a claim as car- 
riers are quick to protect their large accounts. However, 
if it is not practical to return the merchandise, the dam- 
ages should be outlined on the delivery receipt and claim 
filed using the same procedure as for loss. Be sure to 
retain the damaged merchandise until the claim is settled 
because carriers sometimes send their representatives for 
an inspection of the damaged items. 

If a concealed damage is found after the driver has 
departed, a letter should be dispatched to the carriers at 
once with an outline of the damage and a request for an 
inspection. If an inspection is made, the inspector’s name 
must be taken, and when claim is filed, should be put 
on the claim form. If no inspection is made, and the 
majority of times it is not, the claim should be filed after 
ten days. Concealed damage claims are the most difficult 
to settle and that is why extreme care should be taken to 
perform a careful examination when any freight is 
delivered. If an electrical appliance is manufactured in 
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Famous Diamonds of the World 
ENGLISH DRESDEN 


This large white diamond, named for E. H. Dresden, 
a London merchant who purchased it in the rough, has 
no connection with the Dresden Green, a smaller apple- 
green diamond owned by Saxony and displayed in the 
city of Dresden. The English Dresden was found in 
Bagagem, now known as Estrela do Sul, Brazil, in 1857. 
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It weighed 119 carats in the rough and was the second 
large diamond to come from these mines, the Star of 
the South (261 carats) having been discovered there in 
1853. 

The stone was cut in Amsterdam to a faultless gem of 
76 carats of the first water. It was bought by an East 
Indian merchant for a reported $200,000. When his for- 
tunes fell, he sold it to the Gaekwar of. Baroda, and it 
still remains among the crown jewels of the present 
Gaekwar. 

¥ 





the mid-west and then shipped to a wholesaler in New 
York who in turn ships to a jeweler without first opening 
and examining the contents, the delivering carrier rightly 
cannot be accused of the entire damage. He may have 
delivered it say from New York to Asbury Park, a totai 
of some 50 miles while another carrier brought it to a 
New York warehouse from a point 1800 miles away. 
Who is to blame? Rail carriers settle such cases amicably 
and to the satisfaction of those concerned and some of 
the motor carriers do also. Whenever a claim agent 
avoids his obligation, remind him that according to the 
terms of the bill of lading and certain sections of the 
Interstate Commerce Act, common carriers are liable for 
all damages including those of a concealed nature. What- 
ever division of the claim amount must be made between 
two or more carriers is not your problem but theirs. 

Loss and damage can take a. terrific bite out of the 
profits of your organization. There is no reason for it. 
The rules for recovery are simple and in most instances 
the amount of work involved requires less time than it 
takes to sell a man a watch. Develop a tight system on 
the presentation and follow up of your claims. Careful 
loss and damage control builds more profits. 
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19J 10KF—Strap 193 10KF—Cord 
$55.00 $49.75 






Aisenstien éx Gordon, Bua 


Wholesale Distributors 


712-14 Sansom St., Philadelphia 6, Pa. 
WAlnut 2-3995 


WHOLESALE 


A Stocks 


. advantageously located for your convenience 


THE BALL COMPANY 


6 NORTH MICHIGAN AVE., CHICAGO, ILLINOIS 
610 SOUTH BROADWAY, LOS ANGELES, CALIF. 
HOTEL CHARLOTTE, CHARLOTTE, NO. CAROLINA 
627 FIRST AVE. NORTH, MINNEAPOLIS, MINN. 





J. ALBERTS’ SONS INC. 


373 Washington Street 
BOSTON 8, MASS. 
Wholesale Jewelers Since 1898 


BAUMAN-MASSA 


Jewelry Co. 
720 Olive St. St. Louis, Mo. 


YOU can sell WALTHAMS 











SHOW WALTHAMS and 
you'll SELL WALTHAMS! 


JOIN THE PARADE AND CASH IN ON 
OUR COOPERATIVE ADVERTISING PROGRAM 


BALDWIN-MILLER CO. 


INDIANAPOLIS, INDIANA 





The BLUSTEIN Co. 


Eugene Sobel Harold Sobel 
318 9th St, NW. Washington, D. C. 
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2420 1317 


2 14K gold—Strap 195 14K gold—Cord 17J RGP/sb—Strap 


$135.00 $71.50 $33.75 








1406 2049 


19J 14K gold—Brac. 21J 14K gold—Cord I7J RGP/sb—Strap 
$71.50 $115.00 $39.75 





DISTHertee TION FOR SPEEDY SERVICE 


Write Now! Join the Parade. 
Greater Profit. Finer Value. 


JAMES J. BURKE COMPANY 


9th & Olive Streets St. Louis 1, Mo. 


WALTHAM LEADS THE 
PARADE OF VALUES 


HYMAN M. COHEN 


Complete Stock Carried At All Times for 
Immediate Delivery 


5 ST. PAUL ST. ROCHESTER, N. Y. 





The oldest wholesaler on the 

Pacific Coast is proud to dis- 

tribute WALTHAM —the oldest 
watch name in America 


BUTTERFIELD BROS. 


Since 1880 
PORTLAND, OREGON 


30 Years of Wholesaling 


Service to Jewelers 


THE A. H. FICKEN COMPANY 


850 Euclid Avenue. Cleveland 14, Ohio 





S. H. CLAUSIN & COMPANY, Inc. 


Spokane - Minneapolis - Salt Lake City 


The Northwest's Leading Distributor 
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WALTHAM 
AMERICA’S WATCH NAME 
FOR GENERATIONS 


The Gerwe Brown Company 
817 MAIN ST. CINCINNATI, OHIO 
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The Gorenflo Company 


1940 EAST JEFFERSON AVENUE 
DETROIT 7, MICH. 


THE HOUSE OF SERVICE 
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16S 21J Lever Set 19J 1OKF —Brac. 
$59.50 $55.00 








H. O. Hurlburt & Sons 


Wholesale Jewelers 


817 CHESTNUT ST., PHILADELPHIA 7, PENNA. 
ESTABLISHED 1814 


Authorized Distributors of Waltham Watches 





HALLETT BROTHERS CO. 


FORMERLY 
J. L TEETERS & CO. 


121 N. 9th ST. LINCOLN 1. NEBRASKA 


Our Sixty-First Year 


Serving the Mountain States Area 


The Albert F. Long Co.—one of Waltham’s new- 
est wholesalers—is extremely proud of its appoint- 
ment as the Mountain Area representative for this 
outstanding line of fine watches. 

Our representatives will be showing you the new, 
profitable 1953 line in the very near future. 


ALBERT F. LONG Company 
Colorado Building Denver, Colorado 


a 





WALTHAM WATCHES 


FOR FAST ACCURATE SERVICE 
SEND YOUR ORDERS TO 


B. M. HAMMOND CO. 


111 WEST COMMERCE STREET 
SAN ANTONIO 5, TEXAS 
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for Immediate WALTHAM Service 
you can depend on 


Since RD) 1875 





MANHEIMER 


WATCH COMPANY : 


FIFTY-FIVE EAST WASHINGTON ST., CHICAGO 2 
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2234 2046 113! 


$59.50 $39.75 $49.75 





17J 1OKF —Brac. 17J Chrome —Brac. 19J RGP/sb —Brac. 


2131 1013 2274 
17J RGP/sb —Strap 17J RGP/sb —Brac. 19J |OKF —Strap 
$49.75 $33.75 $65.00 
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DISTRIBUTION FOR 


WE HAVE SOLD WALTHAM WATCHES 
FOR 90 YEARS 


Fully Guaranteed 
NOW A DEPENDABLE WATCH 


M. S. PAGE CO. 


373 Washington St. 
BOSTON, MASSACHUSETTS 


Let Us Show You The New 
Waltham Line 


E. W. Reynolds Company 


Los Angeles San Francisco 
Honolulu Phoenix 





D. C. PERCIVAL & CO., Inc. 


Serving the Jeweler Since 1864 
WALTHAM DISTRIBUTORS 


In New England, New York State, 
and No. Penna. 


373-387 Washington St. BOSTON, MASS. 


E.H. Saxton Company 


Established 1885 


Serving New England and New York State 
Retailers with Complete Stocks and 
Prompt Service on New Waltham Watches 
BOSTON 8, MASS. 

387 Washington Street 





GEPHITIPS€0. 


Swi r/ —— 
"Redes yeti ERY (Zante or used in a Jewelry She 


116 S. Salina St. 139 Penn Ave. 216 N. Second St. 


Syracuse, N. Y. Scranton, Pa. Richmond, Va. 
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We Salute A Fine Watch 


The Wallenstein-Mayer Company 


31 East Fourth Street, Cincinnati, Ohio 


Wholesale Jeweler 


50 years of service plus 


Write for our 1953 Annual Catalog 
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1. An authentic re-creation of an early 
American masterpiece, this 9-stone sun- 
burst brooch is custom crafted by Konite. 
From A. Sauer & Co., Cincinnati, Ohio. 


2. For mothers and grandmothers is this 
disc charm bracelet engraved with names 
of children or grandchildren. Available 
in 14K gold, sterling silver, and gold- 
filled. From Charm Craft Corp. of N.Y. 


3. For Valentine's Day Wadsworth intro- 
duces this compact of silverplate with 
a satin swirl finish, The compact fea- 
tures a rhinestone heart. Retails at $10. 


4. "Royal Heir,’’ a sterling silver baby 
rattle in the Victorian style, is priced 
to retail for $8.00, F.T.1. From Graff, 
Washbourne & Dunn, Inc., New Jersey. 
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5. Representative of the ‘53 Jems col- 
lection of hoop earrings are these three 
styles. In the popular price category, 
they are from the JMS Jewelry Mfg. Co. 


6, "Look-In-Glass,"" a Volupte compact, 
opens like the slide-type pocket watch 
and is completely automatic in action. 
In silver and gold colors, $7.50 retail. 
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Ne WwW ... Theyre yours 


to profit by. . 


|. As part of its 60th anniversary cele- 
bration, Poole Silver Co. is introduc- 
ing this oblong chafing dish. Heavily 
silverplated, it retails for $120 FTI. 


4. "Calchron" automatic electric cal- 
endar clock is 4" high and 734" wide. 
In walnut and ebony colors, it lists at 
$14.95. From Pennwood Numechron Co. 
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2. This mantel clock has an eight-day, 
key wound, pendulum movement in a ma- 
hogany case. With Westminster chimes, 


$75 retail. By Herschede Hall Clock Co. 


5. "Rudder" is a Seth Thomas electric 
clock with bell alarm; has a cork case, 
ebony base and brown ship's wheel with 
brass spokes. Retail price is $10.95. 





3. The “New Cue" is a General Electric 
alarm clock with luminous hands, hour 
dots, styled in ivory plastic with a 
black face. Fair trade price is $6.95. 


6. Craftsman has created this elegant 
Coronation ladies’ billfold of Floren- 
tine goatskin in honor of Elizabeth's 
forthcoming Coronation. Retails at $5. 











1. Designed for fashion-conscious women 
is the "Tailored Lady" watch by Tissot. 
It is set with 26 diamonds and features 
a 17-jewel movement in a tiny case. 


2. Stylish in conception, this LeCoultre 
Imperial bracelet watch incorporates the 
LeCoultre back-wind feature. Watches in 
the Imperial series retail from $300 up. 


3. This miniature ladies’ self-winding 
Eterna-Matic has raised numerals, ebony- 
black dial and classically styled case. 
In 14K gold-filled case, it retails for 
$71.50; 14K gold model retails for $100. 


4. Capturing the mode of the moment in 
dignified masculine style, the Longines 
"Cameron" comes in a gold-filled case, 
with an alligator strap. The "Cameron" 
is priced to retail for $71.50, F.T.I. 
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5. This novelty watch case features a 
roulette wheel and a dog-race game. The 
case accommodates an 83, ligne move- 
ment. Price to importers and manufac- 


turers is $5.50. I. D. Watch Case Co. 


6. Priced from $39.75 to $59.50, these 
17 and 21-jewel Gruen watches combine 
dust and shock resistant advantages and 
ultra-modern dials. From left to right, 
the Winner,” "Grandeur," and "Fame.’ 
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Ne W ... Theyre yours 


to profit by. . . 


|. Kreisler's "Double Feature" bracelet 
has genuine leather inserts joined to an 
expansion back. It has 1/20th 12K gold- 
filled top and stainless steel 
"Double Feature" retails at $12.50 FTI. 


back. 


4. For owners of round wrist watches, 
Foster has designed this watchband with 
special end connectors curved to fit 
watch contour. It retails at $3.75 in 


gold-filled; $2.55 in 


FOR FEBRUARY, 1953 


stainless 


steel. 


2. ‘Adoration,"” left, and ‘First Love," 
right, are additions to the Gemex Sonata 
and Rhapsody series. Available in yel- 
low, white or pink gold filled, each 
band retails at $9.95, federal tax inc. 


5. The "Viking" bracelet by Benrus is 
made of 1/20 12K gold with a stainless 
steel back. The streamlined style has 
been designed to blend with most watch 
cases. No retail price established yet. 





3. This addition to Kestenmade's ''Wood- 
land" watchbands for men features nat- 
ural tropical hardwood links in black 
ebony, dark brown Africowood, or tan 
Tulipiwood. It retails at $10.95, FTI. 


6. The Flex-Let "Round-About" is an ex- 
pansion band contour-engineered so as 
to blend with round watches. The gold- 
filled model retails at $10.95 FTI, and 
white stainless steel style is $6.95. 
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New Terrace Tumblers 
In Self-Selling Gift Box 


Here’s a Fostoria gift package that’s 
new and functional from top to bot- 
tom. The beautiful Terrace Tumblers 
are hand-shaped and flame-polished, 
designed for casual living and in- 
formal entertaining. The smart grey 
carton is an attractive gift box, a 
sturdy mailer and a selling display 
—all in one. The two styles are 
“Dawn” (a crisp, refreshing design, 
reflecting light with sparkle and 
charm) and “Dusk” (has a relaxed, 
hand-crafted appearance, glowing 
with subdued light). Both are very 





durable, may be stacked without 
wedging or sticking. Ice Teas and 
Waters come in gift boxes designed 
and priced for volume selling. Box 
of 8 Ice Teas retails at $8.50*, 8 
Waters, $7.50*. Gift boxes, all packed, 
come in master cartons of 8 gift 
boxes each. Master cartons accommo- 
date only one size (either Ice Tea 
or Water) but you may mix colors 
and styles in a single master car- 
ton. Contact your Fostoria repre- 
sentative or order directly from the 
factory —today. 


*Slightly higher West of the Rockies. 
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FOSTORIA GLASS COMPANY 
Moundsville, West Virginia 


Member Glass Crafts of America 
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fashions. 


home 
ACCeSSOrIES 


Just as the jeweler thinks of 
silverware in connection with a 
wedding ring sale, so he should 
coordinate his thinking—and 
selling—of china and glass 

with silverware. And follow 
through on home accessories. 
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etting Conte 


The success of the contest is indicated by this large throng which gathered outside the store entrance. 


Orn: of the most successful contests ever run 
by a silverware dealer occurred last spring in the small 
town of Lima, New York. The event was conducted by 
Shacter’s Jewelers, a leading jewelry and appliance firm 
there. The overwhelming public response to the contest 
and the unprecedented sales resulting from it were sen- 
sational in every respect. 

Shacter’s is owned by Richard J. Shacter and his wife 
and is operated by both with the help of one other person. 
The contest was run with a minimum of expense combined 
with maximum effort on their part. Several things resulted 
from it, which gave conclusive evidence of its success. 
During the week of the contest, held from April 21 
through 26, more than 1,600 people came into the 
store. (The entire population of Lima is only 1,144!) A 
total of 76 new accounts were opened, and sales of silver- 
ware alone amounted to more than $1.300. 

The plan for Shacter’s outstanding event was based on 
a table setting contest plan of the Holmes & Edwards 
Division of The International Silver Company. This plan, 
offered in booklet form, is available to dealers and out- 
lines in consecutive steps how to arrange a table setting 
contest. 
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The booklet also illustrates and makes available lay- 
outs for advertisements, posters, countercards, ballots, and 
general instructions for setting tables correctly. 

Actual planning took about a month before the opening 
date, during which time the couple invited eight women’s 
organizations in Lima to participate in the competition. 
All of the organizations accepted, including church, civic 
and auxiliary groups. 

Each club was asked to arrange a table setting which 
might be a formal or informal dinner, luncheon, break- 
fast, buffet, etc. Shacter’s supplied flatware, giving the 
clubs their choice of any of six patterns. The clubs fur- 
nished their own linens, china and centerpieces. 

At 9 AM on Monday, the opening day of the contest. 
each organization set up its table in Shacter’s Jewelers. 
Bridge tables were used for displaying the settings, and 
were lined against one wall of the store for public view 
during the entire week of the competition. Actual floor 
space used for the tables was about 50 feet in length, and 
four feet in width. 

Competing for First Prize, a 52-piece service for eight 
in Holmes & Edwards’ new “Romance” pattern, were 
these groups: Catholic Daughters of America, Eastern 
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The table setting contest drew large crowds every day. 


* Standing Room Only. 


Star, American Legion auxiliary, Home Bureau, Lima 
Grange, Quaere Club, Thursday Club, and the Women’s 
Association of Lima Presbyterian Church. These organi- 
zations were chosen in order to represent the largest 
number of women in the community. A Second Prize 
consisting of a $25.00 gift certificate and consolation 
prizes for the six remaining groups were also to be 
awarded. 

Judging for the most effective table setting was based 
on ballots cast by club members and the general public, 
all invited to come in and view the tables throughout the 
week of April 21. The best table arrangement was de- 
termined by the largest number of votes cast. 

To arouse public interest in this contest among the 
town’s leading women’s groups, newspaper ads and direct 
mail advertising were employed. An ad was run in three 
weekly newspapers announcing details of the competition 
as well as drawings for prizes to be made at the conclu- 
sion. Direct mail announcements went out during the three 
weeks preceding the contest, totaling 30,000 in number. 
Newspapers in that area also carried stories publicizing 
the event. 

(Please turn to page 171) 
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Eight women's organizations in Lima, New York, participated in 
the contest. The winner was awarded a 52-piece silver service. 
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|. “Country Garden"—all over bouquet 
handpainted on Tweed-Tex ground with the 
hollowware in celadon green in contrast- 
ing heavy texture; |6-piece starter set 
retails for about $14. Just introduced 
by Red Wing Potteries, Red Wing, Minn. 


2. Sparkling new is the "Snowflake" de- 
sign, showing various forms of flakes in 
white enamel against a deep green back- 
ground; pattern is finished with lines of 
platinum. One in series of new patterns 
by Castleton China, Inc., New Castle, Pa. 


5. Just introduced — this luxurious _ pat- 
tern of gold on white with the delicate 
scrolling of Heinrich & Co.'s "Baroque" 
shape handpainted with fine mat gold; 
5-pc. place setting retails for $13.50. 
From the Geo. Borgfeldt Corp., New York. 





3. "Bella Perona" floral, suitable for 
either traditional or modern setting, is 
done in yellow, coral and green with the 
shoulder in rich brown; the design also 
appears with the shoulder in mint green. 
From Flintridge China Co., Pasadena, Cal. 


4. New pattern in bone china dinnerware 
is the “Litchfield,” which shows group- 
ings of everlasting flowers worked out 
in shaded tones of yellow and brown; 5- 
piece place setting retails for $14.75. 
From Josiah Wedgwood & Sons, Inc., N. Y. 


6. Modeled by British sculptor George 
Henry Paulin, these composition busts of 
Queen Elizabeth II and the Duke are on 
the approved list, may be retailed here 
for $5.95 a pr. Imported by Charles La- 
malle, sold by William Streeter, N. Y. C. 
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Theyre New... 


nd Home Accessories 


|. Spades, hearts, diamonds, and clubs 
fashioned in bronze trimmed with brass, 
these handsome ashtrays are brought over 
from Austria, and each may be retailed 
for $6. They are sold only through the 
Hudson Art Importing Co., Inc., New York. 


4. Group from special assortment of ac- 
cessories in Peerage brass from England; 
richly embossed, the pieces include jugs 
jardinieres, planters, wall pockets, and 
cachepots assortment packed in England, 
and sold by S. P. Skinner & Co., New York. 
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2. New "Harvest" design in plastic play- 
ing cards for bridge shows ripe fruit, 
golden wheat and flowers in full color; 
in black plastic case, a set retails for 
$7.50; individual decks, too. Made by 
Kem Plastic Playing Cards, Inc., N. Y. 


5. Influence of early Victorian period 
appears in Spode's “Cowslip" pattern in 
earthenware; flowers painted underglaze 
in rich enamel colors with brown bead- 
ings; done on the Chelsea Wicker shape. 
From Copeland & Thompson, Inc., N. Y. 


They're Selling 





3. Large-capacity soup tureen and stand 
made in Baronet china is decorated with 
"Minerva" pattern, a single rose in pale 
green highlighted in gold, and leaves of 
gold; it may be retailed for app. $36.50. 
From Fisher, Bruce & Co., Philadelphia. 


6. Available in two new glazes is this 
Wheat design in Franciscan dinnerware; 
originally made only in “Harvest Brown,” 
it is now presented also in "Summer Tan" 
and "Winter Green"; starter sets, $10.95. 
By Gladding, McBean & Co., Los Angeles. 
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Heavy promotional emphasis is placed upon silver 


in this Kentucky store, but the chief aim of the 


entire program is to make teen-agers silver-minded. 


In doing so, the store has doubled its silver sales. 


a Elmer T. Herzog, in business at the 
same Covington, Ky., location for 34 years, has always 
done a successful job of selling silverware. But five years 
ago he decided there was a need for development in this 
important branch of his business, and evolved a set of 
promotional ideas which, when carried out, doubled his 
silverware sales. They are ideas that can be used by 
every jeweler who is searching for sound ways to in- 
crease volume. 

‘“Qur most important promotional project is aimed at 
making young people silver minded, and getting the girls 
to begin building their silverware—a piece or a place 
setting at a time if necessary—at an early age,” Herzog 
stated. 

A well planned mailing piece is considered the first 
step essential in accomplishing this goal. “Each spring 
a personal letter is sent by our store to every girl in the 
senior class at the five public, parochial and private high 
schools in our selling area,” Herzog explains. “The letter 
is a friendly one, congratulating the girl on her approach- 
ing graduation, and stating that we would like to give 
her a gift which we think she will always treasure—a 
sterling silver teaspoon in the pattern of her choice. 
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By carrying an extensive fine of silver, Elmer Herzog appeals 
to a well diversified market, both pattern and dollar-wise. 


“The letter then invites the graduate to come into the 
store. and reminds her to bring the card enclosed in, the 
letter entitling her to a beautiful teaspoon. We always 
specify a two or three-week period in which the git 
may come in for their gift so that the responses, will n¢ 
be strung out indefinitely.” f 

On the average, 450 of these letters are sent each yeah 
Lists are obtained the February preceding graduation; 
usually Herzog asks a girl enrolled at each school 
secure the necessary names and addresses for him, an 

(Please turn to page 166) * 
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New York Gift Show 
ebwony 23-27 


HOTELS STATLER & NEW YORKER 


Sponsored by NATIONAL GIFT AND ART ASSOCIATION, INC. ® Directed by GEORGE F. LITTLE MANAGEMENT, 220 Fifth Avenue, New York 1, N. Y. 
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Samuels’ clock department, occupying the rear section of the store, features a wide selection of merchandise. 






Gift Emphasis, Mass Display Make Clock Sales 


Since clocks are traditional jewelry store merchandise, this California 


jeweler sees to it that customers are constantly exposed to clock displays. 


As a result, when they think of clocks they also think of his store 


Recarpinc clocks as a highly desired, 
traditional gift, and separating them entirely from the 
watch department, is a policy which has resulted in 
increased volume in this department at the Albert S. 
Samuels Co., jewelers of San Francisco, California. 

Albert S. Samuels, head of the firm, feels that many 
retail jewelers have lost sight of the fact that clocks have 
been for centuries appropriate gifts, and in fact, one 
solution to gift-buying problems for many present-day 
purchasers. With at least nine out of ten clock purchases 
made in the store on a gift basis, he has been careful 
to separate the clock department entirely from the watch 
section, and to treat the clock displays entirely as gift 
suggestions. Combined with a “mass display” so impres- 
sive that few store visitors ever forget it, this has led to 
a much larger percentage of clock sales in the store’s 
annual gift volume. 

The clock department, as illustrated, consists of no 
less than eight large wall sections of clocks, which extend 
in semi-circular fashion from one rear wall of the store 
to the other. This amphitheater-like layout was deliberately 
designed by Samuels, with clocks in mind, on the theory 
that the graceful arrangement encourages gift purchasers 
to browse along the wall display from one side to the 
other, with no other item to distract their attention. 

The eight bays consist of gray wooden shelving, against 
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by ROBERT LATIMER 


which all clock finishes, whether dark mahogany, light. 
woods, metal, etc., contrast sharply. Each bay displays a 
different variety of clock, beginning on the right with a 
dozen styles of banjo clocks, suspended against a flat 
panel; next several fine examples of marine clocks, of the 
chronometer, navigational and brass-cased models. Next 
to this is a complete selection of “miniatures” including 
hideaway, folding and travel clocks by leading manv- 
facturers. Three more bays are given individually to 
mantel clocks of various types, including both electric 
and spring-wound models, and ranging from the familiar 
hump model to ultra-modern, all-glass-cased varieties. 
The final section is devoted to instrument types of clocks, 
including military, aviation, and naval models, which 
show a high degree of acceptability as gifts for men. As 
a final touch of interest, on the extreme right end, an 
antique grandfather’s clock is mounted on the wall. 
“Clock merchandising is not complicated,” Samuels 
said. “Success in this department is primarily a matter 
of carrying a wide selection, staying strictly away from 
novelty types which show only a passing interest on the 
part of conservative customers. Almost everyone, we [ 
have found, is interested in clocks to some extent, with 7 
(Please turn to page 150) 
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TIMELY. . . TIMEX “Sportster” and “Marlin” are 
right in-line with the public's demand ff 
for waterproof*, dust-protected | 
and shock-resistant watches! i 


TURNOVER .. . TIMEX popular $9.95 to os 
$11.95 (plus Federal Tax) price ren — 
range fits your volume sales bracket. ; 0d Sie, 


L. 
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This dramatic half-page 
ad spearheads a 
powerful advertising 
campaign in America’s 


nae ee ymer 
p lications: 










TRAFFIC. .. TIMEX national advertising 


LIFE 

SAT. EVE. POST 
QUICK 

PEOPLE TODAY 





Only TIMEX has the revolutionary 
V-CONIC movement with Arm- 


alloy bearings, far more enduring 


than many “conventionally | jewelled 
movements. Unique cone-shaped 
balance staff is shock-resistant. And 


Timex can't be overwound! * Stays waterproof os long os crystal, TIME : 
crown and back are intact and, if removed, 
expertly replaced. 


THE UNITED STATES TIME CORPORATION World's lorgest Manufacturer of Wrist Watches 
500 Fifth Avenue, New York 36, N. Y. 
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Glamour Treatment tor a 


Small-Space Gift Section 


by AL. P. NELSON 


Waren Art Tromblay, jeweler at 325 
Ashmun St., Sault Ste. Marie, Mich., decided to establish 
a gift department several years ago, he faced two im- 
portant problems. The first was how to make a gift 
section distinctive and outstanding in a small store. The 
second problem was to give the department individuality. 

Tromblay solved the first by creating an archway into 
a space designated as a gift section at the rear of the 
store. The section was small—only six by ten feet—but 
the archway arrangement made the gift area look like a 
separate store and gave it considerable appeal. Small 
white wall shelves, made from one-inch-thick lumber, 
enabled him to show a good display of gift items very 
distinctly. 

Customers responded immediately and gift sales began 
to rise. Many women liked to browse in the little gift 
room where they discovered a wide variety of objects 
ranging from small pottery pieces to dinnerware, figurines 
and glassware. 

As Tromblay’s gift business began to increase he found 
he needed more space. This was secured by taking over 
part of a wall section in the jewelry division and convert- 
ing it into a gift area, too. A red-roofed canopy was 
added to the white shelving giving individuality to the 
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Small white-painted shelves lining the walk 
of the gift department permit a neat showing 
of extensive part of the gift items carried. 
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Small gift section at rear of store could not be increased in 
size so canopied section was brought out on one side of store. 


entire gift department. Located adjacent to the smal 
sift room, the new roofed display area gave a continully 
to the gift division which made its appeal considerably 
creater. Indirect fluorescent lighting was placed unde! 


the overhang. 
(Please turn to page 156) 
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are in Aristocrat Case. 
Classic silver overlaid handles. 
$43.00. Other Steak and Carv- 
ing Sets as low as $8.50. 












Matching Carver, Slicer, Chef, 
Utility and Paring Knives in 
Jewel-Box Chest. Ivory mela- 
mine handles. $19.95. 
Knives available 
open stock. 
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Eight Fruit & Cheese 
Knives in Aristocrat 
Case. Vogue han- 
dies. $20.00. Other 
sets from 4 to 8 
pieces, $10.95 to 












Carver, Slicer and Fork in 
Jewel-Box Chest. Vogue 
handles. $26.00. Other 
sets, 2 other handle styles 
available, from $9.00 to 
$134.50. 
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Full Color Ads Push 
arvel Hall Spring Sales 





Tell millions of readers 
Carvel Hall Cutlery is the 
perfect gift for... 


oo 


WEDDINGS 
ANNIVERSARIES 





at 


‘SHOWERS 
* BIRTHDAYS 
MOTHER’S DAY 










You can’t miss in 1953 
with these 


oan ll exclusives! 


Only Carvel Hall Cutlery offers you such sales 
compelling features as: strikingly provoking 
FULL COLOR ADS, 2 world-famous PERSONALITY 
ENDORSEMENTS, smart GIFT PACKAGING, trend- 
setting DESIGNS and STYLING and lifetime 
SERVICE and QUALITY GUARANTEES. All you 
need do is display Carvel Hall Cutlery .. . it 
sells itself. To cash in on this fast-moving line, 
call your wholesaler now or write CHaAs. D. 
BRIDDELL, INc., Crisfield, Maryland. 





FINE CUTLERY 
by Briddell 
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Store Protection 
(From page 89) 


Sneak thieves commit more crimes and cause larger 
losses every year than burglars. They commonly work 
in “pairs, one of whom may be a woman. The men are 
well dressed and excellent talkers. The women are usually 
strikingly handsome and use their beauty to distract 
clerks. Before a job is attempted, they often visit a store 
several times to disarm suspicion. 

Here are a few pointers well worth remembering. Never 
be alone in your store if you can avoid it. Sneak thieves 
customarily operate when only one person is present. Be 
on your guard if several strangers enter about the same 
time, especially if they scatter about the store. Two or 
three sneak thieves may come in together or within a 
short time. While the others engage the jeweler in con- 
versation, a member of the gang will carry away a tray 
of diamonds or other valuables from the showcase, the 
show window or even from the safe. 

Beware of any stranger who is eating an apple or suck- 
ing an orange. Loose diamonds or even rings can be placed 
in the apple core or the emptied orange which is thrown 
into the street for a confederate to pick up. 


TO PREVENT LOSS THROUGH WINDOW SMASHING 


Tempted by a display of some 75 watches, a thug 
heaved a brick through a Des Moines jeweler’s window 
expecting to scoop up the merchandise. To his surprise, 
the brick made a huge hole in the display window, but 
the hanging inner sheet of g!ass swung back a few inches 
and returned unbroken to its original position blocking 
access to the merchandise. 

Now there is no reason why jewelers should suffer 
losses through window smashing; it is easily prevented. 
Hang an extra pane of unbreakable glass or a strong orna- 
mental grating a few inches inside the pane. 

Last year a St. Louis, Missouri, jeweler’s front window 
was smashed at 5:08 A.M. and $2,500 in jewelry was 
taken. If the jeweler had taken precautions, this high 
loss would have never occurred. 

Make it a point of always taking out valuable mer- 
chandise every night. Just a few novelty items or some 
silverware will remind people that you sell jewelry. 


GUARD THE FRONT END OF YOUR STORE 


An excellent precautionary measure is to have some- 
one at the front end of your store every minute during the 
day. You can be certain of this by assigning a definite 
post to every salesman. Should a customer ask the man 
at the door for an article not sold at his counter, let him 
either refer the customer to the proper section or call 
another salesman to take his place. 

By having someone at the front end of the store you 
can be certain that all persons entering will receive 
prompt attention. But more important is the fact that 
everyone who comes in will be seen and can be identified 
in case of a loss. 

For that reason, select an employee with a good sense 
of perception—one who can spot identifying scars or 
marks and can give a clear description of what he has 
seen. This man can also keep his eyes on all counters 
and on the show window, detecting sneak theft and being 
in a position to catch a window smasher. 
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All your employees are definite factors in the safety 
of your stock. Therefore, discuss safety with them at 
frequent intervals. It will make them more alert ay) 
careful and may result in your receiving some valuab|, 
suggestions. 

Of all the precautions you can take, perhaps the mog 
impressive is a prominent display of your Jeweler’ 
Security Alliance signs and certificate. Experience; 
crooks stay away from stores displaying JSA signs. 





Clock Sales 


(From page 146) 

the result that there are few customers shopping in the 
store for any purpose, who do not take a few moments 
to look over the clocks on display. Therefore, the size of 
the display is paying results from several standpoints, 
First, the casual store visitor will remember the extent 
of the clock display, whenever a gift purchasing necessity 
comes around. Second, impulse buying on the part of 
customers who are charmed with a particular clock 
model has become a surprisingly important factor in 
overall sales. Finally, the big mass display automatically 
suggests a solution to gift-buying problems to every 
customer who comes in with an indefinite idea as to the 
gift they intend to purchase.” 





‘Three on the Aisle’ 


The “Three C’s” of diamonds were explained in a 
newspaper ad by Deister and Butler, Elmira, N. Y. jew. 
elers. The ad featured sketches of three combinations of 
wedding and engagement rings and was captioned: 
“Three on the Aisle.” 

The copy read: “We always emphasize these Three 
C’s when we rate the value of diamonds—Cut, Color, Clar- 
ity. Every diamond here is measured by Three C’s, be- 
cause lasting beauty as well as lasting value depends upon 
these Three C’s. You can’t wish real value nor lasting 
satisfaction into a second-rate diamond.” 





Selling Slants... 


Offer customers a_ substantial discount 
(something practical and they turn their 
backs. But give them a discount in terms of 
free entertainment (a luxury) and they'll be 
quick to grab the offer. 

Take the case of a certain appliance dealer 
who found that people didn’t respond to his 
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ads when he offered a $30 slash on the price 
of certain appliances. 

So he teamed up with a local theatre man- 
ager and offered his customers a 52-week 
book of movie tickets with the purchase of a 
major appliance. 

Value of the ticket offer was about $30, 
also... yet people practically stampeded his 
store. 
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BigBuyeronherown! Getting gifts galore? 
Earnings and allowances give For birthdays, graduation, THAT YOUNG WOMAN 
these girls $3,700,000,000 a Christmas, hope chest. And 


ry P year to spend, wrednageas And givers nearly always buy her IN HER TEENS 
they fancy jewelry! just the gifts she wants. 





8 | Coaching Mom, Dad! Here comes the bride? 
' Spark behind the second big More girls marry at 18 than 
family furnishing. Prompting at any other age. They’re 
purchases of new flatware, picking products, buying 
china, glass and appliances. brands now for “that day.” 


THERE’‘S ONE BEST WAY TO REACH THE 7,500,000 


YOUNG WOMEN IN THEIR TEENS: 


seventeen sells 


NEW YORK * BOSTON * CHICAGO * HOLLYWOOD * ATLANTA 
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Glassware 


602/137 ; 
$19.75 $19.75 


Prices Retail 


WORLD-FAMOUS 


WATERFORD 


lead crystal jugs from Ireland, modeled and cut in the 
tradition of old Waterford—four from series of six styles, 
sold in assortments of 12, two pieces in each design. 


Styles not shown: Retail $13.75 and $11.50 
On Exhibit at the Trade Shows 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 EAST 23rd STREET, NEW YORK 10, N. Y. 


1355 Market St. (Mdse. Mart) 44 York Street, 
San Francisco 3, Cal. Toronto, Ont., Canada 
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by MADELINE LOVE 


ee necessarily before the two china and glass 
shows were held in Pittsburgh this month, a fyl| 
market story cannot, of course, be given here. But ad. 
vance information and previews of some of the new lines 
make it possible to give a rough estimate of the 1953 
market possibilities in this field, and what the jeweler 
found when he attended the shows. 

For one thing, he found that prices are generally higher 
than they were in January, 1952. Few jewelers would he 
greatly surprised by this, since the upward trend has been 
perceptible all through the past year, forced by increased 
production costs and wage advances. This is true in both 
dinnerware and glassware, and is so widespread through- 
out the industry that retailers have simply had to accept 
it. No one wants these increases, neither the retailer nor 
the manufacturer, but both have come to recognize it as 
a mutual, not a unilateral, problem. 

A more pleasant “find” at the shows, however, is the 
wealth of new designs, textures, and colors which were 
indicated by the rather limited number of items to be 
seen prior to the opening. Some of these designs have 
actually been market-tested and represent selections made 
by consumers in special displays at retail stores. And 
most of them show that manufacturers and importers 
alike have been making a studied effort to swing china 
and glass into the high fashion field. 

There appear to be two prongs to the style story, one 
leading to greater elegance, the other to increased, or at 
least continued, interest in the sort of designs we think 
of as “casual.” Both ideas are expressed in the new lines 
of china, earthenware and glassware, and the smart jew- 
eler will want to have both on his shelves. 

Floral patterns are everywhere, some of them delicate 
and/or stylized, some big and sprawly. Almost all are 
brilliantly colorful in themselves or appear against a color 
background. In the more formal styles, the majority of 
the manufacturers have completed these designs with 
platinum lines or bands, rather than gold, or have simply 
used the platinum against a solid color as a decoration 
in itself. 

In the less formal lines, texture has become an im- 
portant style note. A grainy, pebbly, or tweedy surface, 
decorated or undecorated, appears frequently in dinner- 
ware. And texture is seen often in glassware, too, in the 
form of optics, ribbings, crackled or dimpled effects, in 
many imaginative styles. 

Colors in glass tend toward the delicate—some of them 
are honey, lime, tokay (a subtle pink), turquoise, smoky 
chartreuse. Color is applied, too, and there is quite a lot 
of encrusted gold and silver. Then there are the new com- 
binations of glass with such other materials as wood, 
wire, wrought iron, or brass, especially in the more casual 
lines. But there are also many new formal cut stem- 
ware lines to fit into the increasing consumer demand for 
elegant table appointments. 
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HE china industry lost one of the best-loved figures 
‘1 mid-December in the death of Walter Straub, part- 
ner in the firm of Paul A. Straub & Co., Inc., and brother 
of its president. Mr. Straub, who was 78 years of age, 
was ill only three weeks. He had spent most of his adult 
life in the china and glassware field, traveling for many 
years and more recently stationed at the New York head- 
quarters. He leaves his widow and two daughters. 
During the same week occurred the death of another 
prominent figure in the ceramic field—Brad Keeler, Cali- 
fornia manufacturer of artware and accessories. Only 
39 years old, Mr. Keeler suffered a heart attack. These 
two deaths, so close together, provided an unhappy coin- 
cidence, since the Keeler lines are represented in the East 


by the Straub firm. 


* * * 


A BREAKFAST for buyers will again be one of the fea- 
tures of the New York Gift Show, set for February 
23 to 27 at the New Yorker and Statler Hotels. The 
breakfast will be held Wednesday morning, February 25, 
in the Cafe Rouge of the Statler Hotel. On that same 
evening, the show will remain open until 9 o'clock for 


the convenience of local buyers. 
e * * 


ED WING POTTERIES, of Red Wing, Minn., cele- 
brated its 75th anniversary in December with a press 
party at La Vie en Rose, New York. At the same time, 
a new dinnerware shape with a surface texture called 
Tweed-Tex was introduced, decorated with several new 


patterns. 





EES & ORR, New York distributors of decorative 
accessories, have been named national sales repre- 
sentatives for Gundersen Pairpoint glassware. The glass 


is manufactured in New Bedford, Mass. 
* * 7 


ORNELIUS FLIASHNICK, who has been in charge 
of the glassware division of Hambro House, Inc., for 
some time, has been named managing director of the divi- 
sion, which represents three lines of Swedish glassware— 
Kosta, Boda and Afors. The firm has moved from Easi 
o4th Street, New York, to new quarters at 21 East 26th 


Street. 
4 * = 


_ for additional regional gift shows have been 

announced, three of them under the management of 
Walter E. Offinger. They are: Indianapolis, at the Hotel 
Claypool from March 15 to 18; Ohio, at the Deshler-Wal- 
lick Hotel in Columbus from August 30 to September 2; 
and Detroit, at the Statler and Sheraion-Cadillac Hotels 
from September 6 to 10. And the Spokane (Wash.) Gift, 
Stationery, Toy, Jewelry and Housewares Show is sched- 
uled for March 1 to 3 in the Davenport Hotel. 


* *% * 


AMUEL KEEPNEWS, chairman of the board of the 
Gift and Decorative Accessories Association of 
America, has asked Miss Anne Saum, of the New York 
University School of Retailing, to be the guest speaker at 
both the Chicago and New York retail group meetings. 
She will address the midwestern group at the Palmer 
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19 East 26th Street (Near Sth Avenue) 


, 


OPEN STOCK 
DINNERWARE 


She iZ uritan 


Pattern No. 8069 
in Palladium 
from 


LORENZ 
HUTSCHENREUTHER 
AVAILABLE IN 
OPEN STOCK 


AND 94 AND 64 
PrEcE SETS 


New York 10, N. Y. 








a 


FOR FEBRUARY, 1953 


153 











L de since 1770 


THE VWFINE ENGLISH 


DINNERWARE 


COPELAND 
AAS: 
SPOD 
STI 
ENGLAND 








Fine English Earthenware 
' ; SPODE 
English Bone China COPetancs Crima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


Kings/e 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 
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350-380 SOUTH RAYMOND AVENUE 
PASADENA 1, CALIFORNIA 
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The smart, the adaptable fine dinner china pattern in eight sparkling 
shades. Dark teal green, light sage green, grey, blue, coral, yellow, pink, 


and sand. $15.50 a 5-pc. place setting. Write for your free folder. 
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HEIRLOOMS of TOMORROW 


World's largest manufacturer of fine porcelain lace figurines 


presents lovely POWDER BOXES 


(wonderful as Ring Boxes, too!) 





Beautiful powder or ring boxes for vanity or 
dresser. Covered with porcelain lace and hand- 
made flowers. Illus. are Nos. 1428-1430-1431. 
Popularly priced from $2.50 to $3.75 wholesale. 


Write for catalog of complete line. 


HEIRLOOMS of TOMORROW 


3601 AVIATION BLVD. — MANHATTAN BEACH, CALIF. 
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y 3, and on February 24 will speak at the 
New York, at the combined meeting of 
tional retail divisions of the asso- 


House F ebr uae 
Hotel McAlpin, 


the eastern and the na 


ciation. * * 


OTTAHEDEH & SONS, New York importers of an- 
tiques and accessories, have appointed the Rogers 
Co., of Dallas, Tex., to their sales organization. The 
Rogers firm will represent Mottahedeh in the entire South- 


territory. 
western y — 


MITCHELL, advertising director and sales promo- 
K. tion manager of M. B. Daniels & Co., Inc., New 
York giftware importers, was guest of honor at a dinner 
given January 2 at the Oliver Cromwell Hotel to celebrate 


his 30th year with the firm. 
‘Selling Up’ Methods 


(From page 106) 





is willing to spend about $50 for a watch he is purchas- 
ing for himself, we will not find it difficult to trade him 
up to $60 or $65. If he reveals that he only wants to 
spend $30 or so, we cannot expect to get him much 
above $45. In all cases, however, we definitely attempt 
to trade the customer up on the basis that we are selling 
him long continuing service, dependability, and a known 
brand.” 

lf the customer is willing to be traded up toward the 
better-price bracket, Clarence or Leonard Studer merely 
escort him to the case which contains the price bracket 
at which they aim. Here, brands come into the picture 
heavily. 

The Studer brothers continue to trade up the cus- 
tomer into the better-price bracket by concentrating their 
attention on the case which contains only watches at that 
level. Here each model is spaced well apart from its 
neighbor, and emphasis is on highly individual styles, 
the fact that no duplicates of the same watch in the same 
brand are shown, etc. 

Net result of this program has been a predominating 
sale of top-priced pocket and wrist watches in the Studer 
store. 





Figurines Help to Create 
A Festive Window Display 





Figurines from the gift department were cleverly combined with 

silver flatware and hollowware to form a festive holiday window 

display at Long's, Boston. The figurine group included a fox, 

rabbit, deer, sheep and country folk. The centerpiece was a simple 
setting of leaves, fruit and flowers. 
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It's much to your advantage to talk over your Jewelry 
and Gift Box requirements with your ‘“PICTORIAL” rep- 
resentative when he calls on you. Here is the best 
possible way to accomplish ycur box—buying, quickly, 
easily, economically. By placing your order well in 
advance, and including ALL your box needs for the year, 
you can take advantage of quantity discounts and lowest 
FACTORY PRICES. You can be sure of getting the pat- 
tern you select from our wide variety, and you won't 
have to worry about rush deliveries later. 


MAIL COUPON FOR CATALOG 


Shows our complete line of set up and feld- 
ing Gift and Jewelry boxes, seals, labels, ° 
fancy wrapping paper. Ask your 
PICTORIAL salesman for this catalog, or 
send coupon below. It will help you make 
the selections that will meet your needs 
the best. 


Op, 


IQ 
PICTORIAL PAPER, PACKAGE. CORPORATION 


15116 MERCHANDISE MART 7 232 SOUTH LAKE STREET 
CHICAGO. ILLINOIS AURORA, ILLINOIS 











“THE PACKAGE IS PART 
OF THE PURCHASE“ 








(COUPON) 


Pictorial Paper Package Corp. 
AURORA, ILL. 


Please send catalog of your complete 
line of Gift and Jewelry Boxes, Seals, 
Labels and Wrapping Paper. 


Name 





Firm 





Address 
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Glamour Treatment 
(From page 148) 


The new area has white shelving with dividers, the 
same as the gift room. This divider arrangement makes 
it possible for Tromblay to give items individual appeal 
by setting them off from other nearby articles. In the 
roofed section numerous electric clocks are displayed 
which have proved to be an excellent seller twelve 
months of the year and which have strong appeal as gifts 
for many occasions. Small radios and other sizable gift 
objects also look in place on this type of shelving. 

A long table in the foreground of the gift section has a 
selection of cups and saucers, silver candlesticks and 
silver tea service. 

The gift section also has several chairs in which cus- 
tomers can sit and rest while shopping. Often when two 
people are on a shopping expedition, one may wish to 
look and browse longer than the other. The easy chairs 
give the other person opportunity to sit and rest, smoke 
and read until the other has finished shopping. 

Tromblay and staff have found that novelty teapots 
sell very well at present. Some women try to build a col- 
lection of teapots and may own as many as five or six. 
Good looking teapots always attract interest in a home 
and arouse questions as to where they may be obtained. 
This, Tromblay has found, is excellent publicity for the 
jewelry store. 

Sault Ste. Marie is in the heart of one of the fine 
tourists areas of Upper Michigan. Thousands of tourists 
come this way every year, many of them making repeat 
trips. While the Tromblay store ‘sells jewelry and gifts 
to many persons residing in the area, numerous tourists 
also come in and buy gifts and other useful items. Thus 
the store’s trade covers a wide range of customers. Watch 
repair service is also offered, a fact which appeals to 
local residents and to tourists as well. 

Located on a principal street in this important city, the 
Tromblay store always offers attractive windows which 
play an important part in attracting store traffic. 





Mechanical Bookkeeping 
(From page 79) 


doesn’t have an easily obtainable record of how much 
money is outstanding. And last, and certainly the most 
important of all, even if all of this paper work is done 
correctly, the owner still has no assurance that he is get- 
ting all of his money. Why? Simply this, he does not 
have control figures against which he can measure his 
Cash, Charge, Received on Account, and Paid Out trans- 
actions. 

Contrast this with the new National charge posting 
system which provides not only these vitally important 
control figures but mechanized charge and credit postings 
as well. Every time a customer buys something, the ma- 
chine makes an itemized statement for her, and then 
shows at the bottom of the statement the new balance she 
owes. At the same time, the machine prints the individ- 
ual customer's account card showing the total purchased 
and the new balance owed. It also records the whole 
transaction on a tape inside the machine and accumulates 
department totals as well as total charge sales. 

It’s as simple as that. No more struggle over adding 
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Can You Top This? 


A cynic once remarked that the telephone was the 
most dangerous weapon ever put at the disposal of 
bores. A telephones services are indispensable, byt 
some people are downright nuisances when they gé 
their hands on a phone. 

Annie Campbell, Krauss Jewelry Store, Lafayette, 
La., recently had a nightmare experience with a phone 
order customer, whom we shall refer to as Mrs. Jones, 
The customer ordered a $5 wedding gift via the tele. 
phone and requested that it be delivered that day to 
a Miss Smith. 

‘‘May I have the party’s address?” Miss Campbell 
asked. 

“Oh, the gift goes to Miss Smith, but I lost the 
invitation. I don’t know her first name or her address, 





Don’t you know which Smith I am referring to?” 

Not being psychic, Miss Campbell replied in the 
negative. 

“Well,” continued the customer, “call Mrs. Brown, 
she is a cousin of Miss Smith!” 

‘“‘Which Mrs. Brown?” was the sales lady’s reply. 

**] don’t really know,”’ answered the helpful cus- 
tomer, “‘but I think she lives on Main Street. And 
please call me back when you get the information.” 

In a complete state of confusion, Miss Campbell 
pulled herself together, called the local newspaper and 
got all the necessary information, The customer was 
called back and given all the data. 

“I’m so sorry,”’ said the customer, “ I gave you all 
that trouble. But I found the invitation and [ really 
should have called you. But I was so busy I forgot all 
about it.” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 











poorly written or illegible figures for all items are added 
or subtracted mechanically. No more worry about the 
customer’s accounts since the entire transaction is com- 
pleted at the time the sale is made. All accounts are 
posted up to date at all times. With this new system, it's 
an easy matter to prepare the statements and get them 
into the mail immediately at the close of the month’s 
business. 

Gone, too, are the customer disputes since the machine, 
as a by-product of recording the charge sale, prints an 
up-to-the-minute record which is given to the customer 
at the time the transaction is completed. Gone, too, are 
forgotten charges because the National charge posting 
system makes it easier to record the sale than to forget it. 

These are some of the many advantages of a mechanized 
bookkeeping and sales recording system—advantages 
which jewelers all over the nation are adopting to make 
their record-keeping job faster, easier and more eco- 
nomical. 
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lt pays to promote 


DORMEVER 


ee Dormeyer has what it takes to build 
ee successful hard-hitting retail promo- 
tions. Top-notch products — with a 

a ree nationally advertised name... and 
| SS = eee backed by the promotion-wise sales 
: pool policy that has made Dormeyer BIG 
(AND GROWING BIGGER!). 
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Want to run a Free Trial Promotion? 
A Package Promotion? Dormeyer has 
them ready for you—complete with 
display materials and kits of direct-mail 
ad helps. Call your Dormeyer distributor 
for all the details—now. 


pk PT 


Dormeyer Corporation, Kingsbury and 
Huron Streets, Chicago 10. 
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All Dormeyer Products 
Are Advertised in 


PACKAGE 
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BROIL-WELL BLENDER 
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Fire Insurance 


(From page 81) 


mined accurately by a qualified appraiser. Though a 
good appraisal costs money, this cost should be looked 
upon as an investment. An accurate appraisal will not 
only develop the correct valuation for fire insurance, but 
will give you a basis to substantiate fire losses and in 
addition provide a correct valuation for future improve- 
ments, sale, or financing. 


3. TAX DEDUCTION 

The jeweler may be under-insured because he believes 
the difference to some extent will be made up by tax de- 
duction in case of a fire loss. A building constructed in 
1940 at a cost of $20,000, for example, would probably 
have an insurable value near $40,000 today. If insured 
for $20,000, in case of total loss the owner would suffer 
an actual business loss of $20,000. This loss is NOT 
deductible. The owner has not paid taxes on the appre- 
ciated value of the building. As far as the Bureau of 
Internal Revenue is concerned, there has been no tax de- 
ductible loss. 


4, CO-INSURANCE 

The co-insurance, or “reduced rate average clause,” is 
one of the most generally misunderstood conditions or 
warranties in the entire insurance vocabulary. Yet its 
application is actually relatively simple. This clause 
definitely works to the advantage of the jeweler who car- 
ries insurance to value. In return for insuring a definite 
percentage of the full value of his property, the insurance 
company offers a policy whose premium rate is sub- 
stantially lower than that for flat fire insurance coverage. 
The assured in turn warrants to carry fire insurance 
equal to the agreed percentage, increasing his coverage 
as values rise, to always reflect the correct valuation of 
the property. 

The impression is widespread that 90% co-insurance, 
for example, means that the insurance company will pay 
only 90% of any loss and the assured will pay 10%. This 
is entirely incorrect. If the terms of the Average Clause 
are lived up to by the assured, he will collect his full loss 
up to the amount of the policy. A jeweler with a build- 
ing having an insurable value of $50,000 who buys $45,- 
000 insurance at 90% to valuation as required under a 
90% Average Clause, will receive full compensation for 
any fire loss up to $45,000. 

It is when the assured fails to live up to the terms of 
the Average Clause, that he must pay part in the event of 
a partial fire loss. Assume that your $50,000 building, 
on which you originally purchased $45,000 of insurance 
under the 90% Average Clause, increased in value to 
$60,000 due to increased material, labor cost, and other 
factors. To live up to the terms of the Average Clause, 
the coverage should be increased to provide $54,000 in- 
surance, or 90% of $60,000. It is the final responsibility 
of the assured, not of the insurance company, to see that 
the correct amount of insurance is maintained. 

Assume further that you have failed to increase your 
coverage and are still carrying only $45,000 of insurance 
on your $60,000 building insured with a 90% Average 


Clause. In event of a fire, you will recover only the 
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percentage of the actual loss that $45,000 bears to $54. 
000. For a total loss, it is true, you would collect the fy} 
$45,000. However, for a partial loss of, say, $20,009 
you would receive only 45000/54,000ths of $20,000, . 
$16,666.67 from the insurance company. 

Losses are adjusted according to the actual cash valye 
at the time of the fire, not at the time the policy wa, 
issued. If the adjuster for the insurance company ¢. 
tablishes that the coverage was insufficient to meet the 
Average Clause conditions and if a total loss has not g¢. 
curred, part of the loss must be sustained by the assured, 


5. CHANGE IN COVERAGES 

From time to time the insurance companies amend ger. 
tions of their contracts, usually to provide broader ¢oy. 
erage for the premiums paid. The jewelry store owner 
is not expected to keep up with these changes, but his 
insurance agent or broker is, and should let him know 
when new and better coverages are available. When such 
a change takes place the coverage provided should be 
changed accordingly. 


6. INDIRECT LOSSES 
In the event of a fire the jeweler could be faced with 
several types of indirect losses. Some of these are as 
follows: 
a. Property damage claims if property belonging to 
others is damaged. 
. Additional cost of continuing business. 
Salaries of key employees while rebuilding. 
. Loss of profits. 
The difference between depreciated value and re- 
placement cost when rebuilding. 
Consideration should be given to see that the fire in- 
surance program is not out of balance due to the over- 
sight of any of the above. 


TMS 


In what ways can the jeweler be over-insured? 


1. OVERLAPPING COVERAGES 

One of the most common causes of over-insurance is 
the existence of cross-coverages and overlapping policies. 
In almost every case, this is due to the owner’s buying 
one policy from one agent, and another from another 
agent. Unless a careful check is maintained, duplication 
may occur, with premiums being charged for identical 
coverages from different insurance companies. 


2. INCORRECT EVALUATION 

As in under-insurance, incorrect valuation can throw 
an insurance program out of balance. Since the insur- 
ance companies will pay only the actual value of the 
property insured, you cannot collect beyond the actual 
value at time of loss, even though you have paid pre- 
miums based on an over-valuation. Here again, a pro- 
fessional appraisal may save you money. 


3. EXCLUSIONS FROM COVERAGE 

The valuation of the property may be correct, but you 
could still be paying for more insurance than you could 
expect to collect in event of a fire. Such items as excava- 
tions, underground foundations and piping, paving on 
ground, etc., that could not be damaged by fire can be 
deleted from coverage from the fire policy, thus reducing 
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Saturday Evening Post—March [4th 
Look Magazine—Feb. 24th 





TALK IT UP—ALL WAYS! 





e It plays new speeds to come. 
Any speed from 10 to85 RPM, 
including the proposed new 
16 RPM. 


e It plays all today’s records. 
45, 334%, 78 RPM—7, 10, 
12 inch. 


¢ It plays records fast or slow 
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ZENITH RADIO CORPORATION, Chicago 39, Illinois 
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the insurable value for fire insurance purposes. Here 
again, an appraisal will reveal just which values are 
vulnerable to loss, and which values need not be covered 
by insurance. 


4. COST 

A jeweler could be paying higher premiums than is 
necessary due to special fire hazards which could be eco- 
nomically eliminated. Fire rates are based on many 
points such as materials used in construction, proper 
wiring, fire protection, etc. Some of these items cannot 
be altered, but others sometimes can be changed at a 
very small cost which may be recovered through savings 
in insurance premiums through rate reductions. This 
saving would be in addition to the increased protection 
received by the elimination of the hazard. A review of 
all factors bearing on your fire rating should be made 
with your insurance agent or broker to see if such pre- 
mium-saving changes can be made to your building and 
equipment. 

Unfortunately there is no clause in any insurance policy 
that can cover the loss of business you will suffer in the 
time it takes to repair or rebuild if a damaging fire should 
strike your store. The only sure way to keep your busi- 
ness from becoming a “statistic” on this year’s list of fire 
losses is to follow sound, practical rules of fire prevention 
and protection the year-round. After all, the best pro- 
tection is prevention. 


HOW SAFE IS YOUR STORE FROM FIRE? 
In many cases, common, seemingly harmless hazards 


are at fault in most fires. The following precaution, 
mean a saving for you; a saving not only in the increase, 
protection of your store from the possibility of fire, by 
in many instances an actual saving in the cost of yoy, 
premiums for fire insurance coverage. 

1. Smoking. The human element plays a large pay 
in causing damaging blazes on their premises. A care. 
lessly-tossed match or cigarette has started many a fir, 
on its grim journey. If you find it impractical to prohibj 
smoking entirely, do your best to lessen the chances gj 
fire from smoking by providing ash trays on all counte; 
and large, floor-type ash receptacles near chairs and 
couches. Remember to empty these ash trays often sine. 
they not only prove unsightly, but pose a definite fir 
problem as well. 

Smoking can, of course, be declared “out of bounds” 
in your stockroom or basement where quantities of 
flammable materials may be stored. Good housekeeping 
in your basement and stockroom is essential to good fire 
prevention. A clean place seldom burns—therefore, jy 
the long run, cleanliness proves to be a safe and profitable 
habit. 

2. Basement and Storage Space. Pile all extra boxes 
neatly in storage spaces and never allow excelsior or 
packing crates to clutter the aisles. Most basements ani 
storage spaces are treated as oversized wastebaskets and 
serve as perfect targets for fire. While most fires start 
small, those originating in the basement go longer before 
being discovered and therefore spread with greater free. 
dom than those starting elsewhere in your shop. An 
approved fire extinguisher should be a prominent fixture 






































* , * 
Metals of Guaranteed Purity 
GOLD -: SILVER : PLATINUM -: PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM -: OSMIUM 
| | We solicit your Sweeps 7 

— — Filings — Scrap Gold and 
pe nl Platinum — Metals 
a of enaned Your Ol! Gold Shipments 
I} : WILL RECEIVE 
Special Attention 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
. 
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Crosley’s made what all your 
customers want —a magnificent 
CLO C K RADI 0 —— 
“Suggested list price 
‘ CROSLEY WILL INTRODUCE THIS EXCITING LINE TO YOUR CUSTOMERS WITH A SMASH ADVERTISING CAMPAIGN 








The great new ’53 line of CROSLEY 


AUTOMATIC CLOCK COLOR RADIOS 
EXCITING COLORS FULL TONE 








TO BRIGHTEN ANY ROOM IN YOUR HOME RICHNESS YOU'D EXPECT IN A CONSOLE 
Colors sell merchandise today — so Crosley went to the experts to pick That “big set’ tone is what you’d expect from Crosley—which pioneered 
the colors thaf sell best! The new Crosley Clock Radios come in nine in radio. That long experience in electronics gives the new ‘53 Clock 
exciting shades to blend with every possible combination of room Radio lines these added advantages: drift-free tuning, outstandin 
drapery and decoration colors. Crosley gives you an exclusive appeal sensitivity and stability (even distant stations come in clear), eatin 
to every type of prospective buyer with this wide range of eye- volume control (no ups or downs), and a built-in high-efficiency antenng, 


catching colors. 


move E-79 


Made to 
sell for 





SANDALWOOD CITRON FLAME WILLOW 


The radio of many uses... it turns itself on and wakes 
you gently to music. What better alarm to have than this! 


MODEL E-89 


Made to 
sell for 





WILLOW SANDALWOOD CITRON FLAME 


This attractive Crosley lulls you to sleep with music, then turns itself 
off. Next morning, it awakens you to music. Turns on and turns 
off a lamp, coffee maker, heating pad, fan or similar appliance. 


‘movel E-90 


Made to 
sell for 





CHARTREUSE CHERRY WHITE 





The most useful radio you can own. It soothes you to sleep, then shuts itself off. 
In the morning it wakens you to music. Both of these operations are automatic. 
All this plus a buzzer alarm. No chance of oversleeping. It turns small appliances 
on and off at any time you desire. As a timing device, it reminds you of appoint- 
ments — times cooking operations —and serves you in countless similar ways. 


All prices shown are 
suggested list prices. 





THE BEST WAY TO SHOW THEM 
IS THE CROSLEY RADIO DISPLAY STAND 


pisPLAYS — peonSTPATES §—— og 18 


. .. The display stand is a ... Shows the wide variety ... Assures customers you 
colorful attention getter. of dazzling Crosley colors have the right Crosley 
Attracts store traffic with and beautiful cabinet radio to satisfy” their 


striking Crosley radios. styles. needs. 




















‘, your basement to be used in time of emergency. 

3 Electric Wiring. In many cases, fire hazards escape 
notice because of their seeming harmlessness. | Take the 
common extension cord, for example. The minute it is 
draped over hooks, run beneath rugs or extended through 
a doorway, it becomes a potential menace. Like anything 
else, electrical equipment becomes less safe with age. 
Replace electric cords at the first signs of fraying. Avoid 
“handyman” tape repairs since fraying is a danger signal 
to be heeded. 

4. Lamps.—If lamps are used on your counters, it is 
wise to keep cord lengths as short as possible. Never 
subject the cord to unnecessary wear; frayed insulation 
has been known to smolder for hours before being dis- 
covered. 

5. Displays. Many manufacturers supply jewelers with 
electric display pieces for windows and counters. This 
equipment should be watched carefully for overheating 
while in operation, and should be turned off after closing 
hours. 

6. Fuses. It is important to use the proper size fuses 
in your electric lines. The fuse is the safety valve of the 
electrical system and the use of such substitutes as 
jumpers, bridges and pennies only serves to invite danger. 
Have a reliable electrician in at least once a year to check 
over your entire electrical system. The money you spend 
for his services will pay its own dividends in keeping your 
store safe from fire. 

7. Heating Equipment. Properly cared for, your heat- 
ing system and allied equipment will give years of faithful 
service. Abused, it can cause a serious fire. Have a heat- 
ing expert in each season to check for loose firebricks and 
similar defects. Station an approved extinguisher in the 
vicinity for. added safety and maintain the equipment in 
good operating condition at all times. 

Remember, the time to learn how to use fire control 
equipment is before a fire. Attempting to read manufac- 
turers’ instructions after a fire has broken out has proved 
fatal in many cases. 

Training the employees in your shop to fight a fire 
with an approved extinguisher may mean the difference 
between negligible damage and complete destruction. By 
organizing your own “brigade,” each employee will be 
well acquainted with his specific responsibility should a 
fire break out. 

Each jewelry store has its own particular hazards to 
cope with. If you and your staff are constantly on the 
lookout for them and correct them as they arise, you'll 
be well along the way to keeping your shop off this year’s 
list of jewelry stores damaged or destroyed by fire. 








Selling Slants... 

An Eastern sales executive knows the value 
of reminder advertising. 

To make sure his customers don’t forget 
him while he’s off on an extended trip, he 
buys Life Insurance from those automatic In- 
surance Vending Machines found in airport 
and station waiting-rooms. He makes his 
friends the beneficiaries! 

(It’s hard to forget a man when you get an 
official policy on his life for $5,000. The cost 
of each policy: 25 cents plus postage. ) 














Running A Successful 


Sale Is An Art... 





by Manny Silverman 


OVER-PROMOTION | 
UNDER-PROMOTION 
BALANCED PROMOTION 


Retail merchants as a group have finally accepted the 
fact that under our present competitive system they must 
promote to get traffic, open accounts, build volume. 








Over-promotion or Under-promotion can be VERY 
COSTLY. 


It is necessary to arrive at what I will call a “balanced 
promotional ratio’ for really successful jewelry store 
operation. A careful analysis of your business is neces- 
sary to arrive at this “promotional ratio.” 


Silverman Sales Enterprises supervisors are trained 
experts in this field. We believe that the finest method 
of getting the best results for your promotional adver- 
tising dollar must include a yearly all-out storewide 
sales event. 


During this event conducted under the auspices of 
Silverman Sales Enterprises, the merchant will gain not 
only materially from the direct result of the sale, but our 
trained supervisor will create a strong chain of the vari- 
ous links that make a “successful promotional ratio” 
possible. These links are as follows: 


1. Alert, aggressive sales personnel. 

2. Correct merchandising and buying habits. 
3. Attractive selling window displays. 

4. Hard hitting traffic building advertising. 


This chain like oll chains will only be as strong as 
its weakest link. Careful, studied cooperation between 
supervisor and merchant will forge and weld this chain 
until this “balanced promotional ratio” is reached and 
will encompass the profitable operation of this store for 
the entire year. 


Only when this goal has been reached and Silverman 
Sales Enterprises services have proved their worth to 
you will you call for us again, year after year, and only 
if you do so can Silverman Sales Enterprises be 
successtul. 


All we ask is the opportunity of meeting you and dis- 
cussing our services with you. 


REMEMBER—you are under no obligation. You will 
be the final judge. We Can Help You, but only ii you 
give us the opportunity. 


WRITE! WIRE! PHONE! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Tel.: Plaza 7-4693 
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Block Insurance 
(From page 80) 


In addition to the Lloyds form, a jewelers’ organiza- 
tion, called the Jewelers’ Safety Fund, operated in a 
limited way and likewise found that the pressure on their 
cooperative enterprise was too great and went out of 
business in 1927. 

The situation was critical and at this juncture a cer- 
tain few American Marine insurance companies were 
urged by the jewelry industry to take over their insurance 
needs. 

As an inducement the industry leaders agreed that they 
would cooperate in adopting and maintaining standards 
to enable better risks selection. So the job was under- 
taken. From personal experience this writer knows that 
many of the jewelers were genuinely worried over the 
lack of adequate insurance protection and their inability 
to carry on their own Safety Fund. 

Also, with the advent of the American companies in 
the market, a great lift was given to the stabilization of the 
jewelry industry credit, since it furnished commercial 
banks with broad insurance protection needed when lend- 
ing on a large inventories of merchandise. 

With this brief background then, you in the jewelry 
business can better understand the importance of the 
steps taken by a comparatively few American Marine 
companies to launch the American Block policy. 


MEANS OVER-ALL COVERAGE 


The word “Block” comes from the French “en bloc” 
and means complete or whole. This best explains the pur- 
pose of the coverage which is to protect under one policy 
all legitimate losses, including those peculiar to the jewelry 
industry. You in the trade should appreciate this because 
the conduct of a jewelry enterprise presents situations 
and responsibilities unlike those of any other trade. 

Briefly, this iS because a jeweler needs not only protec- 
tion for his own stock but also merchandise of others in 
the trade, on memorandum or in his possession, as well 
as customer’s property in his care or custody. Thus the 
jeweler is associated with a constant movement of mer- 
chandise in and out, plus a concentration of value unusual 
to most other industries. Only the Block form adapts 
itself to the many situations in this most unusual business. 

The Block form was originated in London approxi- 
mately at the turn of the century, and as stated, its insur- 
ance was generally discontinued by them in 1925 in the 
United States because of poor experience. Before that 
it was not even legal for American companies to issue this 
form, but in April, 1925, laws of New York State were 
amended to do so, followed shortly thereafter by the 
other states. 

You can understand some of the many advantages of 
this policy by an explanation of its main conditions and 
exceptions in non-technical language. For instance, Mr. 
Jeweler, prior to the advent of the Block policy, you 
would probably have assumed that you had adequate 
insurance when you bought the following policies: 

Premises Burglary, Safe Burglary, Premises Holdup, 
Messenger Holdup and Fire Insurance. 

Unfortunately the gaps between these separate and 
specific policies left many losses peculiar to the jewelry 
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industry uncollectible. As an illustration, the old fas) 
ioned forms of the above policies required that losses had 
to take place in a specific manner, as can be seep by 
analyzing the term “burglary.” 

Burglary means breaking and entering, which again 
is limited to the period when the premises are closed {, 
business. Jewelers’ Block embraces all hazards in on 
package—which automatically wipes out gaps becays 
there is only one policy. It’s as simple as that, yet , 
impossible with any but this form. 

As another example, no other policy issued covers shop. 
lifting or “penny-weighting.” Again, the Block term, 
specify coverage anywhere in the United States proper. 
as well as Alaska, Canada, the Hawaiian Islands, anj 
Puerto Rico and in transit therein and thereto. Even the 
layman, then, can appreciate the long step forward which 
the few American insurance companies took when they 
departed from the old style individual policies to the 
Block form. 

A brief explanation of the coverages should start with 
a discussion of the Proposal for Application form. Since 
the proposal is the basis of the policy contract, its prepara. 
tion should be carefully carried out. Each question js 
important and should so be answered not only to enable 
you to obtain the minimum premium for your risk, but 
also to permit your underwriter to judge your individual 
risk and rate it on its own merits. When you know that 
your premium is made up of many individual calcula. 
tions, you can appreciate why the charge varies based on 
your operations, the amount at risk, and the alarm pro- 
tection you have provided to safeguard your merchandise, 

Herewith follows a statement of the highlights of the 





Two Level Arrangement Permits Wider | 


Display of Merchandise 


Desiring to secure more window display space for 
small jewelry items, H. F. Stater, Waukesha, Wis., has 
created two levels in his display window. The top level 
is slightly higher than the average window display, but 


or 





it contains a wide variety of merchandise. 


enables Stater to show a substantial amount of items. 

“This arrangement,” Stater observed, “permits us to 
show a lot of items without a crowded effect. It also 
helps to set items apart so that customers can see them 
quickly.” 
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The lower F 
display level has stained wood divisions or supports which | 
resemble table legs. Indirect lighting at the lower level 
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FINE SURROUNDINGS FOR FINE JEWELRY 
: 
Fine jewelry needs clean sparkling store interiors for proper 
, display. That’s why Chrysler Airtemp Air Conditioning is a 
’ MUST in your jewelry store. 
; ; , 
; Customers can shop leisurely in a cool, refreshing atmosphere. 
h | Employees are more alert, courteous and efficient. And best of 
y all, your store stays sparkling clean . . . needs less redecorating 
e through the years. 
Put the Comfort Zone to work for you. When you buy a Chrysler 
: Airtemp “Packaged” unit which Chrysler Airtemp pioneered . . . 
: you know you're getting the best. The Chrysler Airtemp name is 
-— your assurance that every unit is precision engineered and manu- 
. | factured for long life. 
It 
| H 
Y | : 
| : 
n 
) 
e. 
1€ 
r i 
i 
aS 
el | 
ut f 
| HEATING e AIR CONDITIONING 
: “lees for HOMES, BUSINESS, INDUSTRY 
3 ig hogy ex Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 
every a ana 
i a 
or q Airtemp Division, Chrysler Corporation JCK-2-53 
. : 5 .0. Box 1037, Dayton 1, Ohio 
7 a idii itioning. 
el ! See your Chrysler Airtemp dealer (he’s : I'd like to know more about Chrysler Airtemp Air Conditioning 
le in the yellow pages) or write today. 2 Neme 
‘ 
oF g Address Phone 
mF 4 
; J City Zone State 
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Stainless Steel Blades 


by Moctham plou 


For New Goods or Repairs 











Cap Lifter (Hook Type } 
Cheese Scoop 


Bottle Opener (Ring Type) 
Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 187 





NORTHAMPTON 2, MASS: e 











/ XN 


SALESMEN 


Represent Nationally Advertised 


DIAMOND RING LINE 


STONE RING LINE 


Must be well known among retailers and 
credit jewelers in 


INDIANA, MICHIGAN, WISCONSIN, IL- 
LINOIS, MISSOURI, IOWA, KENTUCKY 


We are well established in this territory 
and we are only interested in men used 
to earning commissions 


$20,000-$25,000 OR MORE PER YEAR 


Must have all details and references in first letter 


DAVID SARKIN, INC. 


37 West 47th Street © New York 19, N. Y. 


* 








(- 
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policy terms. As space will permit only the highlights | 
refer you to your agent or broker for a complete descrip, 
tion. 


Property Insured 


(1) Merchandise owned by insured and his custome; 

(2) Merchandise on memorandum owned by others jp 
the trade. Note: Under (2) the coverage js for 
your legal liability only, since generally speaking 
at law, you would not be responsible to others jy 
the trade unless negligence on your part wa 
involved. 


Territory 


U. S. A., Alaska, Canada, Hawaiian Islands, Puerty 


Rico and while in transit thereto. 


Limitation of Liability 
(A) Maximum amount needed at the insured’s 

premises. 

Maximum amount needed in transit by first-class 

registered mail, sealed railway express, armored 

car service, deposited in bank vaults, or in custody 

of other dealers. 

(C) Maximum amount needed when shipped by first. 

class registered air mail or sealed air express to 

any one addressee during any one day. 

Maximum amount needed while in possession of 

railroad package services, air carriers, passenger 

bus lines. 

(E) Maximum amount needed elsewhere and not in- 
cluded in the above classes, such as in possession 
of salesmen and messengers. 


(B) 


(D) 


Exceptions and Exclusions 

The following are what I consider the five main sec- 
tions of exclusions: 

(A) Dishonesty of the insured or his employees, in. 


cluding any person to whom the property may | 


have been entrusted, for example, a customer. 
(We think you will agree that each insured him.- 


self must be responsible for this type of loss. As | 


to employees, they should be covered by a 
Fidelity Bond.) 
(B) 


ble for faulty work of your own workmen.) 


(C) War, etc., earthquake or flood. (These latter two 
may be included by payment of an additional [ 


premium. ) 


(D) 


(Self evident. ) 
watches worn solely for the purpose of adjust: 
ment. 

(E) Loss of property from any unattended vehicle. 


(This pertains particularly to salesmen or mes | 
sengers leaving valuable property in private cars | 
or taxis unattended during their absence there: | 
from. Very negligent to do so, don’t you agree?) | 


(F) Inventory shortages. (These are excluded from 
coverage because they fall into the category of 


trade losses. They are not accidental and occut [ 


annually in many businesses. ) 


Delay, loss of market, or damage while property | 
is being worked on. (Of course, you are responsi: | 


Loss or damage while property is being worn by | 
the insured, employees, or members of his family. | 
Note: This does not apply to | 


te 


ee 


oe ee Lee eee 
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egligence under (E) has been the means 
of many losses. Of course it is true that most of the 
exceptions contained in insurance policies are needed to 
bar carelessness and fraudulent claims and, therefore, 
dinarily work a hardship on honest and prudent 


The type of n 


do not or 


‘ewelers. . 
Another important requirement for all to understand 


‘; the clause limiting loss “to cash or inventory value, 
whichever 1s lower.” This is necessary so that the insur- 
ance companies can pay losses on the same valuation 
basis that the insured pays premium. As an illustration, 
the writer was once informed by a client that his safe 
contained loose diamonds to a value of approximately 
810,000 which had purposely never been included in the 
inventory. Since no premium had been paid on same, of 
course, no loss could or should be collected. 


Salesmen Endorsement 

This endorsement is used to forcefully bring to the 
assured’s attention the added responsibility in the carry- 
ing of merchandise in excess of $5,000 by limiting this 
coverage to certain named individuals. It is used only 
when the so-called “travel limit” (clause 2(E) of the 
policy) exceeds $5,000. 


Show Window Display Endorsement 


This endorsement covers the amount declared on 
window displays since the charge is based on said 
amounts. Credit is offered for those willing to share up 
to 20 per cent of any such loss, plus a further credit for 
approved protection. It also includes a condition that 
the maximum values displayed will not exceed the display 
limits shown in the proposal. Note: There is a very: good 
reason for this latter condition since the odds for a win- 
dow smashing theft are greater (for the thief) as the 
values displayed increase. 

Previously I mentioned the fact that the industry prom- 
ised its full cooperation in adopting standards to enable 
better risk selection. The method by which jewelers 
generally can cooperate with the insurance underwriters 
is to refrain from those practices and bad habits which 
we read about in the daily press following a loss. 

By giving due regard to the safeguarding of his prop- 
erty, each individual jeweler will definitely profit bv 
lower rates and be saved from a loss of sales which usually 
accompanies a depletion of inventory. 


About the Author:— 


Albert E. Allsopp is a local property insurance agent with an 
office in Newark, N. J. He is a member of the National Asso- 
ciation of Insurance Agents, a trade group of more than 125,000 
local agents, all independent businessmen. With the thought 
i mind that other trade groups and industries were not ade- 
quately informed on their insurance needs, the NAIA asked 
Mr. Allsopp to prepare this article for our magazine. The pur- 
pose is to tell the story of insurance as it affects a particular 
group of businessmen to insure that their assets are adequately 
and efficiently protected by insurance. 

There is an interesting sidelight on the author and his family 
background. The Allsopp clan originated in Birmingham, En- 
gland, which was the jewelry manufacturing center of that 
country. Out of a family of eleven children, seven boys and 
Granddad Allsopp all served their apprenticeship in one phase 
or another of the jewelry trade. 

After migrating to this country about 1880, all of them estab- 
lished their own jewelry manufacturing business here. Each 
of the brother’s sons likewise became affiliated with the business, 
the author of this article being the first to break away from the 
family tradition. 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE A 


AT A 


PROFIT 


WITH THESE 


TOWNE 


WATCH 


LEADE 








TOWNE 


I17-JEWEL 
SUPER - SPECIALS 


7Q95 


YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 






























PR 


FULLY .\ ked * 
packed quality 

GUARANTEED ¥ \N \ price-beater. 

10-DAY ' f oS xv . 

INSPECTION (oe ‘ 


Presentation 
Boxes... 


75¢ each 


Order these 
terrific sellers 
today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 





TOWNE WATCH CO. 























: 
TOWNE WATCH CO. - 
29 East Madison St., Chicago 2, Illinois , 
Ship Towne Men’s Specials - 
Ship Towne Ladies’ Special ik 
Ship Presentation Boxes : 
[] Send complete catalog . 
Name - 
Address 5 
City State ; 

= 
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+ MADISON AVE. 


/ JEWELERS 








{ 

ERS: 
yew EY 
ACTIVE — INACTIVE AND OBSOLETE 


STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their cld silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stuck, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 





\ 


MEMPHIS |, TENN WA 











Increase 


your 
THR LIL: 


without 


investment 


or 


| 
inventory! 
NO ... offer your customers a complete line of trophies— 


from sports ‘‘Oscars’’ to Championship Awards—without carry- 
ing a single item IN STOCK! Take all orders from big full-color 
illustrated catalog...or 

Amazing new ‘“‘Stereo-Kit’’ showing 3-dimensional color 
slides of 190 different styles . . . equal to a full window display! 
FREE to dealers who order a minimum sample assortment. 


For full information, mail the coupon today! 


ARLEN TROPHY CO., INC.” 


50 Gold Street, Brooklyn 1, N. Y. 


Please rush me FREE Catalog—plus details 
about FREE New ‘“‘Stereo-Kit'’’ 


NAME 











FIRM NAME 
ADDRESS 











CITY ZONE____STATE 
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°Teen Market 
(From page 144) 


rewards her with a gift. Printing is done right at the 
store, and, while the letters are mimeographed, the a4. 
dressee’s name is matched to the printing and the lette, 
is personally signed by Herzog so that the piece does no} 
have the appearance of a form letter. 

Actual cost of this direct mail program is nominal. 
Postage and stationery are the only expenses, plus typist’; 
time, of course. The gift given to each girl who comes to 
the store as a result of the letter is the only major ex. 
pense involved, and more than justifies itself by the 
number of new customers acquired. 

“About 65 to 70 percent of the graduates contacted 
come in,” Herzog reveals. “And to further heighten their 
interest in silver at this time we tie a window display jn 
with the promotion which never fails to attract con. 
siderable attention. 

“Photos of about 150 of the seniors who respond to the 
letter are featured in the window, along with each girl's 
pattern preference. The teaspoon of her set is shown 
with her picture, and accompanied by a sign which reads, 
‘My choice of silver is . And we make this 
display as complete as possible by attempting to include 
every sterling pattern which we handle. 

“This promotion runs about three weeks. During this 
time the girls’ parents, relatives and friends frequently 
become silver minded at well, and as a result, buy pieces 
or place settings for their graduation, birthdays, Christ- 
mas, etc. The promotion is then followed up with one 
more gift to each girl who buys two place settings. In 
order to help maintain her interest in silverware, we pre- 
sent her with a sterling silver spoon pin for her lapel.” 

Another important phase of Herzog’s plan to interest 
young people in silver is handled by his sister, Mrs. 
Aurelia McEvoy, who takes an active part in the silver. 
ware department. 

Under her supervision, various high school home eco- 
nomics classes come into the store every term for instruc- 
tion in proper and attractive table settings. Three tables 
—breakfast, lunch and dinner—are set up in the store, 
and serve to illustrate the correct placement of silver, 








Selling Slants... 


Many firms find, at the time they are ready 
to move to a new location, that they have 
reams of out-dated stationery on hand. A good 
way to use it up is with an announcement of 
their new address. 


ADVANCE 
NOTICE 





A Philadelphia firm put their old letter- 
head to work by printing in the center of the 
sheet: 

‘Next Monday Morning at Half Past 
Eight... 
This Letterhead Wil! Be Out of Date.” 

Their new address and telephone number 
followed this surprint. 
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china, glass and napkin, as well as the type of table 
decoration appropriate to each setting. The proper pieces 
of silver required for each meal is explained to the girls, 
and the importance of extras such as cocktail forks and 
serving pieces 1s stressed. _ 

Mrs. McEvoy lectures to these visiting groups for the 
length of their class period, and then gives each girl a 
manufacturer's pamphlet which illustrates many of the 
pints she has made. “We find this to be a tremendously 
effective factor in starting girls thinking early about the 
beauty and desirability of fine silver, and in creating 
future customers who will think of Herzog’s first when 
they are ready to buy,” she says. “While many of the 
classes that visit us are composed of seniors, some schools 
send freshmen in, which is even better, for we believe 
in beginning this kind of education as young as possible!” 

This opportunity came to Herzog’s accidentally, when a 
home economics teacher called and asked to bring her 
class in. But Mrs. McEvoy suggests that jewelers wish- 
ing to inaugurate a similar program could take the 
initiative by contacting schools in their vicinity and 
volunteering this welcome service. 


FOLLOWS UP ALL ENGAGEMENTS 


The second large group to which Herzog directs his 
attention in building silverware sales is composed of 
brides-to-be. Mrs. McEvoy follows the engagement an- 
nouncements in every newspaper in the store’s selling area. 
She then calls each engaged girl for Herzog’s, to offer best 
wishes, and to say that the store’s personnel would be 
happy to be of service. She mentions their fine selection 
of silver, china and wedding rings, and suggests that the 
couple stop in to receive a gift for the bride. 

This gift is the sterling spoon lapel pin, and its presenta- 
tion leads quite naturally into a discussion and showing of 
silverware. Also, whenever a couple comes to the store 
to select a wedding ring they are of course considered 
natural prospects for this merchandise. And Herzog’s 
personnel is instructed to follow the sale with a sugges- 
tion that the couple look at silver while they’re in the 
store. 

A June bride window display is the next step in 
promoting silver with this special group. For two or 
three weeks every spring, one of Herzog’s windows is 
given over to an artistically arranged silver display. A 
mannequin in bridal grown and veil and a bouquet or 
two of flowers set the window’s theme. And although a 
variety of pieces are shown, sterling and plated silver- 
ware dominate the display. 

These promotions which are aimed at two groups— 
school girls and brides—are largely credited by Herzog 
with being the biggest factor in doubling his silverware 
sales in the last five years. But at the same time, he does 
not neglect regular general advertising through news- 
papers, radio, and stuffers supplied by manufacturers to 
send with bills to charge and credit accounts. 

He advertises twice a week in a Covington newspaper, 
and features both sterling and plated silverware fre- 
quently. While price is not promoted in these ads a line, 
“budget plan available,” is usually run. 

“T’ve found newspaper advertising to be more effective 
than radio, considering the cost of the two media,” 
Herzog declares. “Newspaper advertising is directed 
specifically to the buyers in my area, while radio is spread 
over a broader area. Still, I take a monthly contract four 
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.. . For every size and type of store, chain unit or special department 


© Fast, accurate price-marking at low cost 
® Neat, legible price-marking for every item 


$7500* 


*Price quoted is 
for the U.S., Pos- 
—r sessions and Mex- 
® Speeds receiving and ico only. State tax 

when applicable, 


inventory routines extra 


® Easy to operate, 
even for green help 


© Prevents price mistakes 
and arguments 


® Provides visual stock control 


© Hand-operated, motor drive 
also available 













e Sturdy and strong, but 
light enough to carry 


© Pays for itself in 
clerical work saved 


For illustrated folders 
and free sample price- 
marking Tickets, Tags 
and Labels, use the 
handy coupon. 





' The MONARCH 
Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 








Please send us illustrated folder about speedy, accurate, economical 
price-marking with the Monarch “Junior” Price-Marking machine; 
also sample Monarch Tickets, Tags and Labels. We understand there 
is no obligation. 
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SALESMEN 
WANTED 


For Midwest and Pacific Coast 
territory... 


* Well-known manufacturer's 
line of rings and mountings. 


* Lucrative, long established 
accounts. 


* Commission and drawing ac- 
count. 


* Full house cooperation. 





Splendid openings for ambi- 
tious salesmen looking for per- 
manent connection with reliable 
manufacturer. 


GOODMAN & COMPANY | 
42 W. Washington Street | 








| INDIANAPOLIS 4, INDIANA | 
| 

































9 — 50 Cents 







10 — 10 Dollar 








Illustrated are a few of the W.R.C. Coin Mountings 
which you will want to stock to meet demands for 
mounting coins. 


Other Sizes Special To Fit. 





For Other W.R.C. Findings ORDER NOW from 
Look In Your W. R. Cobb Catalog. your material jobber, 


W.R. COBB CO. 


101 Sabin Street Providence, R. I. 
New York Office Chicago Office 
320 Fifth Avenue 29 East Madison Street 
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A half-century of skilled craftsmanship 
168 










Guages?” 


~\ 





O- 






% 





H0° 










rv 


stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ prove: sales-appeal. Send for catalog. 


Mfd.ty ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, WI. 





















Increase Your Watch-Band Sales 50% 


With the new TRAY-MASTER — takes all 
Brands, all sizes—Men's and Ladies’ Together! 


This long-lasting display accessory will boost sales imme- 
diately. Results prove it is worth much more—You cant 
afford to be without them. 


SPECIAL OFFER—one TRAY-MASTER 


at no charge when you purchase an assortment of any 4 
Ladies’ or Men's Watch Bands (at wholesale). You select 
the bands. 


If ordering direct 
include name of your 
wholesaler 
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times a year with one of our local stations for spot an- 


ouncements. ‘These run one to one and a half minutes 
n 


| 


each twice a day, Monday through Saturday, and are | 


never purely prestige ads. When silver is featured, for 
example, specific merchandise is always mentioned. 

This fact, plus carefully carried out promotions, and the 
excellent reputation Herzog has built in his 34 years in 
business, sum up the reasons for the store's outstanding 


success in selling silverware. 





Free Education 
(From page 100) 


in the booklet is interpreted in terms of the particular 
diamond or diamonds in which the customer is interested 
and the pricing structure is explained accordingly. 

The technique of selling diamonds through customer 
instruction proved so successful in direct contact that 
Carroll decided to expand it. He ran page by page re- 
productions of the material in his booklet in a series of 
one-a-week ads placed on the society page of his local 
newspaper. When the series was completed on the society 
page, he started all over again from the beginning, run- 
ning the entire sequence in the sports section. 

As a final measure, he had a movie made from the indi- 
vidual pages of the booklet. This was arranged so that 
as the picture was projected, the sound track read the 
text of the material aloud and explained it. The movie 
was shown on a small screen in Carroll’s window while 
the sound portion was carried directly outside the win- 
dow over a speaker which Carroll had installed for this 
eventual use when he remodeled his store a few years 
back. 

In showing diamonds in his windows and in the store 
displays, Carroll tries to let each ring and each stone be 
seen and appreciated to its fullest. Display boards and 
showcases are carefully laid out and patterned to carry 
out this theme. Only a few diamonds are included in 
each display grouping. 

This display policy makes it more likely for a customer 
to develop an interest in an individual ring or to narrow 
his interests more easily to a few rings. Once he expresses 
an interest in one or more stones, the sales staff at Car- 
roll’s has the opening wedge it needs to begin its high- 
geared selling campaign. 

As an example of the degree to which educational sell- 
ing is carried through at Carroll’s, an 18-power loupe is 
kept handy for customers to use in examining diamonds 
as the sales staff points out their various features. 

Finally, the store’s “Famous for Diamonds” slogan, 
emblazoned on the store’s front and used freely in its 
billboard on all roads leading into Marion, as well as in 
the firm’s regular newspaper schedule, helps make cus- 
tomers or prospects diamond conscious. 

The diamond selling program at Carroll’s operates on 
the theory that some good is acomplished every time a 
customer is sold on the dependability of the store, whether 
or not he buys a diamond at that particular time. As 
Carroll sees it, diamonds are still very much of a corner- 
stone for the jeweler’s business and reputation. If he 
can establish himse!f as dependable in this field, he has 
the customer’s confidence in any business he may trans- 
act with him in the future. 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 


made bracelets 
like this. 
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DINHOFER PROUDLY PRESENTS 
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A truly revolutionary end-piece 
which once and for ali ends that 
troublesome “point-of-sale” 

| fumbling — 













Click it’s open 
— snap it’s shut. 


Available in our complete line 
' of distinctive watch bracelets. 





Call or write for infor- 


est representative. 
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tL. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908. 


74 W. 46th STREET, NEW YORK 19, N.Y. > LU 2-4495 eo 


For prompt attention, please address all inquiries Dept. K-2 
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THE STERLING FLATWARE PATTERN INDEX 





aT WARE 


pose inDE™ 





Actual size of book, 
ly af 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


Practically all the patterns of the leading sterling silver flatware manufacturers in this country 


are illustrated in the latest edition of this invaluable reference book. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE 
PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 
It contains, under one cover, full-size illustra- 
tions of more than 1300 sterling flatware pat- 


binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 


periodically. | 
In daily use by jewelers everywhere, this book 


terns—active, inactive and obsolete patterns. hes proved its value as an essential reference 


Illustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 
All books are sold remittance with order. 


THE JEWELERS’ ae “KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 
A wii PUBLICATION 
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Setting Contest 
(From page 141) 


Cost of the advertising by Shacter’s was held to a 
minimum. For the direct mail ads, about $350.00 was 
spent. Approximately $100.00 went for newspaper ads, 
and another $100 for flowers and extra help needed to 
handle the heavy store trafhic resulting from the promo- 
tional efforts of the store. 

Throughout the week of the contest hundreds of people 
from many miles away crowded into the store to take part 
in the balloting. Powerful word-of-mouth publicity from 
the participating organizations did much to create public 
interest. 

Balloting by the public was concluded Saturday eve- 
ning, April 26, and announcement of the winning organi- 
zation was made at 8 PM that same evening. Immedi- 
ately following this, drawing of ballots for give-away 
prizes was held. Each person who cast a vote wrote his 
name and address on the ballot, which identified him if 
his name was drawn. The one stipulation was that he must 
be present at the drawing to receive the prize. 

These names also had another valuable use. They 
constituted a mailing list of interested persons for future 
promotions of the store. 

Give-away prizes included a grand prize of a Bendix 
automatic washing machine, a second prize of a man’s 
watch, and three additional prizes of $10.00 gift certifi- 
cates. 

A tremendous and enthusiastic crowd gathered for the 
announcement of the winning organizations and the 
drawing of names for prizes. The good will and prestige 
that it created for Shacter’s was just overwhelming. 

In Mrs. Shacter’s own words the contest “was inter- 
esting, fun, and a success!” 





Records Facilitate Follow-Up Sales 
Of Silverware 


An ingenious system of recording gift sales of silver- 
ware has enabled Victor Esser, owner of Esser Jewelry 
in Marshall, Missouri, to increase his silverware business 
by at least 50 per cent. 

The first step of the system includes a printed form 
which gives the customer’s name and address, as well as 
the dates of the person’s anniversary and birthday. This 
form also lists the silver, china and crystal patterns of 
the customer, and pieces that have been already pur- 
chased. 

These important dates are then registered in two 
separate books which only list anniversary and birthday 
dates. These records provide a simple cross system of 
keeping track of customers’ birthdays and anniversaries. 

Each week Esser’s checks these lists and, referring 
back to the first form, can tell at a glance what the person 
might want or need for her silver service. 

“Then,” says Victor Esser, “we can phone or write the 
husband or another member of the family to see if they 
are interested in adding to the silver, china or crystal.” 

In general, the system is known by customers and it is 
highly appreciated. It is not uncommon for a customer 
to visit the store and say, “Let’s see your book! What does 
Miss Smith have or need?” 
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Our many years of ex- 
perience in puarchae- 
ing, restoring and 
reproducing antiqne ' 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Unusual “Calls” fulfilled 
¢ Estates Purchased 


¢ Special Order Work 


8. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 36, N. Y. 
Est. 1918 
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lemme? West 47th St. © New York 19, N.Y. © JUdsom 6-1666.5 





One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 














DIAMONDS rox EXPORT 
BARBER wx0 SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON. xe Ses 
SLUBAR - LONDON 


CABLES: 


ALL QUAL'ITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ann AMSTERDAM 
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The lighter with 
the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits! 


TILTED jet 


flame for pipes 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


The Flame 
you aim 





Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

2. The only jet lighter that works on standard 
lighter fuel, always at hand. 

3. Wick lasts indefinitely. 

4. Longest flint. 

5. Easy to fuel—holds more, too. 

6. Guaranteed to work. 

7. 10 models retailing from $6.85 to $27.50. 

8. Consistently advertised. 


For full information or display material write to 


BEATTIE 1c & rncoucrs, INC. 


New York City 


17 East 48th Street, 






















WINS DACKS “ein. 


with non-corrosive 
smooth action springs 


First with the Jewelry Industry, 
Your choice of two distinctive 
designs. The snap opening 
—snap closing is mechanically 
perfect. Immediate delivery 
out of stock. 


#2—14K, SILVER 
OR GOLD FILLED 


+1—14K GOLD 


sydney merman & CO., in. 


102 CANAL STREET, NEW YORK 2, N.Y. ¢ CAnal 6-3802 











svenbedy Wants A. 
TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces .. . glorifies 
medals. Nationally advertised. Market test- 
ed, sales proven, presold. 80% of customers 
have heirloom watches. Gain goodwill, 
repair jobs with Treasure Domes. Proud 


possession, perfect gift. DuPont Lucite 





Dome. Ebony, mahogany, blonde wood 





See 


bases. Impulse item. Display with watch; 
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RETAILS FOR $3.95 
% doz. $14.22; 1 doz. up $24.00 per 
doz. Shipped prepaid if check with 
order. No C. O. D. (6 doz. shipped 





see them sell. 


CAROL BEATTY CO., Depr. 5-333 
635 S. Kenmore Ave., Los Angeles 5, Calif. 





open account to D&B rated stores.) 











WATCHES § CLOCKS 


INC., NEW BEDFORD, MASS. 
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JOHN HALL, HAMILTON DISTRICT S. M. RETIRES. Dean of New Yerk's jewelry salesmen and 
New Ycerk and New England district sales manager for Hamilton Watch Co., John 
Hall has retired frcm active service with the company, it was announced cn 
January 20 by L. F. Halligan, Vice-President in charge of sales. Mr. Hall will 
continue with Hamilton in an advisory capacity as special sales counsel in the 
New York metropolitan market. David F. Chapman, Hamilton N. Y. City sales 
manager, waS named to succeed Mr. Hall. 


COSTUME JEWELRY CONFERENCE IN MARCH. Another session of the current trade practice 
conference for the ccstume jewelry trade has been tentatively scheduled for the 
middle of March, and will be held in Providence, R. I. At the session held in 
New York last October, a meeting had been slated for mid-January but this 
meeting was postponed until March in order to give the industry more time to 
prepare recommendations. 


HARWOOD NAMED PRESIDENT OF DMIAA. Wallace W. Harwood, head of the firm, Prism-—-Lite 
Diamonds, 4 West 58th St., N. Y., was elected president of the Diamond Manu- 
facturers and Importers Association of America, Inc., at the annual meeting of 


the group on January 21, in New York City. 


TREASURY TIGHTENS CONTROLS ON GOLD. A number of amendments to the present regula- 
tions on the use and sale of gold have been made by the Treasury Department. 
This is part of a general tightening up of regulations designed to stop the 
"leakage" cf gold to Communist-—dominated areas. See details on page 184. 


HORACE PACK BUYS J. ENGEL & CO. Horace Pack & Co., wholesale jewelers of Washing- 
ton, D. C., has purchased J. Engel & Co., of Baltimore, Md. A consolidation has 
been effected between the two firms, forming a new concern known as The Engel- 
Pack Co., Inc. Jay G@. Engel will head the new firm as chairman of the board. 
Leon J. Engel’ is withdrawing from the business completely. 


McDERMOTT LEAVES JBT POST. James McDermott, assistant secretary of the Jewelers 
Board of Trade and manager of its New York office, resigned on December 3l 
because of ill health. Mr. McDermott entered the employ of the predecessors of 
the JBT in 1894 and has been with the organization through its several changes 


ever since. 


CJA TO SPONSOR JEWELRY COURSE. The Chicago Jewelers Association through its Trade 
Extension Committee is planning to sponsor a jewelry store merchandising course 
to be held in Chicago, beginning tentatively in April. University of Illinois 
School of Commerce faculty will conduct the course and the association plans on 
having leading jewelry field executives participate in panel discussions. 


TIN CONTROLS LOOSENED. Beginning January 1, the tin control order (M-8) was amended 
to increase the self-—allotment of tin for jewelry, buckles and buttons, emblems 
and insignia, plating and coating for decorative purposes, etc., from the 
previous 25% of base period use to 60% of base period use. 
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Can Help 
YOU 








Get.... 





THE IDEA: 


That a controlled repair department can be 
a profitable department. And that it can 
help make money in other departments in 
your store, because it will bring more poten- 
tial customers. And because it will help to 


make them satisfied customers. 


How An Idea 








Your 


Share 











We can help you. Not by loading you with 
unnecessary purchases, but by helping you to 
plan and operate a more efficient depart- 
ment. THE ONLY COMPANY THAT MAKES 
THIS OFFER. A postcard or letter will bring 
full details without obligation. 


“The Supply House With An Idea”’ 


C. & E. MARSHALL CO. 





Dept. J-2 Box 7737, Chicago 80, Ill. 


Branches and Distributors in Principal Cities Throughout the USA 
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White House Report Sees 
Better Merchandising as 
Antidote to Recession 


There will be good business for both 
the production and distribution segmenis 
of the economy through 1953, but what 
happens after that will be largely up to 
Congress and private enterprise — partic- 
ularly the retail and related distribution 
outlets. This is the essence of the final 
report of President Truman’s Council of 
Economic Advisers. 

The White House report followed gener- 
ally an earlier report by the Commerce 
Department based on its six-month survey 
of “Markets After Defense Expansion.” 
Both pointed up a “real possibility” of a 
downtrend by later 1954 and 1955. Both 
said the antidote to recession is expansion 
of present retail markets and improved 
merchandising techniques. The White 
House report specifically urged cautious 
relaxation of controls, continuation of 
present tax rates, higher wages, and re- 
ductions in commodity prices. 

Impact of defense and related spending 
is counted on to maintain the economy at 


see ° 








present levels for another year. But in 
order to keep it that way, the presidential 
message says, the following courses would 
have to be followed: 

Production—Gross national product, now 
at the $345 billion level, must be kept on 
the rise, so as to hit $375 billion by 1955. 

Distribution—Private business must take 
the lead in creating new markets and 
creating better and broader sales_tech- 
niques. 

Controls—A “go-slow” policy must be 
followed with respect to production and 
price controls. Standby wage and price 
controls were recommended, ready for im- 
position when “needed.” 

Taxes—Postponement of tax reductions 
until the “proper” time, which the outgoing 
administration did not consider as being 
at the present time. 

Wages and prices—More stress on mini- 
mum wages, with all wages increased 
wherever “justified” by better productivity. 
Prices should be lowered in favor of less 
profit now to assure more profit later. 

World trade—Investments with unde- 
veloped nations must be stepped up. Im- 
port quotas should be eliminated where 
“possible” and renewal of the reciprocal 
trade agreement law is called for. 








Trifari Makes Inaugural Jewels 
For Nation's New First Lady 


The necklace and earrings worn at the 
inaugural ball by Mrs. Dwight D. Eisen- 
hower, the new first lady, were created for 
her by Trifari, makers of fine fashion 
jewelry. 

A triple strand choker-collar type neck- 
lace of simulated pearls was the style 
selected by Mrs. Eisenhower. The neck- 
lace is given fire and flash by a brilliant 
rondel interspersed between each pearl. 

Mrs. Eisenhower’s earrings were a but- 
ton-type cluster with a large central pearl 
surrounded by eight smaller pearls, each 
interspersed with a rhinestone baguette. 

Trifari encased the jewelry in a white 
kid, satin lined box, tooled in gold and 
bearing Mrs. Eisenhower’s name, Mamie 
Doud Eisenhower, and the date January 
20, 1953. 

Only three sets of the jewelry will be 
made; one for Mrs. Eisenhower’s personal 
Jewel collection, one for the Smithsonian 
Institute where Trifari will proudly take 
a place with the inaugural costumes of 
other First Ladies, and one set which 
will be permanently on exhibit at the Tri- 
fari showroom. 

Trifari will permit selected stores 
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throughout the country to exhibit this 
memorable set but this particular neck- 
lace and earrings belong to Mrs. Eisen- 
hower alone and will never be copied and 
sold commercially by Trifari. 





Mrs. Dwight D. Eisenhower, the nation's new 

first lady, models the Trifari necklace and 

earrrings which she wore at the inaugura- 
tion on January 20. 





Elimination of Jewelry 
Excises Demanded in 
Proposed Tax Legislation 


Some influential congressional leaders 
are now thinking in terms of balancing 
the budget before turning to federal tax 
legislation. Nevertheless, a rash of bills 
proposing a variety of tax reductions was 
dropped into the Washington legislative 
hopper during the opening days of the new 
session. _ 

Of the numerous proposals, the Dingell 
omnibus bill is worthy of special attention 
from all retailers. This is because of its 
uncompromising stand against taxes which 
hit hardest at the retailer, especially the 
jewelry store, and the pocketbook of the 
customer —the excises. The measure de- 
mands complete elimination of the excise 
tax on jewelry and other selected consumer 
items and sharp reductions on still other 
goods and services. 

Old and new arguments against excises 
will be aired during the weeks of com- 
mittee hearings. It now looks as if argu- 
ments against excises will run along these 
lines: (a) that excises are taxes on prod- 
ucts rather than profits, (b) that as such 
the burden falls heaviest on low income 
classes and large family groups, and (c) 
that if imposed at all, such taxes should 
be left to state and local government levels. 


PROPOSALS MENTION EXCISES 


Strongest fight seems likely to be waged 
against the four retail excises—jewelry, 
cosmetics, luggage, and furs—and those 
on appliances. Nearly all the various pro- 
posals include specific mention of these. 
It will be emphasized that they were gen- 
erally wartime measures, designed to fe- 
duce buying as well as to conserve raw 
materials such as aluminum, platinum and 
tin for war and defense production. 

It will be argued that they have since 
outlived such purposes. This is particularly 
applicable, it will be emphasized, in view 
of the fact that the government is now 
warning against a possible business reces- 
sion within a couple of years unless move- 
ment of goods at the retail level is main- 
tained at a high rate. 

Under the Dingell proposals, in addition 
to jewelry, demand is made for complete 
elimination of excise taxes on electrical 
and gas appliances, television. and radie 
sets, phonographs and players, musical in- 


(Please turn to page 185) 
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Fun Reigns Supreme at Chicago Banquet; 
Over 1300 Attend 79th Annual Event 














A welcome to the more than 1300 diners who assembled for CJA's 79th annual banquet 
was extended by Charles D. Ellbogen, association president. Seated on the dais were 
prominent jewelry trade executives and other association guests. 


An outstanding attendance record was 
set at the 79th annual banquet of the 
Chicago Jewelers Association held at the 
Conrad Hilton Hotel on the evening of 
January 10. More than 1300 members 
and guests crowded the Grand Ballroom 
of the hotel to partake of an excellent 
dinner and enjoy a superb program oi 
entertainment that surpassed all previous 
efforts. 


FESTIVITIES START PROMPTLY 


With the usual promptness and _ perfec- 
tion of timing which has always character- 
ized CJA affairs, the evening’s festivities 
promptly got underway at 6:00 P.M. with 
a cocktail party. Members and guests 
were summoned to the grand banquet hall 
at 7:00 P.M. where they took their places 
at the innumerable tables that filled the 
ballroom to capacity. 

The invocation preceding the banquet 
was pronounced by Rabbi Richard C. 
Hertz, associate Rabbi of the Chicago 
Sinai Congregation, and a welcome to the 
banqueters was extended by Charles D. 
Ellbogen, president of the association. 


PRESENT SPARKLING FLOOR SHOW 


After the dinner an intermission was 
provided for the guests to circulate through 
the room and exchange greetings. The 
evening closed on a high pitch with a 
sparkling and entertaining floor show. 

Carrying out their usual custom, the 
association distributed a luxurious gift as 
a souvenir of the occasion—a custom-made 
ladies’ train case covered in durable an- 
tique rawhide. The attractive case is lined 
with washable fabric and is fitted with a 
large mirror in the cover and adjustable 
loops for holding cosmetic containers 
firmly. 

In addition to President Ellbogen and 
Rabbi Hertz, others seated at the head 
table included: Thomas G. McMahon, 
David E. Newman, Harry E. Radix and 
Howard D. Schaeffer, all-honorary members 
of the Chicago Jewelers Association; Rear 
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Admiral Francis P. Old, commandant, 
Ninth Nava! District; Colonel Stephen E. 
Bullock, commanding officer, Fort Sheridan, 
Ill.; Hon. John Gutknecht, State’s Attorney, 
Cook County, Ill.; Ben Lazrus, president 
of the Twenty-Four Karat Club of the 
City of New York; John M. Montgomery, 
president of the National Wholesale Jewel- 
ers Association; Harvey Brown, president 
of the Canadian Jewellers Association: 
Irving Wolfgang, president of the National 
Jewelers Association; Fred Bullock, presi- 
dent of the Jewelers Board of Trade: 
and Albert S. Munnis, president of the 
Boston Jewelers Club. 





This year's souvenir of the CJA banquet 

was one of the organization's most luxurious. 

Each guest received this attractive ladies’ 

train case, custom-made for CJA of durable 
antique rawhide. 


The Banquet Committee, which had done 
such an excellent job, was headed by 
James H. Swartchild, who was assisted by 
Webb C. Ball, John M. Biggins, Charles 
G. Brown, R. S. Hulbert, Alvin Lauschke, 
Mead Montgomery, David E. Newman, 
Marshall Spies and Francis V. Healy. 


Chubbs Jewelers, operating stores in 
Lackawanna and North Tonawanda, N. Y.. 
have opened a third store at 1050 Broad- 
way, Buffalo, N. Y. 





Elgin Hedges Against 
Foreign Competition by 
Diversifying Production 


In a significant year-end statement, J, ¢ 
Shennan, president of Elgin Nationa) 
Watch Co., voiced acceptance of the 
“general wisdom” of President Truman's 
refusal last August to grant higher tari 
rates on foreign-made watches and watch 
movements. 

Mr. Shennan said he did not believe 
the President’s action served the interests 
of national security because “only an ade. 
quate jeweled watch manufacturing indys. 
try is capable of making many of the 
precision instruments needed in modem 
warfare.” He added, however, that Elgin 
is “aware that the decision reflects a, wide. 
spread belief that a reduction of tariff 
barriers will further the interests of world 
peace.” 

Mr. Shennan continued: “However much 
it may distress him personally no respon. 
sible American can deny the general 
wisdom of such a policy. The only alterna. 
tive to expanded world trade is the suicidal 
continuation of huge American handouts 
in a futile attempt to bolster the economy 
of distressed nations. Neither, however, is 
there any denying that indiscriminate tariff 
reductions will cause serious economic dis- 
location for the many American industries 
affected by this policy.” 

Elgin, its president said, is meeting 
foreign competition by increased diversi- 
fication. “We are expanding our research, 
manufacturing and_ sales activities into 
products other than American-made 
watches,” he declared, “in the belief that 
diversification provides the only real source 
of economic security.” 


CREATES NEW SALES ORGANIZATION 


As part of its diversification program, 
Elgin in 1952 created a new sales organ- 
ization to handle jewelry products of the 
firm’s two new subsidiaries, Wadsworth 
Watch Case Co. of Dayton, Ky., and the 
Hadley Co., Inc., Providence, R. I. This 
division sells compacts and lower-priced 
imported watches by Wadsworth, together 
with men’s jewelry and metal watch at- 
tachments by Hadley. 

The company is also diversifying opera- 
tions by producing diamond compounds 
and accessories for precision metal-working 
and allied industries, and continuing spe 
cialization in military instruments and 
ammunition components for the armed 
services. 

Mr. Shennan said that Elgin will con- 
tinue manufacture of American-made 
watches as the foundation of its business, 
with particular attention to quality, styling 
and efficient production and distribution 
methods. “We believe that an increasing 
proportion of Elgin’s rapidly expanding 
sales volume will come from the sale of 
products other than American-made 
watches,” he declared, “and that there 
will be a better opportunity for reward in 
the form of profits from efficient selling 
and manufacturing.” 
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: Size 61/2" x 934" 


|| NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 
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Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 





Selling points on karat quality, rolled gold plate and $6.00 
electroplated articles are backed up with the authority o! 
the printed word, compiled by experts in these fields. Post Paid 


Terms in allied fields such as china and glass are also 


explained in detail in easy to understand language. HARD COVER BOUND 


IN RICH BLUE CLOTH 








In one comprehensive volume, THE JEWELERS’ DIC- 

TIONARY contains an invaluable wealth of information— ee ae eee 

indispensable to the jeweler, watchmaker, gemologist, 
: advertising man; in short, to anyone seeking information ORDER TOD AY 
pertinent to the jewelry and allied fields. 
' FOR IMMEDIATE DELIVERY 

a ne ' 
AUTHORS 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., 
New York 17, N. Y. 


Dr. Frederick H. Pough 
Curator of Gems and Minerals of the 
American Museum of Natural History 


Nidhehieaetnik a inneiannitaiisimaiin 


Soe SO Please send me a copy of the revised JEWELERS’ 
° Seeciaeat - DICTIONARY. Enclosed find $6.00 


Bowman Technical School 
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Rs no ces ceuceeeess is enclosed 
C. M. Hoke 
Consulting Chemist Money order .......... is enclosed 
Jewelers’ Technical Advice Co. 
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Check or money order must 
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EUROPEAN DESIGN IDEAS SHOWN AT FASHION CLINICS 





The design ideas illustrated here, 
brought back from the jewelry markets 
of Europe, were featured at recent fash- 
ion clinics conducted by Martha Percilla, 
fashion director of the Jewelry Industry 
Council. These design ideas are among 
trend news reported by the Council’s 
fashion director following her recent trip 
to France, England and Switzerland where 
she went to do research on jewelry store 
merchandise. 

Shown here are, upper left: “Bird’s 





Nest” bracelet made of multiple layers of 
gold wire which simulates small twigs. 
Upper right: Large pearl necklace, dia- 
mond horseshoe hanging from center and 
pear shaped pearl drop beneath. Lower 
Left: Platinum and diamond bowknot for 
clipping onto pearl ropes. Lower Right: 
Gold necklet made as a rigid bar, some- 
times without stones, sometimes studded 
with pearls or diamonds and frequently 
worn in twos and threes, or in combina- 
tion with a single strand pearl necklace. 





Omega Follows Through on 
New Distribution Policy 


Favorable reaction to Omega’s new 
tightened distribution policy was discussed 
at length during the annual sales meeting 
of the Norman M. Morris Corporation 
(U. S. distributors of Omega watches), 
held at the Savoy-Plaza, New York, Janu- 
ary 13. 

Norman M. Morris, president of the firm, 
revealed that letters have been received 
from various parts of the country express- 
ing great enthusiasm for the new plan. 
These letters have come not only from 
Omega dealers, but also from secretaries 
of State Associations and from members 
of other jewelry groups — organizations 
which represent the best standards of 
practice within the jewelry industry. 

“We are very heartened by this reac- 
tion,’ Mr. Morris declared, “and we can 
only say again that this seems the right 
way to protect the interests of reputable 
jewelers everywhere.” 

Adolphe Vallat, general manager of the 
Omega Watch Co. of Bienne and Geneva. 
Switzerland, addressed the meeting and 
completely endorsed Mr. Morris’ statement 
on the new policy. “Again and again. in 
countries throughout the world.” he said. 
“we have discovered that whenever Omega 
distribution is concentrated in a _ limited 
number of high quality outlets, the sales 
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volume within these countries rise to new— 
and frequently to sensationally new— 
heights.” 

Mr. Morris brought home to the Omega 
sales force their responsibilities in the suc- 
cessful conduct of the new distribution 
policy, urging them to be alert and vigi- 
lant. 





Washington Jewelry Concern 
Purchases J. Engel & Co. 


J. Engel & Co. of Baltimore, Md, one 
of the nation’s oldest jewelry Wholesaling 
firms, was purchased recently by Horace 
Pack & Co., wholesale jewelers of Wash. 
ington, D. C. A consolidation has beep 
effected between both firms thus forming 
a new concern known as The Engel-Pack 
Co., Inc. 

The Engel firm has serviced jewelers jp 
the Maryland and Southern areas since jt 
was founded 56 years ago by Jacob Engel, 
who died in 1936. Since that time the 
affairs of the business were carried on by 
his son, Leon J. Engel, and Jay G. Engel, 

Jay G. Engel will head the newly-formed 
concern as chairman of the board. Leon J. 
Engel is withdrawing completely. Many 
employees and department heads of both 
concerns are being retained. 

The main office and headquarters of the 
new firm will be located in Baltimore. In 
addition, the Washington office will con. 
tinue to be open. 





McDermott Leaves JBT Post; 
Served Organization 58 Years 


After serving the Jewelers Board of 
Trade and its predecessors for approxi- 
mately 58 years, James McDermott, an 
assistant secretary of that organization and 
manager of its New York City office, 
tendered his resignation on December 31. 
He was reluctantly compelled to sever his 
connection with the association on the 
advice of his physician. 

Mr. McDermott entered the employ of 
The Jewelers Mercantile Agency, Ltd., in 
1894. When that organization was merged 
with the New York Jewelers Board of 
Trade in 1896, he continued in the employ 
of that association and its successors, The 
National Jewelers Board of Trade and 
The Jewelers Board of Trade. He was 
elected assistant secretary of The Jewelers 
Board of Trade on September 15, 194. 
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The Flex-Let Corp. held its annual sales 
convention on January 12 and 13 at the 
Park Sheraton Hotel, New York. 

The Flex-Let 1953 line of watch bands 
and Beau Brummel men’s jewelry was pre- 
sented to the sales representatives with the 
announcement that there would be no 
increase in prices for the first six months 
of 1953, and unless something unforeseen 
happens, prices would be maintained for 
the whole year. 


FLEX-LET INTRODUCES NEW LINE AT SALES MEETING 









The new lines, new packaging and new 
displays were enthusiastically received. An 
announcement that the firm will continue 
to give the retail jeweler the unconditional 
repair guarantee on every Flex-Let watch 
band was also greeted with enthusiasm. 

On the second day of the sales conven- 
tion, the largest trade advertising and con- 
sumer TV schedule in Flex-Let’s history 
was dramatically presented and favorably 
received. 
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Benrus Sets Firm Policy 
On Maintaining Prices 


A vigorous and relentless campaign is 
being waged by the Benrus W atch Co. 
against price-cutters who advertise or sell 
Benrus watches below established fair 
trade prices stated S. Ralph Lazrus, com- 
pany president, who revealed details of 
the firm’s efforts to combat price cutting 
on January lo. 

As an indication of the firm’s determina- 
tion to prevent price cutting on their 
watches, Mr. Lazrus cited the 80 lawsuits 
that had, as of January 15, been instituted 
against violators. In every instance, he 
stated, Benrus has been successful in re- 
straining the firms involved from offering 
their watches for sale below fair-traded 
prices. 

Quick action has also been taken by the 
company, Mr. Lazrus disclosed, in order to 
prevent the sale of Benrus watches at 
clearance prices. He said that innumer- 
able concerns have written Benrus ‘stating 
that they intended to dispose of a number 
of watches at cut prices if the company 
would not accept their return. To prevent 
any price-cutting on even a single item in 
their line, he declared, Benrus has, in every 
instance, taken back the merchandise. 

Mr. Lazrus also disclosed that Benrus 
has been keeping a record of every watch 
shipped to its customers since the McGuire 
Act has been enacted. Through these 
means, he said, the company is able to 
tell what source is supplying watches to 
people who run cut-price sales. Benrus is 
holding the people to whom they sell their 
merchandise responsible so that they will 
prevent, in the future, the transfer of mer- 
chandise from an established dealer of 
Benrus watches to a _ price-cutter who 
doesn’t buy from the Benrus Watch Co. 


For the future, Mr. Lazrus stated, state 
fair trade laws will be enforced by Benrus 
wherever a violation of price-cutting oc- 
curs. “No stone is being left unturned,” 
he asserted, “to make sure that Benrus 
watches will be sold at the established 
price in every fair-traded state.” 

Announcement of a comprehensive ad- 

















FASHION EDITORS 
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The Jewelry Industry Council's Fashion Director, Martha Percilla 
Metropolitan Opera House, surrounded by four beautiful models, 
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, is photographed at the 
all of whom are wearing 


a fortune in fine jewels from Cartier, Tiffany and Van Cleef and Arpels. The occasion was 

the Council's annual Metropolitan Opera party given for newspaper fashion editors from 

all parts of the country who attend National Press Week in New York during the second 
week in January. 


More than 150 members of the American 
fashion press wound up New York Press 
Week as guests of the Jewelry Industry 
Council at a performance of Verdi’s Aida, 
Friday evening, January 9, at the Metro- 
politan Opera, New York. 

When the editors reached their box 
seats at the opera house, they found them- 
selves seated amidst an array of beauti- 
fully dressed models wearing exquisite 
jewels from Cartier, Tiffany, and Van 
Cleef and Arpels. 

The Council’s Fashion Director, Martha 
Percilla, arranged with designer Jacques 
Griffe to airmail his ball gown collection 
from Paris for the occasion. Six great 





ball gowns were flown to New York to be 
worn just that one night by Miss Percilla 
and the be-gemmed and be-jewelled models. 
They were whisked back to Griffe’s Paris 
Salon by air the next day. 

Between acts, the fashion press was in- 
vited by Rudolph Bing, director of the 
Metropolitan Opera, to join him and mem- 
bers of the Metropolitan Opera Association 
in the Guild Room for a glass of cham- 
pagne. Thus, the editors not only enjoyed 
a brilliant and dramatie operatic perform- 
ance, but were also able to inspect at 
close range some of the finest and most 
precious jewelry fashions in the country. 





vertising and promotional campaign plan- 
ned for this year by Benrus was made 
by Harvey M. Bond, advertising director. 
He said the firm has created a new and 
attractive watch line for °53 which will 
be advertised nationally on the “Show of 
Shows” telecast. Benrus is adding new 
markets as new television stations open 
up, he stated, and are augmenting their 
“Show of Shows” advertising by additional 
TV spots in old and new markets. 


Mr. Bond stated that Benrus has created 








Officers and representatives of Davidson & Sons Jewelry Co., Inc., met January 7 through 

1! at the Hotel Paramount, New York, for the firm's annual sales convention. Promotion 

plans for the coming year were presented at the meeting and complete sales plans for the 
new Dason ring line were formulated. 
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a costly series of in-store and window dis- 
plays for the retail jeweler. In addition, 
he said the company has allocated $250,000 
for dealer promotional material which in- 
cludes a unique plan to enable the retail 
jeweler to devote his entire window and 
store to the promotion of a specialized 
event. 

“Our entire thinking in ’53,” said Mr. 
Bond, “has been devoted to rehabilitating 
and helping the retail jeweler to regain 
his position as the primary source for 
watch or jewelry sales. That is one rea- 
son why Benrus is going to the trouble 
and expense of making certain that all dis- 
tribution of Benrus watches line-up fully 
and completely to the established retail 
prices of Benrus watches under the Mce- 
Guire Act, thereby assuring the retail 
jeweler his full profit.” 


Three Watchmaking Schools 
OK'd to Teach Korean Vets 


Three watchmaking schools were ac- 
credited by state departments of public 
education last September to teach Korean 
war veterans under Public Law 550. The 
horological schools granted this approval 
were the Gruen Watchmaking Institute, 
the Joseph Bulova School of Watchmaking 
and the Western Pennsylvania Horological 
Institute. 
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Puerto Rican Jewelry Makers 
Fight Proposed Wage Increase 
The U. S. Department of Labor has 


agreed to hear new evidence from Puerto 
Rican jewelry manufacturers on March 10 
in answer to a government proposal to 
increase minimum wages in the industry 
to 50 cents per hour. Both metal and 
plastic jewelry items are affected by the 
proposal. 

According to the Caribe Plastics Cor- 
poration, the 50-cents-per-hour recom- 
mended minimum wage for plastic jewelry 
“would result in the elimination” of com- 
panies now in the industry in Puerto Rico. 
The company’s petition also states that 
“it is a well-established fact that no 
jewelry manufacturer of any consequence 
is now manufacturing inexpensive plastic 
jewelry in the United States.” 

Caribe’s position, as outlined to Wm. 
R. McComb, administrator of the Labor 
Department’s Wage and Hour Public Con- 
tracts Division, is that earrings and pins 





that match bracelets and necklaces should 
be included in the Necklace, Bracelet, 
and Similar Jewelry Division, for which 
the recommended minimum rate is 36 cents 
per hour. The company says it may have 
to discharge all its jewelry workers if the 
20-cent rate is put into effect, but that it 
and other Puerto Rican concerns could 
compete with foreign firms if a minimum 
of 36 cents per hour were applicable to 
all types of plastic jewelry. 

The Fair Labor Standards Act author- 
izes industry committees to recommend for 
Puerto Rican industries the highest mini- 
mum wages up to 75 cents per hour that 
will not substantially curtail employment 
in the industries or give Puerto Rican 
industry a competitive advantage over 
industry in the United States. The Ad- 
ministrator is authorized to accept or 
reject committee recommendations. He 
may not alter them. 

The hearing is to be held at 10 a.m. 
on March 10 in Room 5406, Department 
of Labor Building, Washington, D. C. 








The actual "Golden 


prominently in the Twentieth Century Fox film, 
shown above. Reproductions of this bracelet, 
in the film, will be available to local 


A vast promotion, publicity and adver- 
tising campaign will focus attention on the 
jewelry worn in a new movie, “The Treasure 
of the Golden Condor,” which is scheduled 
to be released by Twentieth Century Fox 
in early spring. Billboards, newspaper and 
magazine advertising, publicity stills, and 
display pieces will feature the jewelry 
prominently. 

The new motion picture is laid in the 
18th century and revolves around the search 
for the ancient Mayan treasure called the 
“Golden Condor” which consists primarily 
of seven-centuries-old jewelry, mostly huge 
emeralds and gold. 

In order to reproduce the _ primitive 
jewelry that would have been used more 
than 700 years ago in Tical, Guatemala, 
where the picture was made, Twentieth 
Century Fox called on Edward Swoboda 
of Los Angeles. Swoboda, a relative new- 
comer to the jewelry manufacturing busi- 
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ondor" medallion and one of the emerald bracelets featured so 


"The Treasure of the Golden Condor," are 
as well as the necklace and earrings used 
jewelers throughout the country. 


ness, has a shop at 448 S. Hill St. in Los 
Angeles, where he reproduces just such 
items for modern use. 

Local jewelers throughout the nation 
will be given an opportunity to capitalize 
on the “saturation publicity” this _big- 
budget film will give the jewelry. Arrange- 
ments have been made for Swoboda to 
reproduce authentic copies of the jewelry 
used in the movie for sale by jewelers 
throughout the country. 

Dealers will be supplied with ad mats 
and counter cards, the latter including a 
photograph from the movie, a reproduction 
of the medallion and an actual piece of 
the jewelry. Jewelers will also be urged 
to contact their local theatre operator when 
the film is to be shown, so that arrange- 
ments can be made for theatre lobby dis- 
plays featuring the jewelry and publicizing 
the fact that the reproductions will be 
available at the retailer’s. 





Bulova and NYU Conduct 
Eighth Merchandising Course 


A select group of 25 jewelry store Tepre. 
sentatives attended the eighth intensive 
training program in jewelry store manage. 
ment and merchandising which was offereq 
by the Joseph Bulova School of Watch. 
making and New York University’s Schoo} 
of Retailing. The course was held from 
January 19 through February 2. 

Both the American National Retajj 
Jewelers Association and the National 
Jewelers Association cooperated actively 
in the formulating of this and past traip. 
ing programs. University professors of re. 
tailing and jewelry store executives con. 
ducted the course. 

The two weeks of intensive study jn. 
cluded iectures and discussions on such 
topics as financial control, sales manage- 
ment, store operations, and merchandise 
management. Field trips also were ar. 
ranged to provide first-hand knowledge of 
the merchandise sold and methods used jp 
retail stores. The students inspected jewelry 
and watch manufacturing plants, attended 
precious stone exhibitions, and visited lead. 
ing retail jewelry stores. 

The first training program was offered 
in June, 1949, and since that time has 
attracted men and women from stores in 
37 states and six provinces of Canada. 


La Tausca's New Spring Line 
Shown at New York Preview 


The La Tausca 1953 spring jewelry col- 
lection was shown to buyers and the press 
on January 13 in New York. More glisten 
than glitter is the rule in the new collec- 
tion which constantly couples youthfulness 
with regal opulence, elaborate, even mas- 
sive design with a feeling of delicacy and 
fine detail. 

The larger part of the collection was 
designed by Majeska, who once again in- 
troduces as a favorite theme the satin- 
finished simulated pearl, natural or tinted, 
from pale to deep colors. She uses both 
large and small in a single piece, mingling 
the simulated pearls with colored stones 
or Venetian beads. 

“Framed pearls,” single large simulated 
pearls or groups of three outlined in 3 
frame of gilt rope or chain form an impor- 
tant feature of the daytime jewelry series. 
Meant for street wear, this jewelry merges 
two day-time classics, simulated pearls and 
gold links. 

Massive but light bracelets modelled and 
carved from gilded plastic are featured 
prominently in the new collection. Ear- 
rings, too, emphasize bulk without weight 
in their airy, mobile hoop designs of col- 
ored stones, gold chains, and simulated 
pearls. 

This year La Tausca points out there’s 
certain to be a crescendo in the demand for 
cultured pearl jewelry, not only the classic 
strand of luminous pearls, but the de- 
signed piece combining pearls with gold. 
Introduced at the showing was a small but 
precious assembly of cultured pearl jewelry 
designs, all light in feeling, setting the 
pearls against a tracery of metal to form 
flower sprays or trailing arabesques. 
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Schiffman's Design and Make 
Handsome Trophy for Book Club 


Schiffman’s, Inc., leading jewelers of 
Greensboro, N. ©., were recently com- 
missioned by the Historical Book Club of 
Greensboro to design and make the Sir 
Walter Raleigh Trophy. Upon its com- 
pletion, the organization presented the 
trophy to the state lor use as an annual 
presentation for literary accomplishment in 
North Carolina other than historic writing. 

The trophy, an impressive accomplish- 
ment in silversmithing, stands 28 inches 
high and has a base made of North Caro- 
lina pink marble. The whole remaining 
structure is of sterling silver. 

The base of the trophy is decorated with 
the potato and the potato vine, which along 
with the tobacco plant and corn, were the 
three items definitely introduced from 
North Carolina to England. Each of these 
items are represented on the trophy, hand- 
somely chased by Samuel Kirk. Other 
trophy decorations include the pine, pine 
cone and the dogwood indigenous to the 
state, plus the seal of North Carolina 
superimposed on the engraved map of 
North Carolina. 





This handsome sterling silver trophy was 
designed and made recently by Schiffman's, 
Inc., jewelers of Greensboro, N. C. The 


handsome presentation is to be an annual - 


one for literary accomplishment in North 
Carolina. 


On the opposite side of the trophy is 
the personal seal of Sir Walter Raleigh 
superimposed on the map of. England, 
Ireland and Scotland. On the left and 
right of the seal are reproductions of the 
ships used by Sir Walter Raleigh’s colonists 
in coming to America. The words inscribed 
above describe Sir Walter Raleigh’s accom- 
plishments as philosopher, poet, historian, 
explorer, colonist, ete. 

The top of the trophy is graced by an 
eight-inch figure of Sir Walter Raleigh 
standing on a globe of the world. He is 
fully accoutered with velvet cloak, order- 
of-the-garter and other insignia. 

The first presentation of this annual 
award was made recently to Paul Green 
of Chapel Hill, N. C., who will be the 
possessor of a replica of the figure itself 
in full size standing on a book. 
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Detroit Jewelers Association .. 
Elects Friedberg President 


Chosen as president of the Greater 
Detroit Jewelers Association recently was 
William Friedberg (Friedberg’s Jewelry, 
Inc.). He succeeds Harry Kay (Harry 
Kay Credit Jewelers). 

Other officers elected were: Lewis Man- 
ning (Cole & Erwin, Inc.), first vice 
president; Sol Hoffman (Brown’s Jewelry, 
Inc.), second vice president; Bud Gerson 
(Myer’s Jewelry Shop), secretary, and 
Thomas C. Smith (Meyer Jewelry Co.), 
treasurer. 

Named as directors were Arnold Cohen 
(Grand Jewelry Co.), Irving S. Raider 
(De Roy Jewelers), Lionel Willens (Wil- 
lens Jewelers), Fred Gottfurcht, Leonard 











| 
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Tigay, Jach Laula (Otto Laula & Co.), 
Bernard Wein, Loren Van Tassel (Square 
Deal Miller), and Edward Schlussel 
(Keyes Jewelers). 





Henshel Heads JWB Committee 


Col. Harry D. Henshel, a vice president 
and director of the Bulova Watch Co., has 
been named chairman of the national 
Armed Services Division Committee of the 
National Jewish Welfare Board. The 
Armed Services Division is one of the 
three Divisions through which JWB as 
the government-authorized agency serves 
the recreational, religious, welfare and 
morale needs of Jewish personnel in the 
U. S. Armed Forces and veterans hospi- 
tals. 
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loGoldsmith 


Every shipment of old gold, filled or plated scrap you send to 


us is carefully checked and valued by specialists. It is then 


placed in our vaults for safe keeping and... 


OUR CHECK WILL SATISFY YOU 


or your lot will be returned to you promptly upon your re- 


quest. When you ship by mail or express to Goldsmith it is 


like doing business over the counter. 


Include your trade-in movements and obsolete 
watches. They often bring substantial returns. 





GOLDSMITH BROS. 
SMELTING & REFINING €O 
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New York Office: 74 West 46th Street, New York 


181 








Poole Silver Celebrates 
Sixtieth Anniversary 
The Poole Silver Co., Taunton, Mass., 


manufacturers of sterling and silverplated 
hollowware, is currently celebrating its 
60th anniversary. 

The history of the company has been 
one of constant growth and achievement. 
Starting in 1893 with a small two-room 
factory, the company expanded gradually 
but steadily until today it occupies a five- 
story building and annex which houses 
modern equipment for the manufacture 
of silver. 

Although originally known as a manu- 
facturer of plated silver, Poole has devel- 
oped a large line of sterling silver hollow- 
ware. The company is planning additional 


modernization and expansion in manu- 
facturing facilities and it will embark this 
year on an extensive sales promotion and 
advertising program. This effort will start 
in February and continue throughout the 
year, 


In commenting on the firm’s anniver- 
sary, Arthur Kaplan, company president, 
stated: “Naturally, we here at Poole are 
happy to have reached this milestone in 
our business history. We will continue the 
progressive policies which have won so 
many friends for our company. We will 
attempt to strengthen the position of our 
distributors by giving them the highest 
quality silver and will back them up with 
every possible sales and advertising aid.” 





Charles Rodgers, plant superintendent, 
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WINDS ITSELF—TELLS THE DATE 


Tomorrow’s time-piece today . .. this superbly made, aristocratically 
designed Self-winding DATE watch. The ERNEST BOREL movement 
embodies the latest advances in Self-winding technique, and is super- 
finished to assure fine performance. Available in Four handsome 
models—all water-resistant —with 17 Jewels, Incabloc, and INCA*STAR 
Regulator.* 


#4176 and #4195 in all steel hand-lapped cases . $67.50 fti 
#4177 and #4196 in 14K Gold Top, Steel back case $89.50 fti 
#4178 Certified Wrist Chronometer adjusted in five 

positions plus Temperatures, in 18K Gold Case .. . $275.00 fti 






* INCASTAR, the advanced regulator . . . Special awards for accuracy by Official 
Swiss Testing Observatories, increased 65% when Incastar regulators replaced 
the out-of-date ‘‘Index-Regulator’’. 


Grnést 








SINCE 1859 


For complete details of the Ernest Borel line of fine watches, write to 


Exclusive U. S. Distributor 


JULES BOREL COMPANY 


1015 Walnut Street Kansas City 6, Mo. 
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who is responsible for new designs ang 
the increased facilities in the plant, re. 
ports that production schedules Will be 
stepped up and if raw materials continue 
to be available, there should be no prob. 
lems regarding deliveries of the company’s 
lines. 





Tentative Hearing Date Set 
For Rules on Costume Jewelry 


Another hearing on proposed trade prac: 
tice rules for the costume jewelry indus. 
try has been tentatively scheduled fo, 
Providence, R. [., about the middle of 
March. 

At the session in New York last (Qe. 
tober, another meeting had been slated 
for January after a general agreement 
that industry needed more time to prepare 
recommendations. It is understood, hoy. 
ever, that the January meeting was post. 
poned until March to give industry addi. 
tional time. It is said that in mid-January 
only one complete set of recommendations 
had been received. It had been submitted 
by the Costume Jewelry Trade Associa. 
tion, Washington, D. C. 





General Electric Names Buivid 


The appointment of Raymond V. Buivid 
as radio sales manager of the General 
Electric Company’s receiver department 
was announced recently by Arthur A. 
Brandt, the department’s general sales 
manager. 

Buivid joined General Electric six years 
ago as district sales representative on 
tubes and parts in Chicago. Through a 
series of successive promotions he became 
assistant radio sales manager at the de- 
partment’s headquarters in Syracuse, N. Y., 
the position he held until his new ap- 
pointment. 





Appointed 

Sales Mor. 
of Columbia 
Diamond Rings 


SEYMOUR SADEY 





Seymour Sadev has been appointed na- 
tional sales manager of the Columbia Dia- 
mond Ring Division of Axel Bros., Inc., 
according to an announcement by C. Ben- 
jamin Axel, vice president. 

Mr. Sadev joined the organization in 
1946 as a sales representative. In 1949, he 
was appointed regional sales manager. 

In assuming his new post, Mr. Sadev 
stressed the necessity of closer ties between 
jewelry manufacturers and jewelry retail- 
ers during the coming years. He particu- 
larly emphasized Columbia’s plans to in- 
crease its retail aid program, work closer 
with the jeweler, and provide him with 
better merchandising aids to help him 
move goods across the counter. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











: 

















Oneida Announces New 
Organizational Changes 


M. E. Robertson, president of Oneida 
Ltd., has announced an important change 
in the company’s sales management. — 

D. E. Sanderson, vice president, will be 
in charge of all advertised brands. Asso- 
ciated with him as sales managers of their 
respective divisions will be R. W. Landon, 
Oneida Community Ltd. Division; J. J. 
Heuer, 1881 (R) Rogers (R) Division; 
F. W. Hartwig, Heirloom Sterling Divi- 
sion; H. T. Schubert, Hollowware Divi- 
sion. 

This change is to become effective Feb- 


ruary l. 





D. E. SANDERSON 


R. A. BLOOM 


R. A. Bloom, vice president, will be in 
charge of a new Special Sales Division. 
Associated with him as sales managers are 
R. R. Colway, O. E. Cumings and J. N. 
Milnes. The organization meeting of this 
group was held at Oneida during the week 
of December 8. 





Watch Material Distributors 
Release Research Findings 


The Watch Material Distributors Asso- 
ciation recently completed research on the 
competition offered the retail jeweler by 
mail order houses and large department 
stores. The purpose of the research was 
to investigate this competition and to de- 
termine why the retail jeweler fails to get 
a greater volume of business from his com- 
munity, 

Investigation disclosed that mail order 
houses are unusually careful in checking 
the watches they sell and repair, going to 
considerable effort to see that every watch 
is properly checked before it is sent to the 
prospective customer. When taken from 
stock, new watches are carefully checked 
on a timing machine and are mailed to 
customers only when they come up to an 
established standard. 

The association suggests that retail 
jewelers can profit by its findings by pur- 
suing similar practices in their own es- 
tablishments. Said the group’s report: 
“The watchmaker and jeweler suffers from 
the sale of any watch or watch repair job 
that is below standard, and not only does 
the watchmaker suffer from this, but the 
manufacturer of that watch also suffers, 
for the customer not only condemns the 
jeweler but he condemns the factory as 
well, when the watch shows poor rating 
and poor performance.” 
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had just received, all Forstner employees 
would again receive the customary bonus 
at the end of the fiscal year. 


— ee 


Bulova Phototimer to be 
Used at Seven Track Meets 


Forstner Employees and Guests — 
Have Gala Time at Party 


Approximately 400 employees and 
guests of the Forstner Chain Corp. at- | 
tended the company’s annual Christmas | 


party. The affair was held December 19 
Seven indoor track and field meets, iIn- 


at Frank Daley’s Ivanhoe Restaurant, 
Irvington, N. J. cluding all those scheduled for Madison 
Highlighting the evening’s festivities | Square Garden, will have the services of 


was a speech by Wm. Kastner, assistant | the Bulova Phototimer this season, accord- 
treasurer, on behalf of Wm. Forstner, | ing to a recent announcement by Raymond 
president of the firm, in which he thanked F. Warren, vice president of the Bulova 
all members of the organization for the Watch Co. The first meet to use the Photo- 
fine work they performed during the past timer was the Philadelphia Inquirer games 
year. He further announced that in addi- at Convention Hall, Philadelphia, on 
tion to the Christmas bonus which they January 23. 
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LEARN how to get ALL THESE 


SALES HELPS FREE 
by ordering only about *20° | 


worth of merchandise 
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Without obligation, we'll send you 
details on how to sell BIRTH- ak 
STONE RINGS — your most profit- \@jie=\Ver= 
able single item! Our plan does not ———— 
bind you to any costly agreements but 
it does obligate US to prove our 
claims. The risk is ours! The gains 
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are YOURS so act NOW. | DAVIDSON & SONS JLRY.CO.inc. | 

| 20 West 47th St., New York 36,N.Y. | 
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: — birthstone rings. No obligation, 
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New Restrictive Measures 
Added to Gold Regulations 


A number of amendments to its gold 
regulations applying to small processors 
were made recently by the Treasury De- 
partment. This new move is part of an 
overall “tightening up” of regulations de- 
signed to stop the “leakage” of gold to 
Communist-dominated areas. Illegal oper- 
ators selling gold to smugglers are the 
target on the action, but ring castings 
manufacturers who have been doing what 
Treasury calls a “large gold business” 
without a license also are affected. 

Here’s the way the amendment works: 

1. The 35-ounce limitation on purchases 





by small processors operating under terms 
of Sec. 54.21 still applies. However, to it 
is added a provision that in any calendar 
month these processors cannot have “held, 
iransported, melted and treated, or im- 
ported” more than 250 fine troy ounces olf 
gold content. This additional restriction 
was added because treasury asserts some 
processors have been making large num- 
bers of 35-ounce purchases and thus are 
violating the spirit of the older limitation. 

2. Businessmen covered by Sec. 54.21 no 
longer are allowed to sell melted gold 
scrap to others operating under 54.21. 
Sales must be made either to the U. 5S. or 
to a holder of a Treasury Department gold 
license. This curb is supposed to prevent 
gold from “escaping” during transactions. 
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| new hermes 


AND PAY OUT OF 
PROFITS 


10,000 PROGRESSIVE JEWELERS SAY: 
"Nt the best inuestment we ever made.” 


Ask one whe has one! 


Send for Free Cataleg G 


“How To Make Money With Tracer- Guided Engraving” 


new hermes ENGRAVING MACHINE CORP. 
13-19 University Place, New York 3, N. Y. 


* TIME PAYMENTS HELP YOU TO PAY OUT OF PROFITS 
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3. Prohibition against the Consignment 
of semi-processed gold for processing and 
return is relaxed to this extent—serq 
gold can be consigned to a licensee for 
processing and return. This exception js 
allowed, according to Treasury, for proces. 
sors who can turn this scrap over for 
refining and return at a lower price than 
would be attained by performing other 
transactions, 


Two Elgin American Lines 
To be Sold Through Wholesaler; 


Allen B. Gellman, president of the Ij. 
nois Watch Case Co., announced recently 
that his company has completed final 
plans and a new policy for sales of Ameri- 
can Beauty and Valencia products excly. 
sively through wholesalers. Styled by Elgin 
American, the plan entails a completely 
new line of products, a new low price 
range, a new method of distribution, a new 
merchandising program and a new adver. 
tising and sales promotion schedule. 

Bernard Silver, who has had consider. 
able experience in the wholesale field jp 
another of the company’s divisions, has 
been named sales manager of the Ameri- 
can Beauty division. 

In addition to compacts, cigarette cases, 
lighters and dresser sets, the new Ameri- 
can Beauty line will include carryalls and 
lipstick-mirrors. Cultured and_ simulated 
pearls carry the Valencia name. 











Appointed 

Mdsg. Moar. 

of Chrysler 
Airtemp 


E. A. NASH 


The appointment of E. A. Nash as mer- 
chandising manager of the Chrysler Air 
temp Division of the Chrysler Corp. was 
announced recently by J. F. Knoff, Airtemp 
vice president and general sales manager. 

Nash assumes the newly-created post 
after seven years as district and regional 
sales manager, and sales training manager 
of the Chrysler Airtemp Sales Corp. 

He will co-ordinate Chrysler Airtemp’s 
expanded advertising, sales promotion, 
sales training and publicity programs. 


NEMJ&SA Admits New Members 


Three firms were accepted into member- 
ship by directors of the New England 
Manufacturing Jewelers & Silversmiths 
Association at their regular monthly meet- 
ing on January 8. 

The newly-admitted firms are: A. & S. 
Angolano, Inc., 100 Stewart St., Provi- 
dence, R. I.; Attleboro Printing & Em- 
bossing Co., Inc., 54 Union St., Attleboro, 
Mass., and Metalart Co., 365 Eddy St. 
Providence, R. I. 
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Baltimore Jewelers Association 
Sets Date for Dinner-Dance 


The board of directors of the Baltimore 
Jewelers Association met January 14 and 
set the date for the organization's annual 
dinner-dance and meeting. The affair will 
be held Wednesday evening, March 18, in 
the Charles Room of the Sheraton-Belve- 
dere Hotel. 

Since these functions have been well 
attended in past years, provisions are being 
made for a record turnout for this occa- 
sion. Mrs. Elizabeth F. Justis and Robert 
W. Culp have been named co-chairmen of 
the committee in charge of arrangements. 

The nominating committee, consisting of 
Howard C. Heiss, Lloyd Overbeck and 
Rodney Stieff, is scheduled to present a 
new slate of officers for the ensuing year 
during the course of the business meeting 
with elections and installation of new 


officers to follow. 


Elgin Watch Names Three 
To New Sales Division Posts 


Three executive changes in the sales 
division of Elgin National Watch Co. were 
announced recently by A. L. Rowe, vice 
president in charge of sales. 

William Rice, special sales representa- 
tive. has been named sales manager of 
the trade materials department, handling 
marketing and merchandising of service 
supplies to the watchmaking trade. 

R. O. Wagner, formerly assistant man- 
ager of the dealer service department, has 
been promoted to manager of the com- 
pany’ Chicago office in the Pittsfield 
building. 

Neal G. Schenet, who has been in charge 
of the company’s educational program for 
retail jewelry sales personnel, has been 
named director of sales personnel and 
training. His duties will now include a 
continuing training program for the com- 
pany’s field representatives. 








Excise Elimination Proposed 
(From page 175) 


struments, cigaret lighters, fountain pens 
and mechanical pencils, and photographic 
goods. xcises would be repealed on 
sporting goods except where the tax take 
is impounded for direct expenditure for 
conservation purposes. 

Additional relief would be afforded both 
the business man and his customer, though 
not involving their seller-buyer relation- 
ship. This would be through repeal of the 
15 per cent tax on local telephone service 
and reduction from the present 25 to 5 
per cent the long distance tax. 

Many realistic observers in Washington 
feel that despite high hope and_ strong 
pressure building up within Congress it- 
self, the chance of repeal of excises is no 
better than 50-50. Chance of some reduc- 
tions are a little better, perhaps 60-40 at 
the present time. The reason is that a solid 
segment on Capitol Hill feels that the best 
way, one that is more evident to the tax- 
payer, to make good on the tax reduction 
pledge is to start by reducing income 
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business (corporation) 


taxes—for both 
and personal. 
However, reliable sources advise THE 
JEWELERS CIRCULAR-KEYSTONE that it is 
still too early to tell. They say that the 
whole outcome could easily depend upon 
the amount of pressure brought to bear 
upon Congress—by both the consumer him- 
self as well as the retailers and their trade 


associations. 


Government Figures Show Drop 
In Gold and Silver Output 


figures on 
calendar 


Newly-released government 
gold and silver production in 


1951 show that output of gold dropped 
17 per cent during the year and _ silver 
production decreased by six per cent. 











U. S. Bureau of Mines, in reporting the 
production figures, biames the decrease in 
gold production on a lack of labor, deple- 
tion of some reserves, lower average gold 
content of base-metal ores, and curtail- 
ment or abandonment of some operations 
because of high costs. 

The government bureau says the smaller 
silver output is due principally to output 
of lower-than-average silver ores. 

Leading states in gold production dur- 
ing 1951 again were South Dakota, Utah, 
and California. These states, plus Alaska, 
accounted for 74 per cent of all gold out- 
put during 1951. 

Topping all records for silver output 
were Idaho, Utah, Montana, and Arizona. 
These states furnished 84 per cent of total 
production of silver. 








OUT OF A TRUNK 
75 YEARS 








739 years ago an ambitious young 






AGO... 





man by the name of A. G. Schwab 


set himself up in the wholesale 


9 jewelry business in Cincinnati. He 
a sold from village to village through- 


out the Middle West, and delivered his orders out of strapped iron trunks 


that he carried with him. That was “modern” merchandising in 1878. 


Today’s Retail Jewelers want, and need, more help 
from wholesalers to meet tough local competition. 
That’s why A. G. Schwab & Sons developed their 
Retail FRANCHISE PLAN. It is available to only 
one qualified, ethical jeweler in each community 
and gives him a complete merchandising and adver- 
lising program for his store. It includes: 

e Unsurpassed service (over- 


night mail service on many 
items) 


e National advertising 
e Newspaper ad mats 


e Radio scripts e Top quality merchandise 


including: 
e Folders : an 
Sensational unconditionally 
@ Maem wiesdow oleae guaranteed FAITH watches. 
sig LOYALTY, FAITH, ZENITH, 
trademarked, guaranteecd-in- 


e Counter and window cards writing diamends. Hand 


somely-boxed line of FAITH 
Men’s and Women’s Jewelry 
and—complete line of nation- 
ally advertised brands. 


e Displays and exhibits 


e Individual promotion help 


GT \7™ 
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Some territories are still open. If you want 
real sales and merchandising support, it 
will pay you to investigate this plan. Wire, 


write for FAITH franchise 





telephone, 
details. 


A.G.SCHWA 


& SONS 
INC. 


229 East Sixth Street 


CINCINNATI 2, OHIO 


FAITHFULLY SERVING THE RETAIL JEWELER SINCE 1878 








Engelhard, in Annual Review, 
Cites High Demand for Platinum 


Despite government conservation mea- 
sures, the United States’ demand for plati- 
num for military and industrial purposes 
exceeded supply throughout 1952. This 
observation was made in a year-end review 
by C. W. Engelhard, president of Baker 
& Co., Inc., of Newark, N. J., and its affil- 
iates, leading dealers and manufacturers 
of platinum metals. 

The report shows that during 1952, as 
in the past, the United States was the 
largest importer and user of platinum and 
palladium. According to Mr. Engelhard, 
the 1952 volume of sales of these metals 





to U. S. consuming industries, principally 
the electrical and chemical fields, was at 
a rate comparable to that of 1951. 

Mr. Engelhard pointed out that incom- 
plete figures for 1952 indicate that palla- 
dium sales will parallel those of platinum 
for the second consecutive year. He cited 
U. S. sales figures for 1951 which showed 
that 222,000 ounces of palladium were 
sold as compared with 209,000 ounces of 


platinum. “In the first six months of 
1952.” Mr. Engelhard said, “platinum 
sales in this market totalled 111,000 


ounces and palladium sales were 108,000 
ounces.” 

Although currently restrained by Na- 
tional Production Authority Order M-54, 
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You can save 30% 


on your insurance 
if you are: 


How is such a saving possible? 


(1) A Jeweler (wholesale, 
manufacturing or retail) 


(2) Wetchmaker 

{3) Engraver 

{4) Optometrist 

(5) Or in an allied line 


{6) The family or employee 
of one of the above 


JEWELERS MUTUAL INSURANCE CO. 


Please send me your free booklet, 
"You can save 30%.” 


NAME 


5 sane 


Only one in hundreds 
is eligible to participate in 
this 30% saving! 


Jewelers Insurance Building Neenah, Wisconsin 


f{ 3 ‘LEay) ; 


You, who are in jewelry or related fields, 
are eligible to insure in the “Jeweler’s Own 
Company” and enjoy a 30% saving on fire, 
jewelers block, business interruption, and ex- 
tended coverage insurance. 


. Because 


we insure only this select group, our losses 
are lower. In addition, we employ no sales- 
men. The savings (currently 30 
turned to policyowners as dividends. The 
coupon below will bring you full informa- 
tion. Without obligation, of course. 


%) are re- 


Jewelers 
Mutual 


INSURANCE 





Business Address 





=kp COMPANY 





City Zone. State 











the jewelry industry continues Potentially 
as a large market for platinum. The y 
shows that sales in the United States of 
platinum for jewelry averaged over 90,000 
ounces annually during the  three-yeg; 
period 1948-50. 

According to the report, final figures 
on U. S. platinum imports from its main 
sources of supply—-Canada, South Africa 
and Colombia—will no doubt show thar 
together they have supplied us with more 
platinum in 1952 than in 1951. Canada. 
the principal supplier, again delivered to 
the United States more than 100,000 
ounces from its annual production, which 
has averaged about 135,000 ounces during 
recent years. 

In his year-end review, Mr. Engelhard 
called attention to the uniform $93 per 
troy ounce ceiling price which has applied 
to platinum in the United States since 
July, 1952. This, he stated, has corrected 
the confused situation previously existing 
under the general price regulations, 

As to the outlook for 1953, Mr. Engel. 
hard stated: “Overall demand for platinum 
is likely to continue at a high level and 
there is no indication at present of an 
early oversupply. Palladium _ supplies 
should continue adequate.” 





Schwab Appears as Guest 
On eomntestbareagin senenaenedl 
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W. Waters Schwab (left), ssaitin of 

J. R. Wood & Sons, Inc., was interviewed 

December 30 by Marshall McNeil, noted 

Washington newspaperman, on the nation- 

wide telecast "Meet the Boss." Discussed 

during their informal chat were Mr. Schwab's 
career, hobbies and work. 





Armbrust Employees Receive 
Bonuses and Year-End Dividends 


The 175 employees of Armbrust Chain 
Co., Providence manufacturers of machine- 
made ornamental chains, received at their 
annual Christmas party a Christmas bonus 
based on length of service with the com- 
pany and a year-end cash profit sharing 
dividend amounting to 13% per cent of 
their yearly’ pay. 

In making the distribution, Gottlieb 
Armbrust, president of the firm, said that 
101 employees have been with the company 
five years or more. Two have 30-year 
records, seven have worked 25 years, five 
others have been in the employ of the firm 
for over 20 years, 18 have worked there 
more than 15 years and 23 others have 
10-year records. 
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Wadsworth Retires as Head 
Of Watch Case Company 


Arthur W. Wadsworth, president of 
Wadsworth Watch Case Co. and a member 
of that organization for 50 years, became 
honorary chairman of the board on Janu- 
ary 1, being succeeded as president by his 
brother, Randolph L. Wadsworth. 

These executive changes were announced 
recently at Elgin, Ill., by J. G. Shennan, 
president of Elgin National Watch Co., of 
which the Wadsworth firm is a subsidiary. 

Both the Wadsworths are sons of one of 
the co-founders of the company, H. A. 
Wadsworth, who in 18389 established the 
frm in partnership with J. H. Stegeman. 





ARTHUR W. RANDOLPH L. 

WADSWORTH WADSWORTH 
Retires as New Wadsworth 
President Head 


Arthur Wadsworth has been president 
since 1947, supervising the company’s ex- 
pansion from its original field of watch- 
case manufacturing to a diversified indus- 
trial operation which now includes com- 
pacts and allied gift items, Wadsworth 
watches, military products and decorative 
emblems for automobiles and other house- 
hold appliances. He will continue with the 
company as a consultant. 

Randolph Wadsworth, the new presi- 
dent, joined the firm in 1919. Starting in 
production work, he has most recently 
been vice president and treasurer. 





Treasure Chest of Jewelry 
To Feature NEMJ&SA Banquet 


A treasure chest—containing represen- 
tative items produced by jewelry manu- 
facturers—will be a feature of the 50th 
anniversary banquet of the New England 
Manufacturing Jewelers & Silversmiths 
Association to be held at the Hotel Stat- 
ler, Boston. on Saturday night, February 
21. 

The sponsors have invited the jewelry 
makers to select an outstanding piece of 
jewelry from their lines for inclusion in 
the chest. 

Included among the pieces that had been 
submitted up until this writing were cos- 
tume jewelry, lighters, cigarette cases, 
knives, men’s and women’s rings, insignia 
rings, belts and a variety of other items. 

It is the purpose of the sponsors to use 
the treasure chest to show in concrete form 
the strides made by the industry in a half 
century. It also will be used to publicize 
the industry. 

The banquet this year will be held in 
Boston due to the increased patronage ex: 


FOR FEBRUARY, 1953 





pected. Attendance is now expected to 
reach the 750 or 850 mark. Last year— 
at its usual locale in the ballroom of the 
Providence Sheraton-Biltmore Hotel — at- 
tendance was about 600. 

Arrangements have been made by the 
committee to have a special train run from 
Providence to Boston with a stop at Attle- 
boro. 

Special emphasis is being placed on the 
entertainment program. Details have not 
yet been announced, but the committee 
states that the program will be of especially 
high calibre. Entertainment at these an- 
nual events has been minimized in recent 
years as growing attendance taxed the ca- 
pacity of the Sheraton-Biltmore Hotel ball: 
room in Providence. 








Ronson Appoints Gichner 
Director of Engineering 


Alexander Aronson, president of Ron- 
son Art Metal Works, Inc., Newark , N. J., 
announced recently the appointment of 
Jacob H. Gichner as director of engineer- 
ing. 

Before coming to Ronson, Mr. Gichner 
served for 20 months as Commander in the 
U. S. Navy in charge of the V. T. Fuse 
Program. 

Prior to that he was associated for 12 
years with the Fred R. Gichner Iron 
Works, Washington, D. C., where he ulti- 
mately served as vice president and gen- 
eral manager. Subsequently, he practiced 
for several years as consulting engineer. 
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Trifari Shows Spring Line 
At Special Preview in N. Y. 


A new and exciting collection of jewelry 
accessories was unveiled by Trifari, Kruss- 
man & Fishel, January 4, at a preview 
heid at their New York oifices, 16 E. 


40th St. 


Featured in the appealing and truly 
feminine collection was jewelry to fit every 
its versatile 
styling ranges from the opulent and elegant 
for dressy occasions to the more simple 


dress occasion and budget. 


and dainty for business and travel. 


Trifari’s new jewelry line has _ been 
designed with the following style trends 


for spring in mind: 


l. Tied, oval or off-the-shoulder neck- 
lines are the order of the day and each 
and every one demands the proper neck- 
lace or pin to give the costume perfect 


balance. 


2. Three-quarter sleeves are a top fash- 
ion favorite and look unfinished unless 
they are accented by an armful of bracelets. 

3. Slim, fluid skirts are in the forefront 
of fashion this spring and appear even 


more graceful with the glint of strategic- 
ally-placed jewels. 


4. Color is running rampant through all 
spring styles and Trifari’s new jewelry 


line is balanced in equal amount by both 
bold tones and delicate shades. 

5. White, that perfect color for resort, 
spring and summer jewelry, has been used 
lavishly by Trifari in a wide assortment 
of chokers, bracelets and earrings. 





6. Capitalizing on the forthcoming coro- 
nation, Trifari has reproduced England’s 
beautiful garden flowers in a series of pins. 
Made in glowing enamels, they come in 
Coronation Red, Royal Blue and Ermine 


White. 





Capitalizing on England's forthcoming coro- 
nation, Trifari has reproduced some of that 
country's beautiful garden flowers for their 
spring collection. Shown here is "Lillies of 
the Valley," a brooch and earrings set made 
of simulated pearls and tender enameled 


green leaves. 


7. Delicate rhinestone pieces, smaller 


and airier than the heavier winter ones, 
are fashion musts this spring. They lend 
their whiteness to a slim throat and wrist 
and their sparkle to pretty ears. 
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HENRY COEHLER CO., INC. 
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Veteran Bulova Employees 
Honored at Waldorf Dinner 


Employees who have served the Buloys 
Watch Co. for ten years and more wer 
honored at a gala dinner on Friday, Jap. 
uary 9, at the Waldorf Astoria Hotel, New 
York. The Waldort’s Grand Ballroom wa, 
taxed to capacity by the overflow crowd 
who attended. 

John H. Ballard, president of the con, 
pany, keyed the evening with a short talk 
explaining that the occasion was purely g 
social one and that speeches were to be 
held to a minimum. 

Arde Bulova, chairman of the board, 
spoke briefly on the awards which were 
presented to employees who have been 
with the firm for 10, 15, 20 and 25 years, 
Government bonds to the total of $17,000 
were presented to these employees, 

Employees who had reached the 20 and 
25 year service marks were individually 
introduced, and gifts were delivered to the 
tables of employees who had completed 
10 years service. 

New members welcomed to the 25-Year 
Club were: Robert Day, manager of the 
Canadian Division; Emanuel Hochman, 
vice president in charge of sales; Barney 
Berkes, well-known old-timer who charac. 
teristically accepted his award with a 
humorous talk; Lou Shoen, well-known 
and popular salesman for the company; 
Paul Winter; Ray F. Warren, advertising 
manager of Bulova since 1930; Frank 
Sheinberg; Milton Green; Edward Thomy; 
Belle Isaacs Wasser and Victor Gloekler. 

Following the presentation ceremony, 
dancing and an all-star entertainment pro- 
gram were provided. 


Robinson Named Trade Chairman 
In Joint Defense Fund Appeal 


Barnett Robinson, president of Robin- 
son & Sverdlik, Inc., has accepted the 
chairmanship of the jewelry industry in 
the 1953 Joint Defense Appeal campaign. 
His acceptance of the top post was an- 
nounced by Benjamin Lazrus, of the Ben- 
rus Watch Co., who is well known for his 
activities in behalf of many philanthropic 
endeavors. 


BARNETT 
ROBINSON 


President of 
Robinson & 
Sverdlik, Inc. 
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Industry-wide participation in the JDA 
drive was planned by trade leaders on 
January 27 at a meeting held at the Wal- 
dorf Astoria Hotel, New York. 

The jewelry industry will help JDA 
raise New York’s share of the $5,000,000 
necessary in 1953 to finance the activities 
of the American Jewish Committee and 
the Anti-Defamation League of B’nai B'rith. 
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q Five- thousand children from New York’s 

Lower East Side were given a party at 
the Elizabeth St. police station on Decem- 
ber 24th by the Bowery jewelers Associa- 
tion. Toys, games and candy were dis- 
tributed by Pat Wiseman, a member of 
the association, who played Santa Claus, 
with assistance from Police Commissioner 
George P. Monaghan, Chief Inspector 
Conrad H. Rothengast and Jules R. Rud- 
nick, association president. 

q The February meeting of the New York 
Area Study Group of the Gemological 
Institute of America will feature a talk 
by Fred Warren, pearl authority and presi- 
dent of Julius Raunheim Co., dealers in 
natural pearls. His talk will be on the 
subject “The Background and Merchandis- 
ing of Natural Pearls.” The January meet- 
ing of the group featured a talk by Eastern 
Headquarters director, Bob Crowningshield, 
entitled “Gemstone Testing.” Basic gemo- 
logical instruments were demonstrated and 
the principles illustrated with the Insti- 
tute’s new Visualcast lecturer’s aid. 

q The appointment of Joseph Fishman as 
sales representative for the New York and 
New Jersey areas was announced recently 
by Max Stern & Co., Inc., importers of 
precious and semi-precious stones at 17 
John St., New York. Mr. Fishman, who 
is well-known to manufacturing jewelers, 
has been selling colored stones for the 
past 20 years. The firm’s other representa- 
tives, Fred Ullman and Max Stern, will 
continue covering their respective terri- 
tories. 

q Henry L. Lambert, vice president of 
Lambert Bros. Jewelers, Inc., recently ac- 
cepted the chairmanship of the Jewelry 
Division of the Lighthouse, the New York 
Association for the Blind. The Lighthouse, 
which offers a program of 29 free direct 
services to more than 4500 blind, is cur- 
rently engaged in at $2,500,000 Building 
and Development Fund drive. 

q.A story that appeared here in the Jan- 
uary issue inadvertently named Stephen 
W. Hofman as presiding chairman at a 
dinner held November 25 on behalf of the 
Federation of Jewish Philanthropies. THE 
JEWELERS’ CrircuLaR-KEYsToNE has_ sub- 
sequently been informed that Simon C. 
Gershey, vice president of the Bulova 
Watch Co., was presiding chairman at 
the affair. 

q Currently enjoying a six-week vacation 
is Charles Kresney, manufacturing jeweler 
at 90 Nassau St., New York, who is visit- 
ing his daughter and son-in-law, Mr. and 
Mrs. Irving Israel, in Mesa, Ariz. The 
Israels were associated with the Kresney 
firm before they moved to Arizona. After 
completing his stay at his daughter’s home, 
Mr. Kresney plans on stopping off in Cali- 
fornia before returning east. 

q The annual meeting of members of the 
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Gem Trade Laboratory of the Gemological 
Institute of America was called by director 
Robert Crowningshield on January 7. The 
activities of the Laboratory were reported 
to the members and a revised testing fee 
schedule was adopted. It was decided that 
a new Classification be instituted whereby 
members of the trade generally, in addition 
to members of the Laboratory, be given 
preferential testing rates over those charged 
the public. The fees for diamond imper- 
fection reports and damage observations 
were also discussed and new fees adopted. 





Members of Golden Circle Club 
Re-elect Davidson President 


Leo Davidson of Davidson & Sons Jewelry 
Co. was re-elected president of New York’s 
Golden Circle Club, an organization of 
jewelry industry sales executives, at the 
monthly meeting of that organization in 
the Hotel Delmonico, New York, on Jan- 
uary 19. The new officers were installed 
by Irving Florman, former United States 
Ambassador to Bolivia. 


LEO DAVIDSON 


Davidson & 
Sons Jewelry 
Co. 





Other officers elected for the ensuing 
year were: Al Walden (Bruner-Ritter, 
Inc.), vice president; Dick Bromley 
(National Jeweler), secretary; George 
Kramer, treasurer; Joe Hornstein, financial 
secretary, and Harvey Ross, sergeant-at- 
arms. 

Elected as directors for one year were: 
Jack Carling (National Jeweler), Arthur 
J. Tuveri (THe Jewevers’ Crrcuvar-Key- 
STONE), and Dave Weinberg. 

Named to the board of directors for two- 
year terms were: Michael C. Fina (Michael 
C. Fina Co.), Sumner Wyman (Jewelry), 
and Harold Pearlman. 





Dorothy Dignam Visits India 


Dorothy Dignam, diamond feature writer 
at N. W. Ayer & Son, Inc., left January 1 
for a vacation in India. She planned a trip 
to the old diamond fields of Golconda 
(modern Hyderabad) where the gems were 
mined as far back as 600 BC, and also 
expected to visit Delhi. 

Miss Dignam was scheduled to return to 
New York the 3lst of January. 
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22 West 48th Street, New York 
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“ORIENTA” 
— COLTURED PEARLS 
of QUALITY 


Loy, hrislic fC 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 























DIAMONDS 


cue RIGHT SIZE for THE RIGHT 

RICE. We import our diamonds from 
the best eutting centers. We fill mail 
orders promptly and we send diamonds on 
approval. Please ask for our price Jist 
#19 of September 1952. 


576 FIFTH AVE. 
NEW YORK 36, N. Y. 


H. Sort Tel. LUxemburg 2-3575 














Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiAMONDS—AIl Sizes and Qualities 
JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 
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Bosca Built in the Spanish 
tradition of fine leathercraft 
handed down in the Bosca 

family, 


Men's billfold 
Tala hi ielasiniclalalete. 
fine calf. 


Write for your dealer's name 


0 Hosea Go., Ane. 
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BAR 
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NAOMI Embraceable 
watch chain and snaps 
are prepackaged in the 
handy, convenient, 
patented Naomi-Pac. 
Both the chain and snap 
are 1/20-12k gold-filled 
throughout. Available 
in Yellow, white, and 
pink gold-filled. 

#742/3 Snap & Chain 
complete (1/20-12K) 

$4.25 per doz. 

#742 Snap only (1/20-12K) 
$1.60 per doz. 

Stock these Naomi findings 
for quick, profitable 
repairs. Designed 
specifically to fit all 
“‘Embraceable"’ watches. 


Available Through Your 
Material House Only. 


» NAOMI | 


ISLAND PARK, N. Y. 
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Obituaries 








Louis E. Frankel, 45, general counsel 
and executive director of the Diamond 
Manufacturers & Importers Association of 
America, died of a heart attack on De- 
cember 30. Mr. Frankel, a native New 
Yorker, was a graduate of Brooklyn Law 


LOUIS E. 
FRANKEL 


School and began his law practice in 
New York before joining the diamond 
association. He had been with the asso- 
ciation since 1936. In addition to his 
widow, he is survived by a son, a brother 
and a sister. 

W. Merritt Hurlburt, 58, senior part- 
ner in the firm of H. O. Hurlburt & Sons, 
Philadelphia jewelers at 817 Chestnut St., 
died January 7 at his home in the Kenil- 
worth Apartments, Germantown. Mr. Hurl- 
burt became head of the firm in 1932, 
after having been in the jewelry business 
for 20 years. A distinguished figure in the 
jewelry industry, he was a member of the 
Twenty-Four Karat Club of the City of 


W. MERRITT 
HURLBURT 





New York and served on various com- 
mittees of the National Wholesale Jewel- 
ers Association. Outside of the field, he 
was also a member of the Colonial Society 
of Pennsylvania, the Union League of 
Philadelphia, the Racquet Club, the Phila- 
delphia Cricket Club, the Princeton Club 
of Philadelphia, the Bay Head Yacht Club 
and the Porcupine Club of Nassau. Sur- 
viving are his widow and two daughters. 

Nate Morgan, 65, president and 
founder of Nate Morgan Jewelers, Poca- 
tello, Idaho, died December 9 in a Poca- 
tello hospital following a major operation. 
Mr. Morgan, a native of Warsaw, Poland, 
came to the United States in 1907 and 
worked for a time in a jewelry store in 
Salt Lake City, Utah. He settled in Poca- 
tello in 1914 and became a partner with 
Nate Block in a jewelry and clothing 





store business. After several years of part. 
nership the two men separated and Mr. 
Morgan turned to handling jewelry, set. 
ting up his store in Pocatello. He eyep. 
tually expanded his business to four stores 
setting up branches in Provo, Utah, ~ 
1947; Great Falls, Mont., in 1951, and in 
Butte, Mont., in 1952. He is survived by 
his widow and three sons. 

Harry L. Pelzer, 75, a salesman for 
the B. David Co., Cincinnati manufac. 
turers, died in St. Elizabeth Hospital jn 
suburban Covington, Ky., on December 
22. He had been a salesman for many 
years for various Cincinnati wholesalers 
and manufacturers, and was widely known 
among the trade in that city. Survivors 
include his widow and a brother. 

Mrs. Marie Van Pelt Schwab, wife 
of W. Waters Schwab, president of J. R. 
Wood & Sons, New York City, died sud. 
denly of a heart attack January 8 at her 
home in Harbor Acres, Long Island, N, Y. 
Mrs. Schwab, born in Manhasset, Long 
Island, was the daughter of Florence and 
the late William Van Pelt, and was a 
graduate of Barnard College. In addition 
to her husband, she is survived by her 
mother, her sister, her son, Peter Van 
Pelt Schwab, a graduate of Massachusetts 
Institute of Technology and an engineer 
with Sperry Gyroscope Co., and_ two 
erand-daughters. 

C. J. E. Watson, 76, who represented 
Landers, Frary & Clark for many years in 
the south and western territories, died 
suddenly January 4 at his home in Beverly 
Hills, Calif. Mr. Wilson retired from the 
company several years ago. 

Frank Wolpa, 68, proprietor for 21 
years of the Wolpa Jewelry Co. in Cin- 
cinnati, Ohio, died on December 9 in 
Jewish Hospital in that city. His survivors 
include his widow, two daughters and a 
brother, Isadore Wolpa, owner of the 
Lester Jewelry Co. in Cincinnati. 





Death Takes Max Schweinshaut, 
Attleboro Jewelry Manufacturer 


Max Schweinshaut, co-founder and 
president-treasurer of the M. S. Co., Attle- 
boro manufacturers of chains and findings, 
died unexpectedly December 9. 

Mr. Schweinshaut, widely known in the 
jewelry industry as a result of 39 years 
of successful business operation, was 4 
native of Pforzheim, Germany. He received 
his public school education there and later 
graduated with honors from apprenticeship 
studies. 

Coming to’this country as a young man, 
he located in Providence where his talent 
as a skilled artisan drew attention. 

Later moving to Attleboro, he formed, 
in company with S. M. Stone, in December, 
1913, the M. S. Co. The firm took quarters 
in what was formerly the Wilmarth build- 
ing, and later grew into the Marathon 
company building. 

His keen perception of the mechanics of 
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the business brought the firm along so that 
it has become established as one of the 
leaders in the industry. 

The firm was incorporated in 1923. For 
the past nine years, since the retirement 
of Mr. Stone, the business has been a 
partnership between father and son, Max 
Jr., a graduate of Massachusetts Institute 
of Technology. He is vice president of 
the company. 

Mr. Schweinshaut was a member of the 
Attleboro Lodge of Elks, the Attleboro 
Lions Club, the Highland Country Club, 
the Pawtucket Golf Club, the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association, the Jewelers Board of Trade, 
the Chain Manufacturing Association and 
the Findings Association, of which his son, 
Max Jr., is president. 





Sterns Mark 50th Wedded Year 


The 50th wedding anniversary of Mr. 
and Mrs. Isidor Stern will be celebrated 
February 8 at a party to be held at the 
home of their son, Myron H. Stern, in 
Maplewood, N. J. 

Mr. Stern began his career in the jewelry 
industry 50 years ago as a diamond setter 
in New York. He is the founder of Stern 
Mfg. Co. and Star Importing Co., both of 
Newark, N. J., and is presently a partner 
in both concerns. He also founded the 
New York jewelry firm of Stern and 
Stern, Inc. 

His wife is the former Anna Adeleson 
of New York. They were married in that 
city on February 8, 1903. The Sterns moved 
to Newark in 1923 and East Orange in 1938. 
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Executives of A. Cohen & Sons Corp. 
and representatives from all parts of the 
nation attended the firm’s annual sales 
conference at the Hotel Astor, New York, 
on January 3 and 4. 

Details of an expansion program, a new 
sales plan and forthcoming promotions 
were outlined at the meeting and were 
received with great enthusiasm. 

Hyman J. Cohen, president of the firm, 
announced that 1952 was a good year for 
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the company and expressed great confi- 
dence for 1953. He introduced his son, 
Bert, who recently graduated from Adelphi 
College, as a new member of the organiza- 
tion. Bert will act in the capacity of 
assistant to the sales promotion manager. 

Executive offices and showrooms of 
A. Cohen & Sons Corp. are located at 
27 W. 23rd St., New York. In addition, 
the firm maintains branch offices in At- 
lanta, Ga., and Los Angeles, Calif. 











THE NEW SYNTHETIC GEM 


Lighter in Color 


than ever before 
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Flint's Jewelers Name Madden 


Richard T. Madden has been appointed 
assistant manager of Flint’s Jewelers, 246 
Genesee St., Utica, N. Y. He will be lo- 
cated at the Genesee St. store until Flint’s 





JEWELERS = WATCHMAKERS 


ENGRAVERS e INSTRUMENT MAKERS 


DON'T LOSE A SINGLE REPAIR ORDER 
especially for complicated and antique items! 
OUR TRADE REPAIR DEPARTMENT 
will handle ALL Watches, Clocks, Jew- 
elry, Pearl Necklaces, Special Order 
work in an EFFICIENT, FAST, and IN- 
EXPENSIVE Way.—Request. Trade Price 

list and FREE Shipping Labels! 


We carry ALL WATCHES, CLOCKS, BRACELETS, 
on MATERIALS, BOOKS in your field. Free 
catalog! 











MODERN TECHNICAL SUPPLY CO. 
Members of Jeweler’s Board of Trade 
Dept. 2-JCK 55 West 42nd St., New York 36 
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new branch store at Whitesboro Shopping 
Center is opened in the spring when he 
will take over as branch manager. 





Expect New Swiss Watch 
Innovations at Basle Fair 


A number of important horological in- 
novations, both in men’s and women’s 
watches, are expected to make their world 
debut at the annual Swiss Industries Fair, 
to be held at Basle, April 11 to 21. 

The famed Watch Pavilion at the Fair, 
which is visited annually by thousands of 
buyers from all parts of the world, is now 
being readied to receive the booths of the 
many horological firms scheduled to par- 
ticipate, 

Even though the individual manufac- 
turers have been closely guarding the 
models that they plan to show, early word 
from Switzerland indicates that many 
newly-designed timepieces for wrist and 
lapel wear will be unveiled at the ex- 
position. 








REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 
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Coast 
to 
Coast 
(Before) 
(After) 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrafttsmen—Silversmiths 
17 West 45th St. New York 19, Ht. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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ARE YOU USING THE 
RIGHT INVESTMENT FOR 
YOUR JEWELRY CASTING? 


Precision jewelry casting and finishing 
demands the highest quality investment 
materials. That is why more and more 
leaders in the field are turning to 


RANSOM & RANDOLPH 
JEWELRY INVESTMENT 


This material is reliable; produces out- 
standing results on runs of any size and 
is economical to use. We recommend a 
trial order. 


SAUNDERS CATALOG +52 


with price list 


contains complete information on all 
the equipment and supplies you need 
for jewelry casting and finishing. Send 
for your copy. 


Alexander Saunders & Co. 


Jewelry Casting and Finishing 
Equipment and Supplies 


95 Bedford Street New York 14, N. Y. 
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CHARMS for your VALENTINE 


From Our Large Assortment 





Pome 


BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 
From 3.00 Keystone in 14K. Also made i 


n 
Sterling Rhodium finished and 1/20th 12K 
Gold-Filled. Catalogue sent on nll, 


CHARM CRAFT CORP. 


Mfr’s of 14K, Gold-Filled & Sterling Sil 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


198 Broadway New York 9, N. Y.___. 














“BUY WHOLESALE" 


Name brand merchandise that is easy to sell. elec- 
trical appliances, radios, televisions, watches, jewelry 
silverware, housewares. You don’t have to invest any 
money. Sell from our illustrated catalogs, that show 
the list price only. Large profits assured. Write 
today, don’t delay. 

SACKS MERCHANDISE MART 
1151-1153 (Dept. K), BROADWAY, N. Y. i, N. Y¥. 
Tel. MU. $-5230-1 Cable Address Sacksirvin, N. Y. 
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q Bernard Labuskes, partner with his 
father, J. B. Labuskes, in Labuskes Credit 
Jewelers, 7527 Washington Ave., Swiss- 
vale, Pa., who is active in community af- 
fairs, reports his borough received its name 
from early Swiss settlers when “a family 
came there from Swiss Helm about 100 
years ago.” He added that Swissvale is 
not in the vale (valley), but actually is 
the hill separating Wilkinsburg and Brad- 
dock and is two miles from each town. 


q W. F. Martin, partner in the firm of 
Martin & Milligan, Inc., jewelers at 830 
Linden Ave., reports persons he sells to 
over the counter today haven’t reacted in 
their present cautious manner since the 
1936 flood when they held back in antici- 
pation of the unexpected. Selling them, 
he states, is a question of overcoming their 
inclination to rely on the clock on every 
corner, instead of having a watch of their 
own. 

4H. Funcke, jeweler in the Empire Build- 
ing, reports parking fees in his district 
have increased from 40 cents a day to 75 
cents a day. As a result, he states that 
many persons have begun using the inter- 
urban trolley. 

q Ray Gaber, wholesale jeweler in the 
Century Building, and his wife, vacationed 
in New York during the Christmas-New 
Year’s week. While taking in the sights, 
they visited Radio City. 

q J. Weinthal, office manager for Feigen- 
baum Bros., jewelers in the Clark Buiding, 
after talking to a number of wholesalers, 
reports that less expensive jewelry has 
been selling well, but the tax drastically 
curtails sales of the larger pieces. 

q Ben I. Bass, jeweler at 823 Wood St., 
Wilkinsburg, Pa., reports one of the ad- 
vantages of Wilkinsburg’s “Park ’n Shop” 
plan, begun around September, is that it 
makes potential shoppers on the outskirts 
think of Wilkinsburg. 

q Leonard D. Helfer has worked out a 
one-column, two-inch reverse-type ad read- 
ing “Meet Her Tonight at Helfer’s Jewel- 
ers, 715 Liberty Ave., Clark Building,” 
with the ad design including a half-moon 
and four stars. Helfer designed the ad 
to attract attention while using limited 
advertising space. 

q Mur Jewelry Co. at 810 Wood St., Wil- 
kinsburg, Pa., has added an additional 
community newspaper to its public rela- 
tions coverage. 


q Ralph Jacobs, traveling sales representa- 
tive for Ray Gaber, wholesaler in the Cen- 
tury Building, has returned from an un- 
eventful deer hunting trip in Tionesta, Pa. 
q Leon Carroll, manager of the Buhl 
Jewelry Co., jewelers at 204 5th Ave., re- 
ports the firm has stores in Atlanta, Nash- 
ville, Richmond and Charleston. 


q Michael Sandretto of Sandretto’s, jewel- 
ers at 4625 Liberty Ave., is pleased that 
parking meters recently installed in front 
of the store have increased business, mak- 
ing customer parking available directly in 
front of his establishment. 














q..New parking lots in his district, reports 
L. L. Kenyon of Kenyon Bros., 74 Penn 
Ave., Wilkinsburg, Pa., became available 
only after old buildings were torn down 
to provide the necessary space, Parking 
lots first were rented; then the borough 
purchased the ground. Decision came ty 
a head when merchants saw they mug 
provide parking in order to keep their 
trade. 

q Harry Lipman, jeweler at 223 Stanwiy 
St., has been wondering if an avenue along 
Gateway Center might be named “New 
Center Street” or “Gateway Street.” Signs 
could be placed on the street corners, 

q Fred R. Werle, watchmaker at 212 Fag 
Ohio St., reports deer and squirrel abound 
from Franklin, Pa., to Warren, Pa. 
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Wilkens Benefit Show Receives 
Over 150% of Pledged Amount 


The Wilkens Amateur Hour, popular 
Pittsburgh television and radio show spon- 
sored by the Wilkens Jewelry Co., set 
some kind of a record with cash donations 
received from their December 28 benefit 
show for the Children’s Hospital Fund, 

That show, on the air that evening from 
6 P.M. to 7:30 P.M., received a pledged 
amount taken by 90 phone operators of 
$66,671, which in itself was phenomenal. 
However, Lewis L. Silbermann, president 
of the Wilkens Jewelry Co., announced 
January 8 that $101,411.92 had been re- 
ceived to date in actual cash, checks and 
money orders. This amount was an indica- 
tion of the impact of the show, since many 
benefit shows consider an 80 per cent 
return in cash of the amount pledged to 
be a very successful figure. 

The Wilkens Amateur Show is aired 
every Sunday over television station WDTV 
and radio station KQV for one full hour. 
However, for this special benefit show in 
conjunction with the Pittsburgh Press Old 
Newsboys campaign, an extra half hour 
was relinquished by “The Nelsons.” This 
gave the Wilkens show an hour and a half 
of continuous television time to make their 
appeal on behalf of the Children’s Hos- 
pital Fund. 

Every expense of the show, including all 
talent, production costs and phone installa- 
tions, was paid for by the Wilkens Jewelry 
Co. and no commercials were made during 
the entire show. 

The only professional talent used on the 
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GUARANTEED WATCH . 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including waterproofs 
Sold through Wholesalers & Jobbers 
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FREE! CATALOG 
§ Money-Maker For Youl 
Write today for our latest 
32 page illustrated catalog 
of the fastest selling Re- 
ligious Jewelry and Novelty 
line ever offered. No com- 
petition. Amazingly low 
prices. Tremendous profits. 
=@ Don’t miss this opportunity. 
| Write today. 
STEPHEN PRODUCTS CO. 
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Included among the special guests at the annual Christmas party of the Providence Jewelers’ 


PROVIDENCE JEWELERS’ CLUB HOLDS FESTIVE PARTY 





Club was Rhode Island Governor Dennis J. Roberts (third from right). Shown here are, 

left to right: Herbert Widmann and Albert G. Berghahn, both of Armbrust Chain Co.; 

Miss Catherine Iris, Coro, Inc.; Governor Roberts; Miss Eileen Sylvia, Armbrust Chain Co., 
and William A. Shawcross, Monroe Block & Co. 


Gaily decorated for the season, the 
quarters of the Providence Jewelers’ Club 
in the former Princess Room of the Crown 
Hotel, Providence, was the scene December 
22nd of the club’s annual Christmas party. 

A special festive luncheon was served at 
noon with members of the press, trade 





publications and other guests attending. 

The cocktail hour from 4 to 7, featuring 
a hot Hors d’oeuvres buffet, was attended 
by many of the ladies of the club members. 
Rhode Island Governor Dennis J. Roberts 
and Providence Mayor Walter H. Reynolds 
were special guests. 








show were the nine people regularly seen 
on Wilkens six-shows-a-week. Other par- 
ticipants were two amateur acts and several 
children from the Children’s Hospital 
along with their doctors and nurses. 


Interesting Two-Day Confab 
Planned by Indiana Jewelers 


A closely organized and interesting pro- 
gram will highlight the annual convention 
of the Indiana Jewelers Association which 
is scheduled for March 18 and 19 at the 
Lincoln Hotel in Indianapolis. 

The “Profit Mill,” as the two-day meet- 
ing is to be called, will be conducted by 
Stanley Goldberg of LaPorte, association 
president, who will preside as “Proprietor 
and Whistle Blower.” 

The “Superintendent” of the Jewelry 
Store Layout and Alteration Department 
of the Profit Mill will be Charles S. 
Telchin, well-known New York architect. 
Serving as “Superintendent” of the Jewelry 
Merchandising Department will be Samuel 
A. Meyer of Washington, Pa., owner and 
operator of a chain of jewelry stores. 
There will also be several ‘“Foremen” 
speakers under the supervision of the two 
“Superintendents” and the program will 
be generously intermixed with projections, 
exhibits and charts. 

The purpose of the program is to turn 
the traditional meeting into a hard-hitting 
conference where practical facts wlll be 
disseminated to the Profit Mill “Workers” 
who will make up the audience. 
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New Jersey Watchmakers 
Re-elect All Officers 


Members of the Watchmakers Associa- 
tion of New Jersey met recently and re- 
elected all officers to serve for another year. 

Returned to office were: L. H. Hayenga, 
president; Ludwig Abeling, vice president; 
Emil J. Chessari, secretary; Robert Hal- 
pern, treasurer, and Emil Haller, trustee. 

Named as directors were: Eugene Jung, 
Erwin Kimmich, William Leader, Jack 
Rosenberg, Andrew Stroehlein and George 
Slater. 





Joins 
Wallace as 
Mdsg. Mor. 

of Steel 
Division 


BARNEY FINLEY 





Donald W. Leach, vice president of 
R. Wallace & Sons Mfg. Co., announced 


recently that Barney Finley has joined the | 

















CNew eas in 
MASONIC MOUNTINGS 
Created by Gran 





No. 1/1360 is a ring of UNUSUAL DE. 
SIGN with a distinctive Masonic and 
Diamond mounting running across the 
finger. Both emblem and mounting are 
inlaid flush in either Ruby, Blue Spinel 
or Onyx. Side emblems are in relief 
and heavily modeled. 

No. 1236 is another new design, espe- 
cially appealing to those who prefer a 
small emblem. It has a diamond plate 
and a small, neatly encrusted Ruby or 
Blue Spinel. Both are available in 10K 
or 14K yellow or white gold. 

Ask to see these and others in the 
“Gran” line of fine Emblem Rings and 
Mountings. 





GRAN and COMPANY, Inc. 
546 S$. Meridian St. * Indianapolis 25, Ind. 
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Wallace Brothers Division as merchandis- | 


ing manager. 


Mr. Finley had previously been with the | 


National Silver Co. for eight years as 
manager of the flatware division. From 
1934 to 1945 he was associated with R. H. 
Macy as a buyer. 





AND 


CULTURED PEARLS 


14K Gold: 
Cuff Bracelet $300.00 


TOURMALINES 


Link Bracelet 140.00 

Brooch 180.00 

Earrings 160.00 
Available in sterling (Keystone) 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave. New York 10, N. Y. 
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| HERBERT W. : 
STRANGER CO. 


387 WASHINGTON ST., BOSTON 
* 
We Specialize In 


WATCH BANDS 


Sp cide GEMEX 
KESTENMADE Joratieer, 


4" to 6" Lengths in Stock 
* 
RONSON AND ZIPPO LIGHTERS 


VAN DELL, HAYWARD, SIMMONS 
STURDY JEWELRY . ELCO IDENTS 
HYDE PARK WATCHES 


| SEMCA-PHINNEY WALKER CLOCKS 
. CATAMORE, HAYWARD ROSARIES 

. MARVELLA PEARLS 

) BDA RINGS 

} REMINGTON SHAVERS © ROLLS RAZORS 
} U. S. TIME PRODUCTS 
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SNOW WHITE — CINDERELLA 
HOPALONG CASSIDY WATCHES 


A Satisfied Customer Is Our Best Ad. 
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Used by onstues Everywhere 
Scribable Celluloid, Pastic 


Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 











For Your Requirements in 
Seth Thomas, Telechron, 
Westclox, yn ae Sentinel 
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q As this issue went to press, plans had 
been completed for the 65th annual ban- 
quet of the Boston Jewelers Club at the 
Hotel Statler on February 7. Indications 
were that more than 1000 would be in 
attendance, enjoying not only the dinner 
and the five acts of topflight entertainment 
provided, but participating in the distri- 
bution of the gift—the nature of which, 
as always, is shrouded in mystery until 
packages are opened at the dinner. 

q A meeting of the executive board of the 
Diamond Peacock Club was held at the 
Hotel Somerset on Friday, January 16, 
where plans were worked out for the an- 
nual dinner-dance to be held at the same 
hotel in April. 

q Members of the New England Guild of 
the American Gem Society gathered for 
a dinner-meeting at the University Club, 
Boston, on Thursday, January 15, where 
Jack J. Felsenfeld, famous pearl authority, 
was the guest speaker. Mr. Felsenfeld, 
who had just returned from the Orient, 
illustrated his talk with motion pictures. 

q Member teams of the Boston Jewelers 
Bowling League resumed their rolling at 
the Boylston Bowladrome on Tuesday, 
January 6, following a long Christmas and 
New Year layoff which provided a much- 
needed rest for many, and gave added zest 
to others, as they looked forward to the 
second half of the season. 

q Friday, January 30, was the occasion 
for a gala birthday party for Eugene 
Sanger, of Sanger & Co., 509 Washington 
Building, in the Dome Room of the Hotel 
Touraine. Some 30 guests were present 
to honor Mr. Sanger on his 88th birthday. 
q J. Gould Cook, president of A. Stowell 
& Co., and Mrs. Cook, made a six weeks’ 
winter tour through the southwest, visiting 
their newly married daughter, Cynthia, at 
Fort Bliss, El Paso, Texas. 

q Clarence Lund. of Lund Jewelers. Inc.. 
Dartmouth St., Boston, has turned car- 
penter and ski instructor. He spent sev- 
eral days in helping build a new ski lift 
at Waterville Valley, N. H., where he will 
be spending most of his spare time during 
the skiing season, and he also has taken 
several turns as instructor in this popular 
winter sport at the Waterville Valley Ski 
School. Next summer, he plans to build 
a small ski lodge, suitable for year-around 
use, in this area. J. L. Desjardins, jeweler 
of Manchester. N. H.. spent a recent week- 
end at this ski resort. 

q A gala New Year’s Eve party and mas- 
querade was held at the Winchester, Mass., 
home of Robert “Bob” Johnson, of Parker 
Pen Co.. with several jewelers attending. 
First prize in the masquerade was won by 
Mrs. Rose Marshall, head bookkeeper of 
the Travis, Farber Co., 909 Jewelers Bldg., 
who dressed as Little Red Riding Hood. 
The men’s masquerade prize was won 
jointly by Bob Johnson and Parker Pen 
salesman Bob Walker, who appeared as a 








NEW ENGLAND 


horse, with details missing as to who 
played which end. Among the jewelers 
present were: Henry Desjardins, of Salem 
and Beverly; Arnold F. Miller, Kay 
Jewelry Co. of Salem; Harold Ginsberg, 

Boston Jewelry & “pee Co., Fall River: 

Samuel Lerner, Dudley Jewelry Co., Lynn: 

and Oresto Dellorfano, of the Travis, 
Farber Co. 

q Al. Kraft, manager of Kay Jewelry Co, 
Salem, Mass., and Mrs. Kraft, spent the 
month of January on vacation at Miami 
Beach, Fla. 

q Sidney Bloomfield, jeweler of 601 Jewel. 
ers Building, has closed out his business. 
q Loring’s, jewelers of Plymouth, Mass. 
have moved to 25 Main St., a location 
directly across the street from their former 
store. The new quarters have been com. 
pletely renovated and redecorated. 

q Richard “Dick” Philbrick, New England 
representative of A. & Z. Chain Co. and 
Helm & Hahn, spent several weeks this 
winter at his summer home in Wolfeboro, 
N. H., reporting the place cozy and com. 
fortable as he and Mrs. Philbrick enter. 
tained a number of week-end guests. 

q “Nat” Goodman, of Nathaniel I. Good- 
man, Inc., 1006-7 Jewelers Building, 
planned to spend the month of February 
sojourning in Florida with a number of 
New York ring manufacturers. His son- 
in-law, Paul Lifset, New England repre. 
sentative of the firm. reports his entire 
family of four as now convalescing, follow. 
ing hospitalizations in each case. 

4 Doorways of the two divisions of Louis 
F. Guiness, Inc., 711 and 908. Jewelers 
Building, have been repainted, with Room 
711 showing the names of Edwin Guiness, 
Herbert A. Guiness, and Sherman F. Shatz, 
and Room 908 that of Lawrence Guiness, 
manager, Melee-Baguette Division. Several 
winter vacations are planned, with Louis 
F. Guiness heading for Hot Springs. Ark. 
following the banquet of the Boston 
Jewelers Club. 

q Three salesmen who have been covering 
the New England territory for I. Alberts 
Sons. eichth floor. Jewelers Building, have 
severed their connections with that firm to 
form a direct sales organization represent: 
ing leading jewelry manufacturers. The 
trio—Jack Cohen, Jack Margolis, and 
Harold “Mike” Shapiro—have formed the 
Jack Michael Co. at 27 Brinsley St. 
Boston. 

q Abraham Gashin, jeweler since 1918 at 
Room 501, Jewelers Building, is wearing 
a broad smile these days, becoming grand- 
father on December 11 to Frederick Lloyd 
Cohen, new son of his daughter. 

¢ Goff Brothers, Melrose, Mass., have been 
engaged in rebuilding and _ remodeling 
their jewelry store which was_ entirely 
burned out following a flash fire from 
watch-cleaning fluid in December. They 
plan an early reopening of the store. 

q John J. Fleming, jeweler, formerly |lo- 
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cated in Room 412, Washington Building, 
has moved to 601 Jewelers Building, 
quarters vacated recently by Sidney Bloom- 
field. 

¢ Thieves broke into the store of Jamal 
Jewelers, Massachusetts Ave., Cambridge, 
‘n December, and removed a substantial 
amount of merchandise. 

4A former minor league baseball player, 
Charles “Chick” Lavan, who has been with 
Kay Jewelry Co., has joined A. Frisch & 
Co., 306-7 Jewelers Building, and started 
on the road for them on January 1, cover- 
ing Connecticut, Rhode Island, and West- 
ern Massachusetts. This former ball player, 
who was on the Providence, R. I., team 
for two years, is a brother of Joseph Lavan, 
of Superb Case Mfg. Co., Providence. 

¢ Mr. and Mrs. Donald F. Trask, jewelers 
of Ludlow, Vt., spent several days in 
Boston as their son, John, returned to 
Boston University. 

q Leo Rosman, of Hub Material Co., 
Washington Building, plans an early trip 
to Mexico with Mrs. Rosman. Sam Freed- 
man, his partner, has been winter-vacation- 
ing at Miami Beach. Tom Finnerty, of the 
same firm, has been receiving condolences 
from friends on the passing of his mother, 
shortly before New Year’s. Stan Goldberg 
is convalescing at his home following a 
hospital operation. Anthony Pastone, of 
the shipping department is back following 
a prolonged illness, and a new employee, 
Edwin Burns, has just come from the 
Massachusetts Bonding Insurance Co., 
where he worked on watches as a hobby. 
q Miss Jane Kennard, daughter of Mr. 
and Mrs. John S. Kennard, of Kennard 
& Co., was married on December 27 to 
James Henry Gilman, Jr., advertising man- 
ager of the Draper Corp., Hopedale, Mass. 
Following their wedding trip, they will 
reside in Hopedale. 

q Roger Dumont. jeweler of Brockton, 
Mass., has sold his store and has gone to 
Florida to live. 

q Bert “Sparks” Stranger, Jr., of the Her- 
bert W. Stranger Co., 305-6 Washington 
Building, put his firefighting hobby to real 
use several times this winter, and made 
the news pictures in the Boston Daily 
Record and Boston Globe when, as a Red 
Cross worker, he assisted in carrying sev- 
eral elderly women from the Parley Vale 
Nursing Home in Jamaica Plain, Mass., 
when it was swept by a three-alarm fire. 
Over the Christmas-New Year week, Bert 
covered five different fires. 


4 Two other jewelers who have more or 
less followed in Bert Stranger’s “sparks” 
footsteps, became actively engaged in col- 
lecting discarded Christmas trees for the 
huge 14,000-tree bonfire sponsored by the 
Quincy Chamber of Commerce, Quincy, 
Mass. They were Richard Marshall, 902 
Jewelers Building, and his assistant, 
Charles Soule. 

4 Murray Schuster, formerly occupying 
quarters in Room 412 Washington Build- 
ing, has moved to entirely new space, with 
a new entrance installed in Room 816-A, 
the same building. 

4 Bel ’Oro, Inc., jewelers of Southbridge, 
Mass., has sold out to Al. Davis, owner 
of Spencer Jewelry Co., Spencer, Mass. 
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q Ted Farrand, former manager of Bel 
‘Oro, Inc., jewelers, Southbridge, Mass., 
has opened a shop of his own in that city, 
to be operated as Farrand’s Jewelry Store. 
q Adolph Schrank, jeweler of Rutland, Vt., 
recently dug himself out of the heaviest 
snow in the history of that area, and made 
the journey to Boston by train. 

q Andrew “Andy” May, New England rep- 
resentative of Bulova Watch Co., and Mrs. 
May, along with Mr. and Mrs. Kew Kane, 
also of Bulova Watch, spent a January 
vacation at Key West, Fla. 

q John Saccon, formerly with Saccon- 
Desjardins, Inc., jewelry store of Salem, 
Mass., has moved back to Peabody, Mass., 
from Oakland, Calif., where he has been 
for about a year. His future plans are 
not disclosed as yet. 

q Sandler’s, Inc., jewelers of Gloucester, 
Mass., which recently took over the Art 
Jewelry Co. at Newburyport, Mass., have 
also purchased the fixtures of Art Jewelry 
at Beverly, and have removed them to 
their Gloucester store. 

q Smith & Zaff, 309 Jewelers Building. 
have been doing some extensive remodel- 
ing, much of it taking place as the New 
England correspondent of THE JEWELERS 
CIRCULAR-KEYSTONE visited the _ place. 
Salesman Jim Bridges was chief carpenter; 
Oscar Zaff, chief architect; and Bernie 
Smith, carpenter’s helper, first class. 
Everett Smith, Arthur Wright of Mautner 
Co., and Frank Greene, Jewelers Building, 
were among those lending verbal assistance 
in the removal of oldtime cases and pon- 
derous safes, which are to be replaced with 
modern vaults, supplemented by modern 
lighting, showcases, and redecorations. 

q Miss Paula Amato, of the jewelry de- 
partment, D. C. Percival & Co., second 
floor, Jewelers Building, received a dia- 
mond engagement ring at Christmas time. 
and plans a wedding in June. All Percival 
salesmen have been taking one-week winter 
vacations. 

q Miss Barbara Stavitsky of Salem has 
joined the bookkeeping staff of Mahar & 
Engstrom Co., 405-11 Jewelers Building. 
Miss Theresa Griffin, of the mail-order 
division, received a diamond ring on 
Christmas and announced her engagement 
to John Hunt. 

q Frederick Kunz, Jr., formerly associated 
with his father, Room 708 Washington 
Building, and also a bowler on the Frank 
Gendreau team of the Boston Jewelers 
Bowling League, is now with the SeaBees, 
and is spending the winter at the Virgin 
Tslands. 

q David Kupelian is the new watchmaker 
with Kettell, Blake & Read, Inc., 201 
Washington Building. 

q John Perry, 817 Washington Building, 


slipped on the ice and broke his arm on | 


New Year’s Day. He has returned to his 
office following convalesence at his home. 
q Miss Mary Fitzgerald, bookkeeper with 
J. M. Michelin, 702 Washington Bldg., 
flew back recently from a European trip 
and a vacation on the Isle of Capri. 

q Mr. and Mrs. George D. Taylor of Ross- 
Taylor, Inc., jewelers. 717 Washington 
Building, have just returned from a few 
weeks’ winter golfing at Lakewood, N. J. 
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S.j. surnamer co. 


3/0 7th Ave., N.Y. 1, N.Y. 











JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, Memo—Order and Sales 


Books 
Complete Printed Supplies tor he Trade 
Diamond Guarantees Credit Forms 


DAUER PRINTING CO. 


37 E. 21st St., New York 10, N. Y. AL 4-2175 

















LEATHER CLOCK CASES #!1J—Shoopakin case—Biack, 


Dark Blue, Red, 
Tan, Green. ... Keystone $7.00 
#22) Genuine Moroeco 
case—Wine, Red, B 


ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 














Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 


LOngacre 3-1176 
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Earrings 


Style #1728 


Don’t settle for less 
than the best. According to 
our customers, Alice offers the 
finest quality, styling and finish of 
any tailored earrings in the price 
range. 


Thru the wholesaler $7 00 


retail 


JEWELRY CO. 
52 Valley St., Prov., R. |. . 















Keep Your Stock Up to Date 
And You'll Keep Up Your Sales 


MAIL 
ORDERS 
FILLED 








PROMPTLY! 
max KOHNER 


Wholesale Jewelers 
BALTIMORE 1, 


MARYLAND 














ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
oe JEWELRY 
5 HOPKINS PLACE, BALTIMORE, MD. 














WATCH MATERIALS—, 


Florida's largest watch material house 
Serving the Natien by meil. 


Prompt mall service 
Write for Price List C 


DEAN COMPANY 
7% WN. Atlantic Ave., Daytona Eeach, Fic. 
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q Congratulations on their 50th wedding 
anniversary are in order for Mr. and Mrs. 
Walter F. Tetts (Tetts Jewelry Co.), Bay 
City, Texas. They were guests of honor at 
a party held December 21 at the Bay-Tex 
Hotel which was attended by their family 
and friends. 

q Shaw Jewelry Company’s Dallas (Texas) 
store, at 1615 Main St., won first place in 
a sales contest sponsored by the firm for 
its stores in 22 cities. The contest was for 
the sale of diamonds which the company 
imports through its international organiza- 
tion. An important factor in the Dallas 
store’s winning record was the achievement 
of Mrs. Louise Monsfield, who sold more 
diamonds during the year than any other 
salesperson in the Shaw organization. 

q The Capri Jewelry Co. is opening a 
branch office and stockroom at 607 Whole- 
sale Merchants Building, Dallas, Texas. 
The office will be managed by Sara Free- 
land, who recently resigned from Sanger 
Bros., Dallas department store. Miss Free- 
land was with Sanger for 30 years as 
accessory buyer. The new Capri office will 
serve the states of Texas, Louisiana, Okla- 
lahoma, Arkansas, New Mexico and Mis- 


sissippl. 





Baltimore-Washington News 


q Robert Polan of Hampton, Va., has 
joined the firm Max Kohner, Inc., Balti- 
more wholesalers at 21 W. Baltimore St., 
as sales representative in the Virginia 
area. Mr. Polan has taken over the terri- 
tory formerly covered by Louis Goodstein, 
who recently retired after serving the firm 
for 14 years. 

q A ten-to-twelve-week trip abroad _ is 
planned by Mr. and Mrs. Leon J. Engel 
who will leave for Europe April 3 on the 
Ile de France. They will visit London and 
various points of interest on the continent 
with no definite itinerary planned for 
their stay abroad. 

q Louis E. Kaiser of the L. E. Kaiser 
Klock Co., 321 N. Charles St., Baltimore, 
has retired after more than 60 years of 
active participation in the clock specialty 
shop which was founded by his father in 
1849. Mr. Kaiser, now in his 83rd year, 
has moved to his residence in Miami, Fla., 
and leaves behind many friends and ac- 
quaintances. His son, Elmer Kaiser, is 
now owner and operator of the establish- 
ment. 

q Back from a vacation trip to Mexico are 
Mr. and Mrs. Eddie Cohen of Pimlico 
Jewelry Co.. 5240 Park Heights Ave., 
Baltimore. They visited that country in 
January, traveling to and from their des- 
tination by plane. 

4 Norman Labovitz of Diamond Jim 
Brady’s Jewelry Store. 106 N. Eutaw St., 
Baltimore. vacationed in Florida after the 
Christmas holidays. 

4 Jack Brayman, who was formerly affili- 
ated with J. Engel & Co., has been ap- 
pointed to represent the Longines-Witt- 


THE SOUTH 


nauer Watch Co. 
Virginia area. 

q George Cassidy has been covering Wes 
Virginia and vicinity for Max Kohner, 
Inc., since his connection with that firm 
several months ago. 

q Giftland Jewelers of Glen Burnie, Md, 

used a half-page institutional advertise. 

ment in the December 25 issue of The 
Anne Arundel Star to thank customers for 
their past patronage and to assure them 
that they can always shop with confidence 
and satisfaction at their establishment. 
Mr. and Mrs. Melvin Waxman are owner. 
operators of this adequately-located and 
well-stocked store specializing in nationally 
advertised brand name merchandise. 

q Jacobi’s, jewelers at 219 N. Howard St, 
Baltimore, are moving to a new location, 
but their new address had not yet been 
disclosed at this writing. 

q Edward Hines, who for the past 25 years 
has been associated with the H. C. Garthe 
Co., 209 N. Liberty St., Baltimore, has 
severed his connection with that firm and 
is now afhliated with David R. Prince, 
jeweler at 108 W. Fayette St. 

q Ben Blanken of Chas. Schwartz & Son, 
jewelers of Washington, D. C., chairman 
of the nominating committee of the Greater 
Washington Retail Jewelers Association, 
has prepared a slate of new association 
officers for this year. The presentation is 
to be made to the group at the next regular 
meeting with announcement of the new 
officers to follow soon afterwards. 


in the Virginia-West 





McConnells Open Ironton Store 


Joy Jewelers is the name of a new re- 
tail store opened December 10 by Bob 
and Bee McConnell at 204 S. Third St., 
Ironton, Ohio. 

Mr. and Mrs. McConnell, who have been 
associated with the jewelry industry for 
approximately 30 years, are former owners 
of McConnell Jewelers of Clinton, Ill. Mr. 
McConnell has been associated with sev- 
eral leading jewelry stores and recently 
served as a sales representative for the 
Wadsworth Watch Case Co. in Virginia. 

The McConnells named the store after 
their daughter, Beverly Joy, who is a law 
student at the University of Arizona. 

















DOUBLE YOUR BRIDAL ‘BUSINESS! 


Our 95-page illustrated book, ''How To Plan A 
Beautiful Wedding", answers every question of 
etiquette, rings, gowns, gifts, flowers, guests, 
ceremony, etc. 

_ readily, makes a beautiful gift. $60 per 
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SALLIE NEWTON wodStan*ttcas 














QUADRUPLE SILVER PLATING 








Silver repairing, cleaning, lacquering, complete re- 
storing service. Work guaranteed. Nation- win promot 
service. Write for FREE booklet ‘‘Jewelers §2’’ and 
price list. Know cost before you ship. Ask us how 
you can have the finest silver plating service in your 
city—no investment, inventory or mark 


D. L. BROMWELL. INC. 


America’s Oldest Silver Platers 
710 12th St.. NW Washineton 5, D.G 
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é KIRK Dial 
Since 1926 
Corporation 
¢ Ernest H. Kaufman, tormerly of 1029 Macomber and plans to continue per- The World’s LARGEST 
Chestnut St., is now situated in temporary manently. The best wishes are for her DIAL REFINISHING COMPANY 
quarters at 817 Jefferson Building. He marriage to Francis McKniff which was 
plans on remaining at this site for a few solemnized January 17. Assures You of TOP 
months more and then will move to another q Mrs. Alan Gurwood and an assistant QUALITY & SERVICE 
undisclosed location which he has selected. took over the business of the Al Gurwood 
q Chester R. Snyder, owner and operator store at 817 E. Allegheny Ave. during the DIAL REFINISHING 
of the Robert J. Snyder store in Norris- holidays while her husband was confined 
wn, Pa., has made a gesture of goodwill to the hospital. We’re ha to report that ( . G 
anal his personnel in the first direct Al is well once again met has eed RY TAL FITTIN 
mail piece sent out in 1953. Mailed to to work. 
wr teerte and manufacturers, the mail- q Gilbert Tucker, Ben Toll and Ralph BAND REP AIR 
ing piece consisted of a pamphlet showing Huberman are among the lucky folks ; 
photos of each of the staff with compli- escaping the snow and ice by vacationing offices: 
mentary comments and titles and a blotter in Florida. 220 W. 5th St., Los Angeles 13, Calif. 
with the following caption: “These are the q David Wyman, who has made a slogan 657 Mission St., San Francisco 5, Calif. 
people responsible for our success in 1952.” familiar to every Philadelphian by rhyming 1625 Broadway, Oakland 12, Calif. 
Said ad copy on the blotter: “As a supplier his name with diamond, is recuperating in Seaboard Bldg., Seattle 1, Wash, 
of merchandise to us in 1952, this presen- Florida from a heart attack. ae ag ~ ae a = 
tation of the entire Snyder store organiza- q Charles W. Smith and Albert H. West, Po ang Pw °. Pittsburgh 22 _ 
tion should prove of interest. I trust that owners of the Smith & West store in the 83 Walton St. N.W., Atlanta 3, Ga. 
you will direct it to the attention of your Lincoln-Liberty Building, feel this may be 108 W. Fayette St., Baltimore 1, Md. 
general sales manager, too! .. .” the year they can realize their ambition to 
4 Mrs. Charles E. Flinchbaugh of Flinch- combine the two stores into one large store we Affiliated Companies 
baugh s, jewelers of Norwood, Pa., is add- offering better location and greater facili- KIRK DIAL OF MISSOURI 
ing the results of her new hobby to the ties for displaying and selling an even 1015 Walnut St., Kansas City, Mo. 
newly redecorated store. She is now taking greater variety of items. The two stores Po KIRK DIAL COMPANY 
art lessons and has displayed some of her are now at 1538 Lincoln-Liberty Building ~~ 1700 Commerce, Dallas, Tex., and 
early works in the store windows. One and in the subway waiting room level of the Stewart Bldg., Houston, Tex. 
of her large oil paintings will soon adorn Broad Street Suburban Station Building. 
the walls permanently. q.C. R. Smith, formerly on the corner of | __ 
q Due to the illness of Mrs. Jacob Roth- 18th and Market Sts., is now located at 
berg, whose physician would not permit 7 S. 18th St. On January 6 this hundred- 
her to take the vacation in Florida her year-old business rented the front of the ANTIQUES WANTED 
husband had planned, the Rothberg store building to a restaurant and moved to . 
at 887 Main St., Darby, Pa., will not be the part of the building indicated by the Genuine Antiques and 
closed in February as originally planned. address. New quarters will be more com- Antique Reproductions 
q.A pertinent and eye-catching new sign pact and modern. Si a id 
now adorns the windows of Terminal q The new policy of Ringold’s Credit eines, tein I Nel BO 
Jewelers in Darby, Pa. It reads: “We Are Jewelers, whereby all display windows will bands, any kind, any type, in any condition. 
Never Too Busy To Be Courteous.” be based on an appropriate theme, gave Diamonds—any kind or size. Gem and semi- 
q The let-down which besets show windows form to the unique Christmas window in te yp fn gy es eee 
after the holiday decorations are removed which trains carried merchandise around or too small. Our check sent immediately. Your 
was successfully overcome in one store the window attracting the attention of men consignment will be held intact for 10 days, 
which installed bright red hearts and and children as well as the usual women subject to your copreees “ our offer. 
arrows in the window immediately after shoppers. A fountain pen was carried ag ped prey Pe pene 
Christmas. This was the first and earliest around the window in a box car, a watch Board of Trade; Dun and Bradstreet. 
sign of Valentine’s Day seen by folks in was “cargo” on a flat freight, and a sign : 
the neighborhood and. rightly. their first on the caboose advertised merchandise too ANTIN'S 
thoughts of gifts for the special day were | big for the small trains to carry. Ringold’s | |114BARONNE STREET, NEW ORLEANS 12, LA. 
thoughts connected with a jewelry store. store is located at 4316 Germantown Ave. Canes ire wail 
The shop referred to here is Tucker’s of q.A number of important events have 
Darby, Pa. taken place during the past few months 
q Congratulations and best wishes for at Sanders Jewelers, 538 Market St.. 
happiness are being extended by trade Chester, Pa. Samuel Sanders sold _ the 
members and customers to the former store last September to Jacob H. Goldberg. WRITE FOR 
Miss Virginia Carnev. The congratulations Mr. Sanders had operated the store for Our New 
are for her fine work in her new position 21 years without a robbery, but Mr. Gold- 
at Sidnew’s Jewel Shop. 33 S. 69th St.. berg was robbed on November 11. approxi- COMPLETE CATALOG 
Upper Darby, Pa.. where she started in matelv one month after he purchased the Materials, Tools, Watch 
—— : —__.| establishment. In December the “freshen- Cases and Dials, Watch 
LEARN WATCHMARUNG || (05 07" "il new pi and ney dere, | | Aftechmants, Jowain 
ET y , ae — — = of costume ~_ TILMORE WATCHES 
2 aS, < As soon as the holidays were over, \Vir. 
AK SS abe = aoe oo Goldberg signed a contract for one-minute CENTRAL WATCH MATERIALS 
n Watchmakin - : station that wi vertise prompt wate : eee ee ea 
| - Sept. 22-May og . Arthur T. Johnson, Prineipal eeie nie a promp -3aGn bn 40. ee er 




















FOR FE 
FEBRUARY, 1953 197 














ans 
f- . 
- x 
a> 
> 
”- 
2s 
7- 


How about your mainspring supply? Pretty low? 
Then you'd better order now. And remember, 


order "SECURITY." 
THE NEWALL MFG. CO. 
b> Sacaes tuners EHP 




















—GOLD 
—SILVER 


+ 6 
ae —RHODIUM 


WP 
@” SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3. Illinols 
This is Our Only Location 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
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MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE. - CHICAGO 3, ILL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Graf. 
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q Final arrangements have been completed 
for the formal dinner-dance of the Golden 
Roosters to be held in the Gold Room of 
the Congress Hotel on February 14. This 
years event will be in the nature of a 
| Valentine Party at which appropriate sou- 
venirs will be distributed to the ladies. A 
capacity crowd is expected. 

q Charles G. Brown, vice president of 
Stein & Ellbogen Co., recently returned 
from an extensive business trip throughout 
the New England states and New York. 

q Mr. and Mrs. Sam Sherman Boyden 
(Boyden-Minuth Co.) celebrated their 
golden wedding anniversary with their 
children in Detroit during the Christmas 
holidays. 

q Mr. and Mrs. F. M. Gottlieb (Frederick 
M. Gottlieb & Co.) sojourned in Florida 
for three weeks during January. The com- 
pany reports its December business was 
the best in its history. 

q Mr. and Mrs. G. H. Matson (Matson’s, 
Inc.) spent three weeks at Pompano Beach, 
Fla., following the holidays. 

q A. Levine and M. Dubinsky (Bieler- 
Levine) are back from a business trip to 
Providence, R. I., and report that the out- 
look for the first half of 1953 is quite opti- 
mistic. 

q Miss Minna Sandler (Bieler-Levine) vis- 
ited friends in Memphis, Tenn., during the 
Christmas and New Year holidays. 

q The Illinois Watchmakers Association 
held its monthly meeting on January 20 
in the quarters of the Jewelry Training 
Service, 226 S. Wabash Ave. Ralph J. 
Haegele of Avondale Jewelry Store, 
through his association with the Interna- 
tional Research and Identification Bureau, 
addressed the members on the subject “In- 
ternational Identification.” 

q Because of the heavy demand for their 
unusual selection of costume jewelry, 
Gaines & Gaines, Inc., plan to open a New 
York office in the near future. Al Kaufman 
will act as their New York representative. 
Featured in the company’s line is the “Fan- 
tasy” group, and a number of new silver 
and gold pieces. 

q James H. Napier Co. has added a new 
representative, Jack Brown, who will cover 
the smaller cities of Ohio. Michigan, Indi- 
ana, Kentucky and part of Illinois with the 
company’s new spring line. H. C. Donald- 
son, who covers the larger cities in the 
above territory, recently returned from a 
two week vacation in Acapulco, Mexico. 
The company inaugurated several new 
ideas aimed towards making their custom- 
ers and visitors to their showrooms more 
comfortable and happier. One innovation 
is that of serving coffee and doughnuts. 
Reports have it that the idea was well 
received during the holiday buying season, 
which company officials admit was very 
good and wound up a good year of busi- 
ness. 

q Following the board of directors meet- 














CHICAGO 


ing, the annual meeting of the Jewelry 
Training Center was held on January 14 
in the Conference Room in the Pittsfield 
Building. Milton Axelrod (Pakula & Co.) 
was elected president to succeed Mead 
Montgomery (M. A. Mead & Co.), and Ira 
Marks (Marks Bros.) was elected to serve 
as vice-president. 

q Friends and members of the jewelry in. 
dustry are congratulating Neil Shur (Van 
Schyndle, Inc.) upon the New Year’s Eve 
announcement of his engagement to Miss 
Patricia Schwab of Memphis. 

q Mildred Cook, designer for F. H. Noble 
& Co., is taking a leisurely two-month auto- 
mobile trip through Mexico, stopping off 
at various places of interest as her in- 
clinations decide. She plans to return to 
Chicago by way of the west coast. 

q Agnini & Singer, costume jewelry manu- 
facturers, have added two new representa- 
tives to their sales staff. George Khourie, 
formerly with Pakula & Co., will cover 
western Pennsylvania, West Virginia, Ohio 
and Kentucky. Mrs. Esther Carroll, who 
travels with her husband as he represents 
Sperry Mfg. Co., will cover the south- 
eastern section of Texas, Oklahoma, Ar- 
kansas and Louisiana. 

q At the January 7 meeting of the Chi- 
cago Jewelers Association, all members 
present reported that their firms had done 
a very good Christmas business. The as- 
sociation’s advertising program and plans 
for 1953 were presented and approved. 

q Archie Dankert, who represents F. H. 
Noble & Co. in California and west coast 
states, spent a week in Chicago recently 
but didn’t get a chance to do the town 
or even look around much. All of his time 
was occupied with business conferences 
and such matters. 

q The appointment of Arthur N. Barnes 
as head of the jewelry buying department 
was announced January 9 by Sears, Roe- 
buck and Co. Barnes, a senior buyer in 
the toy department, succeeds A. J. Maga- 
nini, who is being transferred to the com- 
pany’s Pacific Coast retail organization. 

q Ralph F. Weckerle, Wisconsin territory 
representative for Stein & Ellbogen Co., 
is leaving for a three-week trip with Mrs. 
Weckerle to Puerto Rico where they will 
visit their son, an eye doctor. Dr. Wee- 
kerle, who was in the service in Puerto 
Rico, liked the country so well he returned 
to set up his practice there. 
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ESTABLISHED (911 C0. 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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JEWELERS’ CLUB PARTY DRAWS RECORD ATTENDANCE 





Merrymakers at Christmas Eve Party of the Jewelers Club of Chicago pause momentarily to 
have their photos taken. 


Jack Prins (Son & Prins Co., Inc.), 
president of the Jewelers Club of Chi- 
cago, announced a record high in at- 
tendance at the Christmas Eve Party held 
in the Pittsfield. Building headquarters of | 





the club. This event has become one of the 
most popular features of the holiday season, 
with excellent food, drinks and companion- 
ship, a drawing card which brings members 
together each year in good fellowship. 





CJA Plans to Hold Course 
In Jewelry Merchandising 

The Chicago Jewelers Association, through 
its Trade Extension Committee, is com- 
pleting plans for a helpful and_highly- 
concentrated course covering all phases of 
jewelry store merchandising. The associa- 
tion-sponsored training program will be 
held in Chicago and is tentatively sched- 
uled for April. 














Prominent faculty members from the 
University of Illinois School of Commerce 
will conduct the course. The association 
also plans to have a number of leading 
executives from the jewelry field partici- 
pate in panel discussions. 

4 complete and detailed report on the 
forthcoming course will appear in these 
columns next month. Inquiries regarding 
this course may be directed to the Chicago 
Jewelers Association. 5 S. Wabash Ave., 








Chicago 2. Tl. 


Eisenstadt Mfg. Co. Observes 
One-Hundredth Anniversary 


The Eisenstadt Mfg. Co., jewelry manu- | 
facturers and distributors, is beginning its 
100th year of business in St. Louis, Mo. 
In tribute to the occasion, the history of 
the company was made the subject of 
“The St. Louis Story.” local radio show 
sponsored by the Boatmen’s National Bank 
of St. Louis. The broadcast, a panorama 
of industrial and community life and 
growth in St. Louis, was aired Sunday, 
January 4. 

The program traced the history of the 
company from its founding by Michael 
Gabriel Eisenstadt in 1853 through 100 
vears of service to St. Louis and the 











Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 





29 East Madison Street, Chicago 3, Illinois 
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country. From the picturesque two-story 
structure to the spacious offices covering 
three floors of a modern downtown office 
building, the story unfolded a scene of 
changing times and progress. 

One of the earliest suppliers to the 
jeweler and the clock and watchmaker, 
Eisenstadt grew to its present nationwide 
operation that includes the distribution of 
diamonds, silverware, clocks, watches and 
electrical appliances, and a comprehensive 
manufacturing service for custom-made 
jewelry, as well as industrial service 
awards and pins. 


JAMES H. 
HETZEL 


President of 
Eisenstadt 
Mfg. Co. 

St. Louis, Mo. 





The story of Eisenstadt is a recounting 
of personal successes, as well as business 
growth, for the “office boy to president” 
road is a familiar one in this century-old 
firm. 

James H. Hetzel, present president, at- 
tributes much of the company’s success to 
an excellent “employer-employee” relation- 
ship attested to by the many people who 
have served 25, 30 and 40 years in the 
establishment. 


Jamestown Jewelers Advertise 
Wednesday Afternoon Closings 


Four jewelry stores in Jamestown, N. Y., 
are cooperating in a program of closing 
every Wednesday afternoon. Joint adver- 
tising is being used by the stores to ac- 
quaint the shopping public with the clos- 
ing policy. 

Working together on the project are: 
E. F. Bassett, Darling Jewelry Co.. Harold 
E. Lynn and the Watch Shop. 
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Repaired 
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All Work Guaranteed 
M. MARTIN & CO. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, fll. 
Students may enroll at any time of the year 
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Manufacturers of exclusive Jewelry 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute Ali Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 
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You Can Buy With Confidence From 
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q Local manufacturers and wholesalers 
were virtually unanimous in reporting the 
1952 holiday business to have been in 
larger volume than for many years past, 
and it is expected that, when the final 
figures are compiled, the last year-end will 
have been the best in history. During 
January, all local manufacturers were ex- 
ceptionally busy filling special orders 
which they had booked last year but were 
unable to complete then because of the 
rush of business. Also, the new year 
started off with an unusually large volume 
of orders from retailers whose stocks were 
greatly depleted during the holidays, to 
inspire a feeling that sales at the retail 
level this year will continue at a very 
brisk pace. 

q The annual mid-winter sales meeting of 
the Gerwe Brown Co. was held during 
the two middle weeks of January in the 
company offices and salesrooms at 817 
Main St. All salesmen from tie Dallas 
branch, as well as the local office, attended. 
Company officials announced the resigna- 
tion of Charles McCarthy, Ohio salesman 
for many years with headquarters in 
Columbus. He is being succeeded by 
William Bertke and Frank Duffey. An- 
other new employee is Jack Gearding in 
the jewelry department. 

q Sales and promotional plans for the 
coming year were discussed by Robert H. 
Herschede, vice president in charge of sales 
of the Herschede Hall Clock Co., during a 
recent conference with officials of the H. K. 
DeWees Co. in Atlanta, Ga., Herschede 
representatives in the Southern territory. 
DeWees officials reported a very favorable 
outlook for business in the South this year. 
q Early January vacationers included Wil- 
liam Schumer, president of William F. 
Schumer & Son, Inc., manufacturers, 7 E. 
Fifth St., and his wife at Miami Beach, 
Fla., and Mr. and Mrs. Charles E. Haber- 
man of the Haberman Sales Co., whole- 
salers, 104 W. Fourth St., at Hollywood, 
Fla., after which they made a_ business 
trip to New York City. 

q Klein Brothers Co., wholesalers at 626 
Vine St., hosted a holiday dinner for 
employees on December 23 at Caproni’s 
Restaurant. Santa was present to present 
the gifts. Irvin Harmon is a new com- 
pany salesman in Illinois, Indiana and 
Ohio. 

q After receiving assurances that he would 
not be prosecuted, a man returned a pack- 
age containing diamond rings valued at 
$2500 to Victor Youkilis, president of the 
Victor Corp. The package had been taken 
from the counter of a coffee shop, where 
Mr. Youkilis had placed it while having 
breakfast. 

q Charles E. Richter, retailer at Sixth 
and Main Sts., who sponsors a weekly 
square dance program on a local television 
station, was host to his troupe, guest stars 
and station officials at a dinner dance on 
December 28 at the Cincinnati Club. 





CINCINNAT] 


q Walter J. Herschede, president of the 
Herschede Hall Clock Co., and Robert }. 
Herschede, vice president in charge of 
sales, and their wives, attended the annual 
meeting of the Clock Manufacturers Asso. 
ciation of America on January 8-11 in the 
Waldorf Astoria Hotel, New York City. 

q “The Romance of Time and Timepieces” 
was the subject of talks by Frank Foegler, 
owner of the Foegler Watch and Clock 
Repair Service, 31 E. Fourth St., at recent 
dinner meetings of the Brewmasters Club 
and the General Electric Engineers Club, 
q Carl Benheser, salesman for the Gerwe 
Brown Co., and his wife, visited during 
the holidays with their son, Dr. Robert 
Benheser, a professor at Purdue Univer. 
sity, Lafayette, Ind. 

q Robert H. Herschede, vice president in 
charge of sales for the Herschede Hall 
Clock Co., has annuunced the appointment 
of George H. Davis as sales representative 
in Honolulu and the Hawaiian Islands, 
q Richard Schwab, son of Herbert Schwab 
of A. G. Schwab & Sons, Inc., wholesalers 
at 229 E. Sixth St., who is in Army train- 
ing at Indiantown Gap, Pa., spent the New 
Year holiday with his parents. 

q George H. Newstedt, president of Geo. 
H. Newstedt & Co., retailers at Fourth 
and Race Sts., suffered minor injuries 
when he slipped and fell in the store. 

q Maury Solomon, salesman for D. Jacobs 
Sons Co., wholesalers, 811 Race St., has 
been re-elected treasurer of Queen City 
Lodge, Fraternal Order of Police Asso- 
ciates, for the 13th successive year. 

q John Koegel, who has been with the 
B. David Co., manufacturers at 2508 Vine 
St., for several years, has been named 
sales representative in the local territory, 
succeeding Harry L. Pelzer, who died 
recently. A new David Company salesman 
is R. L. Marquardt of Billings, Mont., who 
is covering the western territory, while 
Ernest Carder, who has been covering 
Ohio and Indiana, is now also calling on 
retailers in Michigan. 

4.N.B.C. Mfg. Jewelers, Inc., of which 
R. T. Bowling is president, has moved 
from suburban Covington, Ky., to 606 
Vine St. 

q Edward Sauer, southern salesman for 
A. Sauer & Co., manufacturers at 329 E. 
Eighth St., was recuperating at his home 
here following a traffic accident in late 
December. 


q January business trips were made by 
Walter W. Miller of Miller Brothers Watch 
Strap Manufacturing Co., 817 Main St. 
to Chicago for showings of the firm’s new 
line of leather billfolds; Victor Youkilis 
of the Victor Corp., Enquirer Building, 
and his wife to New York City; W. R. 
Whitaker, president of the Cas-Ker Co., 
jewelers’ supplies, 229 E. Sixth St., to West 
Virginia points: Ray C. Eibel, president 
of the Klein Brothers Co., wholesalers, 
626 Vine St., to New York City, and 
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Howard Rosfelder of Rosfelder Brothers 
& Co., manufacturers, 413 Race St. 

4 William A. Brown, 83, father of George 
E. Brown, vice president of the Gerwe 
Brown Co., died on January 20 in Louis- 
ville, Ky. . 
4 John Reinersman of Reinersman & 
Hengehold, manufacturers at 528 Walnut 
St., and his wife visited their son, Robert, 
at Camp Lee, Va., during the holidays. 
4 Employees of D. Jacobs Sons Co. en- 





joyed a holiday party as guests of the 
company on December 26 at the Losan- 
tiville Country Club. 

q John Behr, a salesman for the Flanagan- 
Kovac Co., wholesalers in the Enquirer 
Building, has resigned because of illness, 
and now is recuperating in Florida. 

q Duane R. Larrabee, West Coast repre- 
sentative for the Herschede Hall Clock 
Co., conferred with company officials for 
several days in mid-January. 








A. G. Schwab & Sons 
Observe 75th Anniversary 


One bright day in 1878, A. G. Schwab 
of Cincinnati, an ambitious young sales- 
man, eagerly unlatched the door of a small 
new business enterprise. In the three quar- 
ters of a century that followed, his busi- 
ness venture has blossomed into one of 
today’s leading wholesale jewelry houses, 
A. G. Schwab & Sons, Inc., and this year 
the company celebrates its diamond anni- 
versary. 

By trunk and train, A. G. Schwab cul- 
tivated an ever-growing clientele among 
retail jewelers in Ohio, Kentucky, Indiana 
and Tennessee. A leader in his field, he 
was one of the organizers, and an early 
president, of the National Wholesale 


Jewelers Association. 

Mr. Schwab retired in 1918, on his 70th 
birthday. A few years later the present 
corporation was formed by his two sons, 
Julian and Herbert, together with Louis 
Lange and Harold Hagedorn. 


Since all 





JULIAN G. SCHWAB 
(Top Left) 
Company President 


HERBERT C. SCHWAB 
(Top Right) 
Vice President 


LOUIS LANGE 
Left) 


Secretary-Treasurer 





four men were already associated with 
the elder Schwab, the management has 
continued in the same hands for the entire 
period of the corporation’s existence. To- 
day, continuance of the original manage- 
ment is assured with the active partici- 
pation in the firm of the third generation 
of the Schwab family—John G. Schwab, 
son of Herbert. 

The most recent member of the firm is 
James N. Heldman, who joined shortly 
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after his service in World War II. Officers 
are Julian G. Schwab, president; Herbert 
C. Schwab, vice president, and Louis 
Lange, secretary and treasurer. The firm 
covers about 14 states with eight salesmen. 

In celebration of its 75th year of ser- 
vice to the retail jeweler, the company 
will conduct a special diamond anniversary 
promotional campaign which will be re- 
leased to dealers early this year. 





Feted by 
Employees 
At Dinner 


WALTER J. 
HERSCHEDE 


President of 
Herschede Hall 
Clock Co. 





Walter J. Herschede, president of the 
Herschede Hall Clock Co., was the honor- 
ed guest at a dinner of company super- 
visory employees on December 18 in the 
Kemper Lane Hotel, Cincinnati. 

Mr. Herschede, who started with the 
firm six years after its founding and re- 
cently completed 50 years of service, was 
largely responsible for the development of 
the company’s floor clock manufacturing 
division. He is especially proud of the fact 
that the first movement made by the firm 
is still functioning perfectly in a floor 
clock in his private office at the plant. 





Swiss Have National Lending 
Library for Horologists 


Through a unique “lending library” ar- 
rangement, Swiss watchmakers can borrow 
highly sought-after technical books for use 
at home without leaving their local com- 
munities. 

The library of the Swiss Society of 
Chronometry, at Neuchatel, contains more 
than 400 volumes devoted to horological 
subjects. These include instruction books 
for the watch technician and repairman, 
treatises on special fields of horology, and 
studies of arts related to watchmaking, 
such as jewelry, gold and silver making 
and design. Many are scarce, out-of-print 
publications. 

To secure books from the Society, a 
horologist merely addresses his request to 
the Civic Library of Neuchatel. The books 
are then mailed to the public library 
nearest his home, where he can borrow 
them for home use. 





REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 
A Valuable Handbook 


for the Jeweler 


$6.00 


Postpaid 
Remittance with Order 
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An Enclosure Card Service Is 
Good for Your Business! 

John Henry produces the FINEST 
Enclosure Cards ... in assortment 
- - . quality . . . design. 


All illustrated in Card-O-Log No. 51 





Write 
Dept. 12-24 
today! 
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Easter Seal 
Appeal »° 
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The National Society for 
Crippled Children & Adults, Ine. 
11 S. LaSalle, St., Chicago 3, Ill, 
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FREE ORCHIDS Kreisler Shows Spring Line coming coronation in England by featuring 





At N. Y. Sales Convention heraldic motifs and royal insignia, 
FREE ORCHIDS Confidence in the stability of the wate). 
A press conference was held by the band market was expressed by Mr. Stem , 
FREE ORCHIDS Jacques Kreisler Mfg. Corp. January 8 at while commenting on the outlook for 1953 
FREE ORCHIDS the Essex House, New York, as a part of He stated that the volume of metal watch. 
the firm’s semi-annual sales convention. bands could increase to well over 1099 
FREE ORCHIDS Company execulives and salesmen from millions in 1953, if manufacturers produce 
all parts of the United States were in top-quality merchandise that will assure : 
FREE ORCHIDS attendance. complete consumer satisfaction. 
FREE ORCHIDS , After the luncheon, Joe Roberts, adver- In appraising business prospects for the 
tising manager, inroduced Kreisler’s presi- retailer in ’53, Mr. Stern stated: “Innova. 
FREE ORCHIDS dent, Toby Stern, who characteristically tions, such as the ‘Double Feature,’ plus 
disregarded a prepared speech and spoke high quality merchandise, augurs well for 
FREE ORCHIDS extemporaneously to the gathering. In his excellent sales during 1953, with retailers 
talk he touched upon the quality factors enjoying their best year in history.” 





F O h id in Kreisler watch attachments, the new | 

ree (C [ S styling, and the advertising which will be Wilson's Distribute Bonuses 

put behind the company’s spring line 

BRING THE CROWDS for °53. Distribution of more than $5000 in 

TO YOUR STORE! ; Christmas bonuses to his employees was 

. announced by John D. Wilson, president 

of Wilson’s Leading Jewelers, Syracuse, 

N. Y. The employees received the checks 

from Jerome M. Wilson, vice president of 
the firm. 


Nothing lures crowds of women shoppers 
like the offer of ‘‘Free Orchids.’’ Graham 
Dible flies fresh Royal Purple Hawaiian 
Orchids to your door for just PENNIES. 50 to 
50,000 fresh Orchid corsages shipped in one 
day. No special care required. Guaranteed 
delivery for your promotion date. 





Allied Completes Plans for 
Semi-Annual Denver Show 


Jewelers from five inter-mountain states 
are expected to attend the Denver Gift 
and Jewelry Show where the latest offer- 


WRITE FOR FREE BROCHURE. 


GRAHAM W. DIBLE 





























er ar a >) is 29 Future merchandising and promotion plans ings of America’s leading manufacturers 
yy ‘4 Chih if ; a were outlined by the Jacques Kreisler Mfg. and imporiers will be exhibited. The semi- 
| Y Corp. at its recent sales convention in annual show will be held from March 1 
DEPT. FIC, DIBLE BLDG., 8TH & WALL New York. Among company executives who through 4 at the Hotel Albany, Denver, 
ae aueueee 56 ener attended were, left to right: Julien E. Col 
' Keilus, sales manager, Toby Stern, president, oom . 
~~ ——= | and Joseph Roberts, advertising manager. Jewelry, both precious and _ costume, 
»* i watches, silverware, dinnerware, glassware, 
| The highlight of the Kreisler offering leather goods and luggage are included 
Chatham Emeralds was their new “Double Feature” watch- among the products that will be displayed. 
- oon stanemanenen aaenenne band which combines the appearance of Allied Exhibitors, Inc., sponsors of the 
. - a solid watch-bracelet with the comfort show, stated that every available display 
AVARARLE IN THE WORLD and convenience of expansion links. space has been taken. 
/ ~\ The press was given a preview of the Social highlights at the show will in- 
1953 line of jewelry, cuff links, tie bars, clude a cocktail party for buyers and 
: etc., many of which were stone inset and exhibitors on Monday evening, March 2. : 
«* ay raped the designs of many reflected the com- This will be followed by the ever-popular 
ENGLISH CHINA ie ra Pe | — . 
aon pany's alertness to capitalize on the forth- | party for buyers only. 


EARTHENWARE 
Stock and Import 


api gaged, & CO., INC. 


149 Fifth Ave. New Yerk 10, N. Y. 
AL. 4-6104 


EDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 


























EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 























MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bene China 














MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware On hand to greet guests at the formal opening of the new Los Angeles branch of A. Cohen 
Royal CAULDON Bone China and Earthenware & Sons Corp. was Hyman J. Cohen (left), president of the 42-year-old firm, and Jack H. 
JOHN BESWICK, LTD. Ceramic Figures Spiro, branch manager. Several hundred visitors inspected the ee 
. quarters on opening day and partook of the refreshments provided. The new Los Angeles. 
129 Fifth Avenue, New York 3, N. Y. branch, located at 215 W. Fifth St., will serve all of the eleven Western states. 
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February 


1-4—-China, Glass, Gift, Stationery, Toy, 
Jewelry and Housewares Show, Civic Audi- 
torium, Palace, St. Francis, and Sir Francis 
Drake Hotels, San Francisco, Calif. 

1-4—Syracuse Gift Show, Hotei Onon- 
daga, Syracuse, N. Y. 

1-11—Registered California Gift and 
Dinnerware Show, Hotel Morrison, Chi- 
cago, Ill. 

9.13—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, III. 

9.13—Merchandise Mart Gift Show and 
China, Glassware & Pottery Market, Mer- 
chandise Mart, Chicago, III. 

7—Boston Jewelers Club, 65th Annual 
Banquet, Hotel Statler, Boston, Mass. 

8-10—Pacific Northwest Jewelers Con- 
vention, Olympic Hotel, Seattle, Wash. 

8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

15-16—Texas Retail Jewelers Associa- 
tion, Annual Convention, Adolphus Hotel, 
Dallas, Texas. 

15-18—Pacific Northwest Show, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-18—Southern Jewelry Show. Peach- 
tree-on-Peachtree, Ansley and Piedmont 
Hotels, Atlanta, Ga. 

15-18—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

15-19—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

15-20—Dallas Gift Show, Baker Hotel 
and Santa Fe Building, Dallas, Texas. 

21—New England Manufacturing Jewel- 
ers & Silversmiths Association, 50th An- 
nual Banquet, Hotel Statler, Boston, Mass. 

22-25—-Minneapolis-St. Paul Gift Show, 
Dyckman Hotel, Minneapolis, Minn. 

22-25—Ohio State Gift Show, Deshler- 
Wallick Hotel, Columbus, Ohio. 

22-25—Portland Gift Show. Public Au- 
ditorilum, the Plaza and Benson Hotels. 
Portland, Ore. 

22-27—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York, N. Y. 

23-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

25-27—Mid-South Gift and Jewelry 
Show, Hotel Peabody, Memphis, Tenn. 


March 


I—Illinois Retail Jewelers Association. 
Annual Convention, Hotel Abraham Lin- 
coln, Springfield, III. 

1-3—Spokane Gift, Stationery, Toy. 
Jewelry & Housewares Show, Davenport 
Hotel, Spokane, Wash. 

1-4—Denver Gift and Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

1-5—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

2-5—California Retail Jewelers Associa- 
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tion, 20th Annual Convention, Palace Ho- 
tel, San Francisco, Calif. 

8-11—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

8-11—Omaha-Midwest Gift Show, Pax- 
ton Hotel, Omaha, Nebr. 

8-13—Parker House Gift Show, Parker 
House, Boston, Mass. 

9-13—Boston Gift Show, 
Boston, Mass. 

18—Baltimore Jewelers Association, An- 
nual Dinner-Dance and Meeting, Shera- 
ton-Belvedere Hotel, Baltimore, Md. 

15-18—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 


Statler Hotel, 


91-23—-Heart of America Glass, China 
& Gift Show, Kansas City, Mo. 
21-23—Carolina China, Glass & Gift 


Show. Charlotte Hotel, Charlotte, N. C. 
22-25—St. Louis Gift Show, Statler Ho- 
tel, St. Louis, Mo. 
22.25—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 
29-31—American Gem Society, 18th An- 
nual Conclave, The Bellevue-Stratford, 
Philadelphia, Pa. 


April 
12-15—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 
19-22—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 


May 


3-5—New York State Retail Jewelers 
Association, 44th Annual Convention, 
Utica, N. Y. 

3-5—Virginia-North Carolina Retail 
Jewelers joint convention, Hotel Natural 
Bridge, Natural Bridge, Va. 

17-23—New York Stationery Show. Ho- 
tel New Yorker, New York. 


July 


26-30—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, IIl. 


August 
9-13—American N ational Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 





Joins 
Tessler & 
Weiss 
as Sales 
Mor. 


ALFRED S. 
JAFFEE 





The appointment of Alfred S. Jaffee as 
sales manager of Tessler & Weiss, Inc., 
jewelry manufacturers of Newark, N. J., 
was announced recently. Mr. Jaffee was 
previously associated with the Feature 
Ring Co., Ince. 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA a GLASS e TABLEWARE 
EARTHENWARE oe GIFT and ARTWARES 
Domestic and Foreign 











CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Sitemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 16, W. Y. 

















| 129 FIFTH AVENUE, NEW YORK 3, N. ¥. 


Booths 


FINE ENGLISH 
TABLEW ARE 
Send for illustrated pampblets 
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Pp IVOT WEAR—What caused the upper balance pivot 
of a watch with Incabloc settings, to become as if 
worn pointed? (Question No. 6222) P. C. 


Answer—What would cause staff pivots to “wear 
pointed” on watches with Incabloc shock absorbers, 
would have to be just the same in these as in watches 
with any other type of jeweling at the balance pivots. 
The principal causes would be: Insufficient lubrica- 
tion; gritty dirt in the jewels; defects in the polishing in 
the jewel holes; cracked jewels; excessive endshake of 
the balance staff pivots; “tilted” jewels not set perfectly 
upright. It is possible in some cases that improper lubri- 
cation may have been caused by someone’s failure to 
take the Incabloc jewel out (to separate the hole and cap 
jewels) when they cleaned the watches. 


jeremy CLOCK—I have a long regulator clock 
about which I would like to have some information 
as to its origin, etc., and am sending a pencil sketch of 


the escape wheel and pallets. (Question No. 6223) S. K. 


Answer—We will say that your clock has a pin- 
wheel escapement of the type invented by J. A. Lepaute 
of Paris, France, about the year 1750. Clocks with this 
escapement were made mostly in France up to about the 
beginning of the present century. There were a few regu- 
lator clocks made in Great Britain and the U. S. A. with 
this escapement, but almost all of them were made in 
France. They have characteristics that can hardly be 
described but that would show in very clear photographs 
of movement, pendulum, etc. If you would send us such 
photographs, we would write you our opinion whether 
your clock was made in France or elsewhere. But if 
there is no maker’s name on it, we cannot tell how 
old the clock is. 

In most of these clocks the movements with dial and 
pendulum were imported from France and the cases 
made here in America by local cabinetmakers or a few 
firms in New York City who imported the clocks and 
had cases made here. 
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You ask “as to its value as an antique’—you have not 
described the clock fully enough, so far, to enable us to 
form an opinion on this aspect of the matter. We will 
say that in almost all cases, these clocks are not con- 
sidered rare or valuable by collectors, simply because 
there are a good many of them in existence, which pre- 
cludes rarity, on which value must be based. We cannot 
guarantee whether or not seeing photographs of your 
clock would show enough to see whether there are any 
features that would make your clock rare, but we would 
be willing to try, if you will send us the further data 
suggested. 


| iatelatenas MOVEMENTS—From a local ceramic shop, 

I bought a number of clock cases with openings of 
diameters 3, 4, and 6 inches; and I want to buy clock 
movements to fit them. Who would supply these move- 
ments? I plan to sell at wholesale, to jewelers. (Question 


No. 6224) P. S. 


Answer—We suggest writing to: United States Time 
Corporation, 630 Fifth Avenue, New York 20, N. Y.; 
General Time Instruments Corp., 107 Lafayette St., New 
York 13; and Lux Clock Mfg. Co., Inc., 95 Johnson St., 
Waterbury 91, Connecticut. We believe that among the 
movements made by these firms, you should find the 
size and type that would meet your customers’ require- 
ments. 


EADING TOOL—What is a “beading-tool”; I read 
the term in an article on stonesetting, and there was 
no explanation of the term. (Question No. 6225) S. R. 


A nswer—tThe term “beading tool” might mean either 
the steel punch with a hemispherical concave point at one 
end and a wooden handle at the other end, used for 
forming beads in setting gemstones, or the hard steel 
block with a series of “spots” of assorted sizes, each spot 
the reverse of the form of the beading punch referred to 
above, used for making punches. 

In using the punches, wherever there is a bead to be 
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More WatchMasters are being sold 
than all other watch-timing machines 





Daily, the WatchMaster is proving to thousands 
its ability to quickly pay for itself. Daily, it is help- 
ing the beginner and veteran alike to turn out 


more and better work in less time. Daily, its con- 
sistent accuracy, its sharp, readable records for 
dependable watch analysis are being translated 
into extra profit. 


BUT... 


... behind these advantages lie a “know-how” in 
engineering, a quality of materials and a standard 
of workmanship which, through the years, result 
in enduring efficiency, exemplary service. Therein 
lies the true economy of the WatchMaster. 


Judge for yourself. Mail the coupon today. 





American Time Products, Inc., 
580 Fifth Avenue, 
New York 36, N. Y. 


PLEASE ARRANGE A 
WATCHMASTER 


DEMONSTRATION 
AT MY BENCH 
(No obligation) 


FOR FEBRUARY, 1953 


—. 
Name ee ee ee ee 





Company 


Street___ 











City State 
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formed in the metal of a setting (to be pressed over the 
girdle of the stone) a lump of metal is left standing by 
cutting metal away from around the lump; then the 
lump is formed into a hemispherical bead by pressing 
the punch forcibly against it. The same pressure that 
forms the bead, also presses it over the girdle of the 
stone. 


NCRUSTING—Some goods I buy, with gold-incrusted 
lodge emblems in synthetic stones, have this work 
crudely executed, and | would like to know how to do it 
myself, as I am skilled in engraving on metal. What tools 
are used; and how is the gold filled into the cut designs? 


(Question No. 6226) H. S. K. 


Answer—We would, of course, like to be able to 
instruct you, but this would be a little like trying to teach 
a man who is dissatisfied with his dentist’s work, how to 
fill his own teeth! Incrustation of precious metals in 
engraved gem stones is an ancient art; to do the work 
requires a highly special skill that can hardly be acquired 
except under the personal instruction of someone who is 
a master of the art. The only way by which you could 
expect to be successful would be to arrange with some 
professional stone engraver and incrustor for instruction 
in his art, which would probably be a very costly matter 
and hardly practicable for your purpose. So we think 
the best thing would be to continue to return unsatis- 
factory work to the manufacturers of the merchandise. 


EMOVING CEMENT—What can be used to make 
a clean job of removing the transparent substance 
sometimes found painted on the backs of small diamonds 
set in bezels of platinum bracelet-watch cases? We tried 
alcohol, also pickle-solution, which do not do the work 


at all. (Question No 6227) P. L. S. 


Answer—In all probability, the “plastic cement” 
referred to, is one of the nitrocellulose lacquers. For dis- 
solving out any of these lacquers or any of the cements 
made with a similar base-ingredient, you can clean the 
dried coating off by immersing the work in acetone. Let 
the bezel or other part in which the diamonds are set. 
remain for ten or fifteen minutes in the acetone; brush 
the backs of the diamonds and rinse in the acetone. Jf 
any of the coating remains in deeper crannies in settings. 
repeat the immersion and rinsing. 


(enone PLATING—I have used with great success, 

formulas you gave me for gold and silver plating. 
for over twenty years. I now find it necessary to do 
considerable chrome plating on surgical instruments of 
which I make quite a specialty. I continue to have 
trouble with my methods: and wish to adopt another 
formula and procedure. Will you supply me with this. 
Also can you advise is there a better plating material for 
use on surgical instruments than chrome? I had thought 


of this yellow steel called dergold they are using for 
silverware. (Question No. 6228) R. L. S. 


Answer—We naturally are pleased that the formulas 
we gave you for solutions for gold and silver plating are 
working satisfactorily. But the difficulties you are having 
in electroplating with chromium are not particularly 
surprising to hear of, as chromium plating is a particu- 
larly “tricky” process, and there are many things about 
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it apart from having good formulas for solutions, ete., 
that must be taken into account in order to be successfy] 
with that metal. You do not say more than that you 
“have trouble with the methods being used.” There are 
so many different kinds of trouble possible that excep; 
with a full statement of the technique used and the exact 
nature of the unsatisfactory results, we do not know how 
to advise you. Please write us in full detail as suggested, 
and we will see whether we can point out what is wrong. 

Another suggestion which might be more practical 
would be to make a study of a thorough work on electro. 
plating such as the book “Electro Deposition of Metals” 
by Langbein and Brannt, which can be had of our Book 
Department, postpaid for $7.50. This is an exhaustive 
work and covers electroplating in great and authentic 
detail. 

About whether chromium or some other metal is better 
for electroplating surgical instruments, since our experi- 
ence is in the jewelry field rather than in any such 
specialty as surgical instrument work, we suggest writing 
for advice on this to George P. Pilling Son and Co.. 
Philadelphia, Pa., or A. Henkel and Son, Inc., Keene. 
N. H., who are manufacturers of surgical instruments, 
and either of whom might be willing to advise you out 
of their experience. 


ENTERING HAIRSPRING—When we read that the 
hairspring must always be centered in the regulator 
pins, what does this mean? An argument here is that 
it means that the spring coil must be set so that there is 
an equal length of the pins above, and below, the spring. 
(Question No. 6229) L. O. H. 

Answer—By “centering the hairspring in the regu- 
lator pins” is meant forming the outer terminal or over- 
coiled portion of the spring, so that its “wire,” as viewed 
from above (or below), stands in the center of the space 
between the two pins when the balance is at rest, as it 
is when the power is run down. So you see the centering 
is not from the viewpoint of vertical space, but it con- 
cerns a horizontal movement of the hairspring coil. 

Another way of stating it is to say that the side of the 
spring wire should not press against either regulator pin, 
when balance is at rest. When the balance motion moves 
the terminal coil alternately to and fro, of course, il 
will cause the spring coil to press against each pin in 
turn. This holds true even when the pins are set very 
closely together, with hardly visible movement permitted 
the spring between them, as they are in high-grade 
watches. So, you see, the idea of “centering” that is 
stated in your question, is incorrect. 


OCKFORD WATCH—what is the age of an 18-size, 
1l-jeweled movement, inscribed “Rockford — 


+#¢34708”? (Question No. 6230) J. E. 


Answer — Although there are rio records now in 
existence, of full data of serial numbers of Rockford 
movements, we can come reasonably close to reliable 
information in saying that your movement was probably 
made some time around 1878 to 1880. This estimate is 
based on some other Rockford movements of known 
dates and serial numbers. We cannot guarantee it, but 
it is as near to the age of the watch as can be fixed, based 
on such data as we have on file. 
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SALES RECORDS “ DEPARTMENTIZED”’— Furnished automatically by 
the National System, the information is worth at least $5.00 a day to 





923 HOURS SAVED WEEKLY—This automatic National Cash Register 
System short-cuts bookkeeping and figure work for jeweler Ervin. 
him, Mr. Ervin says. 





“My Two New C@akonal Cash Registers 


paid for themselves 
in less than a year!” 











‘Soon after my two new 
National Sales Registers were 
installed, I realized what a 
good investment I had made. 


‘‘Hours of figure work were 
“ee saved which enabled me to 
‘reduce my bookkeeping ex- 
pense $45 per week. This sav- 
ing alone was more than 
enough to repay the cost of 
both machines in less than 
one year. 





Be 4 : : ’ f | 
MR.V. P. ERVIN, 
134So0.San Fernando Rd., 
Burbank, Calif. 





‘These machines make it easy for me to get an 
analysis of our sales by departments. They also 
simplify our record keeping. 

‘‘My National Cash Register System is one of the 
best investments I ever made.” 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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So writes Mr. Ervin. He, as well as thousands of 
other jewelers, has found that Nationals quickly 
pay for themselves, and then add substantially to 
their owner’s profits year after year. 


National Systems for jewelers give you a better, 
simpler, easier way of preparing complete, accurate 
business records. They give you information that 
makes money, as well as protection that saves money. 


There is a National representative near. you who 
is trained to figure out how to increase your profits. 
Why not call him now? You will be under no obli- 
gation whatsoever for his advice. 
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JMS Display Sets the Stage 
For Spotlighting Jewelry 








The JMS Jewelry Mfg. Co., Bloomfield, 
N. J. announces that it is offering jewelers, 
through wholesalers, a new window dis- 
play. It is known as the Jems Feature 
Presentation Display that sets the stage 
for Jems earrings and gift-event promo- 
tions of other jewelry. 

The Jems earrings frame the stage in 
which the jeweler may feature monthly or 
seasonal specials. The display is shipped 
with 12 removable plaques (including 
birthdays, anniversaries, weddings, etc.). 
Jewelers may inquire of their wholesalers 
how they can obtain this arresting Jems 
window display free of extra cost, with a 
qualifying purchase of Jems earrings. 





Gruen Introduces Novel 
"Washing Machine’ Display 

Henry Dorff, Gruen Watch Co. adver- 
tising director, has announced that the 
Gruen Autowind “washing machine” test 
can now be achieved in window displays. 
Gruen has introduced this novel “washing 
machine” display on which a revolving 
plastic drum dramatically demonstrates the 
Gruen Autowind’s water and shock resis- 
tant features. 


PANDAS OD 





This display is shipped with a special 
newspaper mat calling attention to the 
jeweler’s window. 
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Seventeen's April Issue 
Stars Jewelry Accessories 


The carnival of spring wear to be fea- 
tured in their “April’s A Circus” issue was 
shown by Seventeen magazine January 7 
at a press preview in New York. “Big Top 
Yellow” is the color starred in the issue, 
while supporting spots are filled by other 
brilliant circus colors in  multi-stripes, 
polka dots and plains. 

On display at the preview was a com- 
plete array of spring fashions and spe- 
cially selected accessories that will appear 
in the April issue. The jewelry accessories 
that were shown depict favorite circus 
attractions such as clowns, trapeze artists 
and caged animals. 


‘Carousel’ Display Piece 
Features Craftsman Billfolds 


ines net 





» Craftsman -&. 
BILLFOLDS 


Le SOVERTISED 
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This new rotating "Carousel" counter and 
window display for Craftsman Billfolds op- 
erates with two flashlight batteries. Made 
by |. Smallman and Sons Co., Paterson, 
N. J., the display is available through 
Craftsman distributors. 


Telechron Reduces Price 
Of ‘Decorator’ Clock Model 


The “Decorator” model Telechron elec- 
tric clock which has been one of the fast- 
est selling kitchen clocks in the Telechron 
line, according to M. J. Dunn, clock sales 
manager, has been reduced in price from 
$6.95 plus tax to $4.99 plus tax. This 
model was nationally advertised in full 
color double spread ads in Life and 
Saturday Evening Post during the ’52 
Christmas season at the $6.95 price. 

“This dramatic price promotion fills the 
demand by many of our customers for 
campaign priced merchandise at this time 
of year,” said Mr. Dunn. 








Helbros Watches Chosen 
As Timepiece of Gator Bowl 





‘GATOR BOWL 





Helbros watches were chosen as the 
official timepiece of the “Gator Bowl foot. 
ball tournament in Jacksonville, Florida, 
This classic sports event of the South was 
held on New Year’s Day with two top 1952 
Southern football teams participating, the 
U. of Florida and Tulsa U. 

In recognition of this honor, Helbros 
presented its “Invincible” water-resistant 
watch to each of the players on both teams. 
The presentation was made at a special 
ceremony held at half-game time on the 
field of the “Gator Bowl Stadium and was 
broadcast over Mutual radio network as 
well as on television station WMBR-TV in 
Jacksonville. 

Above is a copy of the flip card used 
over TV, portraying the presentation watch 
and the football theme. 


International Forms Separate 
Stainless Flatware Division 


A separate sales organization has been 
established by The International Silver 
Co. to handle its extensive line of stain- 
less flatware. John B. Stevens, manager 
of the promotion department, has _ been 
named manager of this new sales division 
with Ernest R. Hackbarth as assistant sales 
manager. 


aa 
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Above, an attractive counter display 
unit featuring stainless tableware which 
has been introduced by The International 
Silver Co. 
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.-- but look at the difference 
a new Pittsburgh Store Front makes! 





HIS is a good example of how 
Pittsburgh Products can give a 
store a new sales personality. The old 
building has been turned into an eye- 
catching jewelry store with the help of 
a modern, open-vision store front. The 
facia and bulkhead are of bright, easy- 
to-clean, black Carrara Structural 
Glass. The smartly-designed display 
windows are Pittsburgh Polished Plate 
Glass set in sturdy, lustrous Pittco De 
| Luxe Store Front Metal. An all-glass 
Pittsburgh Doorway extends a friendly 

| invitation to “come on in and shop.” 


There are many other eye-catching 
Pittsburgh Products that can help turn 
a “maybe” attraction into a “sure-fire” 
attention-getter. Why not put these 
business-boosters to work for you? 
They ll help you extend your trading 
area, increase your volume, boost your 
profits. And, of course, Pittsburgh 
modernization increases the real estate Niemand Jewelry Store, Davenport, lowa. 


value of your property, adds to the ap- 





' . hhorhood For further information on Pittsburgh Products and examples of actual 
| pearance of your entire neighborhood. Pittsburgh modernizations, just return the coupon below for our free booklet. 





* ir a ee ee 


Store Fronts 
and Interiors 


by Pittsburgh 
= J | 


Pittsburgh Plate Glass Company 
Room 3140, 632 Duquesne Way, Pittsburgh 22, Pa. 


Without obligation on my part, please send me a FREE copy of 


your modernization booklet, “‘How To Give Your Store The 
Look That Sells.’’ 


sells 


y) SLASH BLERR *B spear 




















PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 


PITTSBURGH PLATE GLASS COMPANY 
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Jacoby-Bender Introduces 
Jewel Box Display Unit 





A new, unusual type of display has been 
introduced by Jacoby-Bender, Inc. The unit 
resembles a luxurious kind of jewel case, 
ruggedly constructed and covered with 
a fine quality of silk velvet. Identified as 
J-B No. 160, this display features eight of 
the “Golden Wisp” telescopic full expan- 
sion bands. 

The entire unit is sold to the jeweler at 
$24 which represents the actual cost of 
the eight watch bands themselves. No 
charge is made for the jewel box. The 
bands reail at $7.50 each, tax included. 
Authorized distributors have this jewel 
box display unit available for immediate 
shipment. 


Wisconsin Company Awards 
Its 1000th Hamilton Watch 


The 1,000th Hamilton watch was awarded 
at the annual Christmas meeting of 
the Kohler Co.'s Quarter Century Club, 
Kohler, Wisc. With the induction of 58 
men and women, the total of 25 year 
awards comes to exactly 1,000 since the 
club’s organzation in 1924. 

Beneath a giant replica of the Kohler 
medallion, H. V. Kohler (right) president 
of Kohler, bestowed the gifts and con- 
cratulated J. A. Riviers, the 1,000 recipi- 
ent of a Hamilton gold watch. 





The Kohler Co. is served by A. Imig 
Sons Co., Sheboygan jewelers, in meeting 
its annual requirements for appropriately 
engraved Hamilton watches. 
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Double-Ring Weddings 
Meeting Greater Acceptance 


Double-ring wedding ceremonies, a_by- 
product of the emotional climate en- 
gendered by World War II, have now be- 
come an accepted custom, reports W. 
Waters Schwab, president of J. R. Wood 
and Sons, Inc. Today over 90 per cent of 
the company’s rings are sold in pairs, Mr. 
Schwab said, as compared to 15 per cent 
ten years ago. An acceptance of the grow- 
ing equality of women with men also ac- 
counts for the popularity of both bride 
and wearing nuptial bands, he 
said. 

Heavy sales of diamond 
and wedding rings retailing from $150 to 
$350 is forseen by Mr. Schwab who be- 
lieves that unit sales of diamond engage- 
ment and wedding rings in all price levels 
are expected to continue steady. 


groom 


engagement 


Elgin Watches Awarded 
To Football Contestants 


Contestants in last New Year’s Day 
Sugar and Rose Bowl football games are 
wearing specially designed watches’ by 
Elgin as permanent mementos of the 
classic contests. Watches, ordered through 
Elgin jewelers, were awarded to players, 
coaches and other team personnel. 





The Sugar Bowl watch, left, was given 
to Georgia Tech and Mississippi team 
members. The center watch was awarded 
to Wisconsin U. members and the South- 
ern California watch, right, distinguished 
by the school monogram on dial, was 
given to the S. C. team. 


Seventeen Magazine Article 
Spotlights Table Settings 


In the January issue of Seventeen, the 
magazine’s annual “It’s All Yours” edition 
written and illustrated by teen-agers, there 
appeared a feature article on twelve table 
settings. It was an outgrowth of a con- 
test staged at Michaels Jewelers, Water- 
bury, Conn., where local high school girls 
created 12 table settings, one for each 
month of the year. Linen, china, silver- 
ware and decorative centerpieces were all 
coordinated. 

Featured brands selected included Gor- 
ham, Holmes & Edwards, International 
Silver, Samuel Kirk, Lunt, Oneida, Reed 
& Barton, 1847 Rogers Bros., Towle, R. 
Wallace and Watson; for chinaware, 
brands selected were Doulton, Havilland, 
Herman C. Kupper, Lenox, Linn Meyers, 
Onandaga, and Rosenthal Block China. 
All the glassware shown was Silver City 
Crystal. 











Point-of-Sale Display 
For Jewels by Bogoff 


BAST ARYSETKERD 





A new structural point-of-sale display 
unit for costume jewelry is inspected by 
Mrs. Henry Bogoff, vice president of Jewels 
by Bogoff, Chicago, and Harry Glasser, 
Kling Studios account executive. 

The display was designed by Kling for 
the jewelry firm in response to a dealer 
survey indicating a demand for window 
and counter displays using both animation 
and illumination in the coordinated presen- 
tation of necklaces, bracelets, clips and 
earrings. 


Anticipating Record Year, 
G. E. Boosts Ad Budget 


In anticipation of a record year in radio 
and television receiver sales in 1953, Gen- 
eral Electric Co.’s receiver department will 
increase its overall advertising budget 62 
per cent over last year, S. M. Fassler, ad. 
vertising and sales promotion manager, 
stated recently. 

Mr. Fassler said his department’s ad- 
vertising in newspapers and on radio and 
TV will be substantially increased, while 
magazine advertising will be maintained 
at the 1952 rate 


Eterna's Rotating Display 
Shows Ballbearing Mechanism 





Eterna's latest “window stopper" is this 

moving display which rotates on its axis, 

demonstrating the Eterna-Matic ballbearing 

winding mechanism. The front view shows 
the time. 
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“They Pay For Themselves By Precious Metal Recovery 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 
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MODEL 47F. Needs only 18 x 29 inches floor space. Runs 
so quietly it can't be heard. Ideal for small shop, light 
work or restricted space. Has 1/3 H.P. polishing motor for 
wheels or buffs up to 6°. Also '/, H.P. interior motor, suc- 
tion fan and dust collector. Adjustable dust hoods have 
electric light sockets. Suction system may be used with 
your polishing motor. Plugs into standard 110 volt outlet. 


Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 


By efficiently handling all day- 
to-day production requirements 


By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


Write for free detailed bulletin showing 
various models and prices. No obligation. 


LEIMAN BROS. jw. 


171 Christie Street, Newark 5, N. J. 
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MODEL A. Needs only 2 x 4 foot floor space. Top produc- 
tion machine for all classes of jewelry and small silver 
work. Accommodates two wheels or buffs up to 8”. Dust 
hoods, with electric light sockets. Available either with 
/, H.P. 110 volt motor or 1 H.P., 220 volt motor. Two 
dust collecting cabinets permit separate collection of gold, 
platinum or other valuable dust for recovery. 








Increase Your Profits From 


WATCH REPAIRING 








Whether you look to watch re- builders of special displays and 

pair work for the bulk of your fixtures for jewelers we have de- 

profits, or mainly as a traffic veloped these active, ever-fresh 

builder, the more you publicize display pieces which have been 

it the better your business. From PROVED in watch repair shops course, 
our experience as designers and and jewelry stores. 


THEY BUILD BUSINESS... 








YOUR WATCH TICKS AWAY ' 






The accuracy and life of your watch depends on 
the care you give t- Like an automobile your 
timepiece requires regular ol changes ff ft is te 
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‘Romany STRAIGHT | 

















Cost Complete 


$15 00 





THEY PAY FOR THEMSELVES ... 


in the profits from The First 
Few Jobs They Bring In. 


(Junior size: 6 
posters, { frame, 
$7.95) 











FIVE DAY 
INSPECTION 


Get Them to Work For You! ORDER TODAY John J. Bowman, 


PHIL A. LEWIS 


325 E. WOODLAND FERNDALE 20, MICHIGAN 


Director 





GOOD WNEW S 
BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S, is now past; 
and you can set any date you wish, to begin your 


A very fine new book of facts about B.T.S. and its 
work: Your Future and Our School, tells how you 
can benefit supremely by a B.T.S. course, and will 
be mailed you, free: write for it. 


B.T.S. graduates easily pass any State Board ex- 


2 Limed-oak aminations, or the Certified Master Watchmaker 
frames I! x 20 
inches. tests of H.I. of A. 
- pre - Highest authorities say B.T.S. is the best school. 
color wo ee & Courses approved for Korean P.L. 550 and P.L. 894 
with different veterans 
messages. ; i 

° Write for free book! Your Future and Our School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


from 


Charles Ezra Bowman, 
Registrar 
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Adult Watchband Style 
Adapted for Small Fry Set 
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Foster Metal Products, Inc. of Attleboro, 
Mass., has introduced a new style element 
in the boys and girls watchband market 
by making a popular “grown up” pattern 
available in the junior size for character 
watches. The new No. 936 Boys ’n Girls 
retails for $2.35 in gold filled quality and 
$1.95 in stainless steel. 

A new card merchandiser, featuring six 
watchbands, has been designed for the 
new bands. 


Special Catalog Sheets 
Offered to Distributors 


Robert A. Bergman, general manager of 
Pennwood Numechron Co., has announced 
the publication of a catalog sheet which 
describes the firm’s “Profit Bonus Deal.” 
These promotion sheets are available to 
jobbers for mailings. 

The sheet illustrates six attractive 
Numechron electric numeral clocks. Re- 
tailers are offered a free $9.95 Numechron 
Jefferson clock with the purchase of the 
six models. The jewelers cost is $53.22, 
providing him with a profit of $45.43. 

Distributors who desire free promotion 
sheets and further details should write to 
the company, 7249 Frankstown Ave., 
Pittsburgh 8, Penna. 


Farrington Designs New 
Hearing Aid Display Case 


Illustrated is a new combination travel 
and display case recently adopted by 
Audivox for its hearing aids. It is the 
conventional travel clock case converted 
to use the hinged easel as a velvet display 
pad for hearing aids. Underneath and out 
of sight is space for necessary accessories. 





This highly successful display case was 
designed by Farrington Mfg. Co., 76 
Atherton St., Boston, Mass. 
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Jewelers Can Tie-In Locally 
With Tissot's National Ads 


Tissot watch dealers across the nation 
are offered the opportunity to tie-in locally 
with extensive national advertising pro- 
moting Tissot’s newest square automatic, 
model T-400. The Holzer Watch Co., 501 
Fifth Ave., N. Y., sole distributors of Tis- 
sot watches in the U. S., has prepared a 
new T-400 mat which precisely reproduces 
national ads as they will appear in leading 
consumer magazines such as Holiday, 
Esquire, Business Week, New York Times 
Magazine, ete. 

This T-400 mat is available to Tissot 
dealers without charge and it constitutes 
only a part of the program promoting 
this watch, which will include laminated 
displays, brochures, motion displays, and 
other promotional material. 


—__——_ 


Changes in Retailing 
Noted by Icko Wakmann 


Night-time shopping, the spread of 
planned shopping centers and growing 


diversification in many types of retail out- 
lets, have increased competition for the 
jeweler’s share of consumer spending 
money, according to Icko Wakmann, pres- 
ident of Wakmann Watch Co., Inc., 15 
W. 47th St., New York. 


ICKO 
WAKMANN 





Detailing the impact of retailing changes, 
Mr. Wakmann declared the shoppers’ 
revolution affects virtually every consumer 
industry. “Night-time shopping has made 
it possible for more husbands and wives 
to shop together,” he stated. “Further- 
more, the one-stop outlet and shopping 
center have made it easier for all people 
to shop.” 


Mr. Wakmann added, “It is no longer 
suficient for a jeweler to have attractive 
but conventional lines of merchandise. He 
must display the outstanding, the exclu- 
sive. He must make his’ merchandise 
wanted, above all other types of gifts. He 
must build for his merchandise a prefer- 
ence that cannot be denied, postponed, 
or switched.” 


Dulane Introduces New 
Deep Fryer Model 


Model F-4B Dulane “Fryryte” deep 
fryer is new in design and feature, while 
still retaining all the original principles 
of automatic electric deep-frying which 
changed he cooking picture in the Ameri- 
can kitchen in four short years. 

It has a new silhouette, a trifle more 
softly rounded as to line, and a lot more 
graceful in general effect. It is still com- 
pact and easy to store, retaining its origi- 
nal large cooking capacity. 











Home Hair Cutting Set 
introduced by Oster Co. 








A new three-piece home hair Cutting 
set with professional equipment and clear 
simple instructions will be marketed " 
early 1953. Called the “Raycine,” the 
new hair cutting set is designed for practi- 
cal, family use. It consists of an electric 
clipper, barber's tapered comb and regy. 
lar barber shears. Retail price is $10.95. 

The “Raycine” set comes in an eye. 
catching display box, designed to stop 
store traffic. Promotion of this set will be 
backed by ad and product mats, two- 
color banners, and envelope stuffers. Dis- 
tributors may obtain further information 
on the “Raycine” set by writing to the 
John Oster Mfg. Co., Racine, Wisconsin, 


Waring Products Develops 
Full Color Display Units 


Waring Products Corp. has developed 
unique full color displays for the Waring 
Blendor and the Waring Mixor, especially 
designed to occupy a minimum of space 
on dealer counters and shelves, it was an- 
nounced by James P. Mcllhenny, vice 
president in charge of sales. 





The full color display for the Waring 
Mixor, above, is built right into the car- 
ton. The top simply folds double to make 
a hard selling product display, small 
enough to fit readily on counter or shelf. 
Write to Waring Products Corp., 25 W. 
43 St., N. Y. 36, N. Y., for details. 
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Longines Holiday Programs 
Get Record TV Coverage 


It is reported that the largest live net- 
work of TV stations ever assembled for 
an entertainment program telecast the 
hour-long Longines-Wittnauer Festival of 
Music and Song on Thanksgiving and 
Christmas afternoons. For four years the 
Longines- Wittnauer Watch Co. has spon- 
sored these holiday programs. They have 
come to be a traditional part of holiday 
celebrations in homes across the nation. 

It has been estimated that, in 1952, more 
than 18 million people in over 90 per 
cent of the television cities watched and 
heard Frank Knight, the Longines Sym- 
phonette and the Wittnauer Choraliers as 
they performed on both programs. 





Feature Lock Ring Display 
Gets ‘Excellent’ Response 

Henry Peterson, president of Feature 
Ring Co., Inc., N. Y., has announced that 
the initial response to the Feature Lock 
shell display, shown below, has been ex- 


cellent. 





This display is available in a combina- 
tion of blue and gray or wine and gray. 
For further information, jewelers are asked 
to write to their distributor, or Feature 
Ring Co., Inc., 130 W. 46th St., New York. 


Palladium Trophy Established 
As Speed Boat Event Award 


A palladium trophy, valued at $7,500, 
has been established as a perpetual prize 
to be awarded annually to the winner of 
the International Grand Prix, feature 
speed boat event of the Orange Bowl 
Regatta. 

Regatta officials announced that the 
award has been named the Baker Palla- 
dium Trophy. It is being donated. by 
Charles W. Engelhard, president of Baker 
& Co., Inc., Newark, N. J. 


Nathan Gem & Pearl Co. 
Moves Providence Office 
Nathan Gem & Pearl Co., Inc., 550 Fifth 


Ave., N. Y., has announced that its Provi- 
dence office has moved from 40 Fountain 
Street to more modern quarters at 77 
Washington Street. Arthur L. Kruger, 
who has been manager of the Providence 
office for the past several years, will con- 
tinue in that capacity at the new location. 
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Anson To Sponsor National TV Program 





As a followup to the successful TV pro- 
motion of last Spring, in which Anson 
co-sponsored the Kate Smith Evening Hour 
directly preceding Father’s Day, Anson has 
contracted for sponsorship of the Dave 
Garroway “Today” program over the entire 
NBC network. Anson’s participation on 
this show begins the week preceding Valen- 
tine’s Day and will continue alternately 
during the pre-Easter season. 

To tie in with the NBC Dave Garroway 
show, a display has been made up featur- 
ing the new Anson Cineramic merchandise. 





This merchandise is new in design. Three 
different sets are appearing on the Valen- 
tine Day display and to further enhance 
its sale, the merchandise is being packaged 
in genuine suede chamois bags. The Valen- 
tine Day unit consists of six sets costing 
the retailer $18. 

To give the display longer life, the 
Valentine Day card and photograph are 
removable. There is a second card and 
photograph available to make the display 
useful throughout the entire Spring selling 
period. 





Makepeace Co. Begins 
Expansion Program 


The D. E. Makepeace Co., one of New 
England’s oldest and _ largest precious 
metals manufacturers, has a new building 
under construction in Attleboro, Mass., as 
part of a program to “diversify and ex- 
pand” production for the electronics indus- 
try, it was announced by W. F. Mittendorf, 
vice president and manager. 

The firm, which was founded more than 
60 years ago, was originally established as 
a supplier to manufacturing jewelers. 


Community Includes Toys 
With Children's Silverware 
Gay packages and bright new toys are 


offered at no extra charge with Com- 
munity’s silverware for children this Spring. 





Above is the “Chick Bank” with the 3-pc. 
baby set, including feeding spoon, baby 
spoon and fork. The retail price is $3.00. 





Arvin Promotion Includes 
Display, Free Coffee-Perk 





To get dealers off to a flying start on 
electric housewares sales, Arvin is offering 
a promotion featuring an Arvin “Merchant- 
man” display (above) and a free Arvin 
Coffee-Perk which may be kept by the 
dealer or sold at a regular list price, Gor- 
don T. Ritter, director of sales for the 
firm’s electric housewares division, has an- 
nounced. 

Shipment of the new all-metal pyramid- 
type display and the Coffee-Perk is asso- 
ciated with the purchase of one of two 
optional Arvin merchandise assortments. 
One of the combinations consists of three 
Coffee-Perks, two Lectric Cooks and an 
automatic toaster, three irons and heater. 
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News ot Personnel 











Tom Press, vice president and general 
sales manager of Swank, Inc., has an- 
nounced the appointment of new sales 
representatives. 

John J. DeGunto will represent 
Swank in the upper New York State ter- 
ritory including Schenectady, Troy, Albany 
and the Pittsfield area of Mass. George 
S. Robinson has been named district 
sales manager for the Pennsylvania, New 
Jersey and Maryland areas. George C. 
Hebson has been appointed district sales 
manager for New England and upstate 
New York. He succeeds George S. Robin- 
son, who is moving to Swank’s Philadel- 
phia office. 

Jerry Bradbury will be the Swank 
representative in Nebraska and South 
Dakota. Irving Schwartz will cover 
Brooklyn and Long Island. 





GEORGE ROBINSON 


Swank 





JOHN DeGUNTO 


Swank 
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MILTON LESNER 
Karlan & Bleicher 
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Karlan & Bleicher, New York, has ap- 
pointed Milton Lesner to its sales staff. 
Mr. Lesner will operate out of the com- 
pany’s Chicago offices, 706 Heyworth 
Bldg., serving the middle west. He will 
also represent Karlan & Bleicher’s sub- 
sidiary, The Falcon Stone Ring Mfg. Co., 
Inc. 





—— 


The manufacturers’ representative firm 
of W. H. McGreevy and George L. 
Mason, Pittsfield Bldg., Chicago, has 
added the following lines: JMS, Bloom- 
field, N. J., gold filled earrings; Franklin 
Jewelry Mfg. Co., Newark, juvenile rings: 
and Nesor Alloys Products Co., wedding 
rings. 
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WILLIAM ALPERN 


Bulova 


ABRAMS 


Bulova 


Emanuel Hochman, vice president and 
general sales manager of the Bulova 
Watch Co., has announced the addition of 
two representatives to the company sales 
staff. William W. Alpern has been as- 


signed the territories of Philadelphia, 
Camden, N. J., and portions of Penn- 
sylvania. Jerome S. Abrams, who has 


been with Bulova for over six years, has 
been assigned to North Carolina. 


Al Maier, formerly with Krementz, has 
been appointed sales representative for 
Certina Watches and Elgin American com- 
pacts, according to Ralph Destino, general 
sales manager of the Illinois Watch Case 
Co., Elgin, Illinois. Mr. Maier will make 
his headquarters in Des Moines and will 
cover the states of Iowa and Nebraska. 

It was also announced that C. H. 
“Casey” Steele has been appointed spe- 
cial representative and distributor of Cer- 
tina Watches and Elgin American com- 
pacts for the State of Florida. 


Elite Watch Case Corp., 150 Varick 
Street, New York, announces the appoint- 
ment of Sherman W. Minskey as a sales 
representative. 


Jules Hochman, vice president in charge 
of sales for the Flex-Let Corp., has an- 
nounced the appointment of Peter Gold- 
berg to the company’s sales force. Mr. 
Goldberg, formerly associated with A. 
Cohen & Sons Corp. and Julius Dreyfus 
Co.. will travel New York State and part 
of New Jersey for the Flex-Let Corp. This 


PETER GOLDBERG 


Flex-Let 





is the territory formerly covered by the 
late S. Charles Stewart. 


























a 


Robert Parks, manufacturers’ repre 
sentative with offices at 29 Fast Madison 


St., Chicago, has been appointed Midwey 


representative for Apex Accessori 
Greenwich, Conn. 





es, Ine, 





Appointment of three new field repre. 
sentatives for Elgin National Watch (, 
has been announced by W. D. Evans, 
eral sales manager. 

Louis Zimmerman, has been name 
representative for the Michigan territory 
with headquarters at Detroit. Jerome 
Matican of New York has been appointed 


Elgin district representative for Connecti. q 


cut. Samuel G. Pliner, South Pasadena 
California, is a new representative jp 


southern California. 








gin Igin 





SAMUEL PLINER 
Elgin 


NAT POST 
K&G 
Nat Post, formerly with the Granat 

Mfg. Co., has been named sales repre 

sentative for Klebanoff & Grossman, 74 

W. 46 St., N. Y. diamond ring manufac- 

turers. Mr. Post will cover the East and 

sections of the Midwest and South. 


Jerry Quinlan has joined Winard, 
Inc., 471 Madison Ave., N. Y., as mid- 
western sales representative. Mr. Quinlan, 
formerly with Krementz, will make his 
headquarters in Cincinnati, Ohio. 
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The JMS Jewelry Mfg. Co. of 256 
Liberty St., Bloomfield, N. J., announces 
the appointment of Moe Diamond 4 
West Coast representative. W. H. “Mack” 
McGreevy and George Mason will repre: 
sent the company in Chicago. 
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Gorham Promotion Features 
Special Order Service 


The Gorham Co., Providence, R. I.. is 
featuring its annual “Special Order Ser- 
vice Promotion” from January 1 to March 
|. offering over 200 classic patterns no 
longer produced regularly. Some of the 


patterns available date back more than a 


century. 
The promotion gains good will from 


customers, who are always anxious to fill 
‘n and add to treasured family sterling. It 
‘s being backed by national advertising 
in House Beautiful, Ladies Home Journal 
and House and Garden. 

Available to dealers who tie-in are news- 
paper mats, direct mail material, counter 
give-aways, and two-color, die-cut window 


displays. 





The Stainless Flatware division of The 
International Silver Co. has announced 
that six salesmen will concentrate their 
activities on the stainless line. A. F. 
Willmott will work out of the company’s 
New York sales office. 485 Fifth Ave.: 
M. G. Rice will have his headquarters in 
the Chicago sales office, 11 N. Wabash 
Ave.: H. O. Quinlan will be located at 
the Los Angeles sales office, 643 S. Olive 
St.: J. P. Smith will cover northeastern 
cities: Charles Hollman the southeast: 
and C. S. Dunn the Texas-Oklahoma 


area. 


Hirshon-Garfield, Inc.. N. Y.. has an- 
nounced the appointment of Mrs. Casey 
Isaacs Herrick as fashion director. Mrs. 
Herrick was formerly executive vice presi- 
dent of A. M. Sneider & Co. 

Charles D. Braveman has been ap- 
pointed sales manager of Sperry Mfe. Co. 
and its subsidiary, Tara Jewelry. according 
to an announcement made by Arthur 
Spear, company president. Mr. Braveman. 
prior to his promotion, served as_north- 
eastern district salesman. Before joining 
the company four years ago, he was em- 
ploved bv L. Heller and Son. N. Y. In 
addition to his duties with Sperry and 
Tara, he will continue to represent Be 
Heller and Son’s Delta line of pearls in 
the eastern district. 





Harold J. McCormick has been an- 
pointed New York district sales manager 
for the General Electric Co.’s receiver de- 
partment. Mr. McCormick will have re- 
sponsibility for the sale of G.E. radios 
and television receivers to distributors in 
metropolitan New York and New Jersey. 


David Grad Co.. originators of Donna 
costume jewelry, has added new sales 
representatives to its staff. Bruce McGill 
will cover Michigan, Richard Labuskes 
will travel the states of Ohio and West 
Virginia, Mr. and Mrs. Clark S. Ben- 
nett will travel Minnesota. Wisconsin. 
North and South Dakota, and Leo Gut- 
mann will represent the Donna line in 


Chicago. 
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Tudor Plate Offers 
Silver Plus Glassware 





Oneida Ltd. announces a special com- 
bination offer this Spring in its Tudor 
Plate line of silverplate. The offer includes 
a 52-pe. service for eight in any of the 
three Tudor Plate patterns regularly priced 
at $41.13; a maple finish anti-tarnish chest; 
and a 24-pe. set of Hazel-Atlas glasses con- 
sisting of 15 oz., 11% oz. and 5 oz. sizes, 
all colorfully decorated with a pheasant 
design. The price for the entire offer is 
$39.95. 


Book-Like Packages 
House Imperial Cutlery 





Imperial Knife Associated Co., Inc., is 
housing its “Veri-Sharp DeLuxe” steak, 
carving and kitchen cutlery sets in green 
simulated leather, book-like packages. 
Titled “The Keenest Story Ever Told,” 
each package looks like a real book, add- 
ing interest and gift value to the set. 

The cover folds back conveniently to 
provide an easel for display purposes. 
Within the book package is a hand rubbed, 
crained hardwood block in which knives 
are kept handy and safely stored. 

Knives are available in steak, kitchen 
and carving sets that retail from $5.95 to 
$19.95. 


Ollendorff Watch Executive 
Visits Swiss Offices 


Morton Ollendorff, treasurer of the 
Ollendorff Watch Co., Inc., manufacturers 
of Gotham Watches, is presently in Europe 
engaged in long-range styling and promo- 
tional activities for the company. 

Mr. Ollendorff is making his headquar- 
ters at the Ollendorff offices in La Chaux 
De Fonds, Switzerland. 





"53 Advertising Program 
Outlined for Omega Watches 


A. W. Lewin, president of Lewin, Wil- 
liams & Saylor, Inc., advertising agency 
for the Norman M. Morris Corp. of New 
York, has outlined plans for the 1953 ad- 
vertising program, which will be the larg- 
est in the history of Omega advertising in 
the United States. Mr. Lewin also an- 
nounced greater plans for creating selling 
aids for use by authorized Omega dealers 
throughout the country. 

“These not only include a regular pro- 
gram of newspaper mat services,” Mr. 
Lewin stated, “but also radio transcriptions 
for local spot radio broadcasts, films for 
moving picture theater trailers, and a com- 
pletely new concept of furnishing special 
window display material to Omega deal- 


99 


ers. 


Ronson Prices 
To Remain Firm 

John F. Des Reis, vice president of sales 
for Ronson Art Metal Works, Inc., an- 
nounced recently that there would be no 
change in prices for Ronson pocket and 
table lighters. 

In addition, Mr. Des Reis stated that 
distributors and dealers can stock Ronson 
merchandise with every confidence that 
Ronson prices will remain firm in the fore- 
seeable future. 


Perfume Display Unit 
Designed by Arrow 





UME 


12 PERF 


SYRSE > 


A new lucite display unit has been de- 
signed and produced by Arrow Mfg. Co., 
West New York, N. J., for Lanvin Par- 
fums, Inc. The message is stamped in gold 
against a lustrous black lucite. The unit 
displays a small purse-sized perfume 
bottle. 


Chrysler Airtemp V.P. 
Addresses Convention 


Air conditioning as a new home sales 
“feature with a future” was discussed by 
J. F. Knoff, v.p. and general sales manager 
of Chrysler Airtemp, at the recent Home 
Builders convention in Chicago. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 


“Help Wanted’—*‘‘Lines Wanted” and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word, 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word, 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of 1 endations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





PAWNBROKERSD’ salesman; top flight. 
Address “D., 1531,” care J C-K. 





ENGRAVER and chaser on gold jewelry 
wishes position in Greater New: York. 
Address “‘N., 1474,” care J C-K. 





FIRST class jewelry jobber, stone setter 


and engraver; long experience; best 
references. Address “G., 1491,” care 
J C-K. 





EXPERT diamond setter; 20 years’ di- 
versified experience gold and platinum, 
light jewelry repairing. Address ‘“M., 
1512,” care J C-RK. 





SALESMAN, retail or manager, desires 
change; 13 years with same employer; 
experienced in all phases of business. 
Address “G., 1457,” care J C-K. 





MANAGER-salesman, thoroughly experi- 
enced in every phase: willing to re- 
locate; presently employed. Address 
“J., 1493,” care J C-K. 





PART time work wanted in Florida, by 
watchmaker, 30 years’ experience; sal- 
ary or commission. Jolens, 1015 Ridge- 
wood Ave., Holly Hill, Fla. 





YOUNG man, salesman, 31, single, pres- 
ently employed New York retail, desires 
better opnortunities: best reference. 
Address “F., 1490,” care J C-K. 





SALESMAN, available reputable store: 
enviable experience diamonds, watches, 
sterling, china, etc.; age 47: best refer- 
ence. Address “Y., 1483,” care J C-K. 





BOOKKEEPER-expert, credits, collec- 
tions, correspondence, exceptionally ca- 
pable; top references. Address “K., 
1351,” care J C-K. 





A-1 jeweler and diamond setter, 30 years’ 
experience at the bench, desires perma- 
nent position in a first class retail 
store. Address “J., 1469." care J C-K. 


WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine re- 
tail store, in Indiana or Midwest. Ad- 
dress “B., 1341,’ care J C-K. 





WATCHMAKER, salesman, chrono- 
graphs, clocks and ring sizer; B.T:.S. 
graduate; 20 years’ experience; reli- 
able; best of references. Address “T., 


1444,” care J C-K. 





WATCHMAKER, B.T.S. graduate, 18 
years’ experience; dependable and re- 
liable; salesman, clock and jewelry re- 
pair man; best of references. Address 
“T., 1522,"" care J C-K. 





SHOWROOM salesman, available promi- 
nent jewelry packaging and display 
manufacturers; valuable man to right 
organization. Address ‘“‘A., 1484,’ care 
J C-K. 





BOOKKEEPER, F.C., three days week; 
thoroughly experienced diamond and 
watch line; all phases of bookkeeping, 
typing: mature; excellent references. 
Address “E., 1465,” care J C-K. 





STONE setter, 20 years’ experience, de- 
sires plant position on hammered-in, 
burnished-in and point; class rings pre- 
ferred. John McMullen, 287 Washing- 
ton Ave., Providence, R. T. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,” care 
J C-K. 





JEWELER and diamond setter, 25 years’ 
experience, capable of taking care of 
repairs for a smali chain of stores; 
factory experience: South preferred. 
Address “J., 1506,’ care J C-K. 





GENTLEMAN, veteran, desires. retail 
store cash diamond jewelry selling, or 
diamond sales promotion position, 
where possibility exists for a lifetime 
connection; salary or commission. Ad- 
dress ‘‘T.., 1498,” care J C-K. 





JEWELER, seven years’ experience in 
gold, platinum and paladium: repair- 
ing, sizing and special order work: age 
27, married: desires work in shop, in 
Texas or West. Address “H., 1492," 
care J C-K. 





YOUNG woman, bookkeeper, 
oughly experienced in jewelry manu- 
facturing, orders. weighing and all 
other iewelrv details, desires position in 
New York City: best references. Ad- 
dress “C., 1516,” care J C-K. 


also thor- 





PAWNBROKER-manager-buyer, 20 
years’ experience, 37 years old. colleve 
graduate (night), seeking interesting 
proposition, preferably profit sharing; 
can set up new store. Address “C., 
1536,” care J C-K. 





ASSISTANT diamond buyer and office 
manager, young lady, seeking interest- 
ing position; 12 years’ diversified expe- 
rience as assorter, picking for mount- 
ings, bookkeeper and secretary, etc. 
Address “A., 1526," care J C-K. 








POLISHER, expert, 25 years’ diversified 
experience with mirror, felt and wood 
laps on gold, platinum: capable of 
starting or revamping polishing depart- 

ment; finest references. Address “P., 

1475,” care J C-K. 


EXPERIENCED, young, 
seeks position with aggressive Cash, 
credit store; thorough backgrounq 
selling, buying, window trimming - 
pairs and credit; executive ability 
Address “K., 1509,” care J C-K. . 


married 





ttt cr 


MANAGER, 41, ambitious, wants to . 
locate ; thorough New York, out-of-toy, 
experience; top sales personality: ad 
vertising, credits, displays, Promotions. 
dependable; $100 plus. Address «f' 
1366,” care J C-K. ie 





rr. 


YOUNG woman, F. C. bookkeeper, Selling 
ability, thoroughly experienced every 
phase diamond and jewelry business 
seeks position diamond house; Metro, 
wx] area. Address “K., 721,” care 
J C-K. 





es 


MANAGER, age 34, married; seven 
years’ experience in cash and credit re. 
tail jewelry stores; presently em. 
ployed; desires position as manager or 
assistant manager of progressive 
— store. Address “S., 1519,” cars 
J C-K. 








DIAMOND man, six years’ experience 
buying and assorting, managing whole. 
sale office ; competent for important po. 
sition with wholesaler or chain organi- 
zation; opportunity first and foremost: 
locate anywhere. Address “V., 1523.” 
care J C-K. 





Te 


RETAIL salesman, 27, with experience 
in all phases of retail jewelry business: 
eight years in profitable cash and 
credit store; seeking position with 
future; excellent references; prefer 
Midwest or South. Address “F., 1466,” 
care J C-K. 





HONEST, reliable watchmaker, 30 years’ 
experience with Swiss and American 
watches, wishes employment with es- 
tablished concern; New York, vicinity 
or anywhere. C. Lieberman, care Am- 
let Watch Co.. 9th Floor, 116 Nassau 
St., New York, N. Y. 





CREDIT manager, top notch, six years 
chain store experience, all phases credit 
and collection; supervision of branch 
stores, including instruction and train- 
ing of store managers: chain operation 
preferred. Address “K., 1461,” care 
J 


4 





FINE master watchmaker, married, has 
pleasing personality, congenial and 4 
gentleman; good salesman, accurate 
workmanship; 32 years’ experience at 
bench: finest references; available im- 
mediately. D. Duffield, P.O. Box 37], 
Charleston, III. 


——, 





SALESMAN; ambitious man, married; 
wholesale-retail experience; full knowl- 
edge of diamonds, pearls, precious 
stones: presently employed, desires 
permanent position. UL 6-9364 New 
York, evenings, or address “E., 1488, 
care J C-K. 








YOUNG, experienced watchmaker, de- 
sires position in Georgia or surround- 
ing States, working for salary or salary 
and commission; presently employed by 
large reputable jewelry store; married, 
two children. Address “J., 1459,” care 
J C-K. 











MANAGER; age 46: married; 25 years 
experience credit jewelry line ; thorough 
knowledge _ selling, buying, window 
trimming, credits, collections, promo 
tions, etc., presently employed; South- 
ern California preferred. Address “E. 
1389,” care J C-K. 
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SITUATIONS WANTED—Continued 


— 
BOOKKEEPER-accountant ; exte nsive 
heavy experience In jewelry line, ac 
customed to the handling of every 
phase ot office routine, expert experl- 
ence in production and costs, outstand- 
ing record; seeking responsible posi- 
tion. Address “L., loeob, care J Ch. 








———— 


ee 


YOUNG man, single, will settle any- 
where; experienced in diamonds, sales 
and office routine ; willing to work hard 
for reliable firm offering incentive and 
future; available ‘mmediately as bnyer, 
salesman or department manager, 
what have you to offer. Address “W., 
1524,” care J C-K. 








SOMEWHERE leading chain or depart- 
ment store needs powerful mercha.. 
diser, buyer, supervisor with excep- 
tional background, experience, tremen- 
dously successful record; ability that 
earns high income; presently San 
Francisco. Address “C., 1486,” care 


J C-K. 





——_—> 


BOOKKEEPER, F. C., credit and office 
manager, high calibre, well known in 
the trade; all phases of bookkeeping, 
accounting background, credits and 
collections; accustomed top respon- 
sibility; highest references; Metro- 
politan Area. Address “A., 1393,” 
care J C-K. 





—————— 


MANAGER-salesman, 31, single, experi- 
enced cash and credit operation, window 
trimming, promotional ideas, collections 
end office procedure; excellent appear- 
ance and references; associate gem- 
ologist’s rating; presently employed as 
manager New York; will relocate. Ad- 
dress “A., 1532,” care J C-K. 





WATCHMAKER, good producer, sales- 
man; long experience railroad and 
other watches, accurate timing; have 
Watchmaster, Marshall Material Sys- 
tems, BB crystals, etc., if needed; per- 
centage or concession; prefer Western 
Virginia or nearby location. Sterling 
care Box 1346, Reidsville, N. C. Phone 

5. 





FINE watchmaker, accurate workman- 
ship, experienced on Watchmaster, 
good salesman, pleasing personality, 
congenial and gentlemanly; finest ref- 
erences ; desires connection with reliable 
firm offering incentive; open to any 
reasonable and respectable proposition ; 
will locate anywhere. Address “V., 
1445,” care J C-K. 


a 





FIRST class watchmaker-salesman, with 
20 years’ experience, seeks position 
with a future in or around Maryland, 
Washington, D. C., or Virginia: pres- 
ently employed in nice store, but posi- 
tion has no future; knowledge of gem 
testing; now studying courses of The 
Gemological Institute of America: 
please state starting salary. Address 
“H., 1468,” care J C-K. 


a 





DIAMOND expert available; due _ to 
liquidation of business; with concern 
many years; experienced buyer; ca- 
pable assorter, competent to fill impor- 
tant position with loose goods or bunch 
ring house; appropriate salary essen- 
tial; only direct answers from princi- 
Pals considered; will be treated confi- 
ra Address “A., 1148,” care 


MANAGER, retail jewelry, age 35, mar- 
ried and two children; 15 years’ experi- 
ence, eight years in cash type store and 
seven years in credit store; good sales- 
man and window trimmer; experienced 
in buying, credits and collections, also 
camera and optical departments; de- 
sires permanent connection with reli- 
able firm offering incentive and good 
future. Address “V., 1336,” care J C-K. 





GENERAL manager; 20 years’ thor- 
ough experience in_ installment 
jewelry business; buyer, general 
manager, advertising, promotions, 
credit and collection; was with chain 
of 12 stores, volume running into 
seven figures; at present employed 
in above capacity; best of refer- 
ences and fine appearance; will 
travel anywhere. Address “E., 1501,” 
care J C-K. 





MANAGER, retail jewelry store; 20 
years’ experience in management, su- 
pervising, promotions, selling, merchan- 
dising, credits, collections, window 
trimming, display and advertising; 
salary $6.500 per annum, plus percent- 
age in writing; interested in permanent 
connection with opportunity to become 
member of firm; I can guarantee in- 
crease in sales and collections; prefer 
Midwest or West Coast location; ar- 
range personal interview at Chicago. 
Address “B., 1447,’ care J C-K. 








Lines Wanted 





EARRINGS; I want to sell your earrings 
in Texas; my fee is 15 per cent. A. M. 
Roberts, 221 Clutter, San Antonio 4, 
Texas. 





SALESMAN wants manufacturers’ lines 
to jobbers and best retailers, for Chi- 
cago and vicinity. Address “Circular 
264," Room 41415, Heyworth Bldg., 
Chicago 2. 





SALESMAN, with good _ following in 
Kansas, Missouri, and Oklahoma, wants 
top manufacturer’s line; can furnish 
references. Address “B., 1485, care 
J C-K. 





PACIFIC Coast factory representative 
desires line of platinum and gold cases, 
bracelets, etc., to go with high grade 
watch line, for the better stores. Ad- 
dress “V., 1434,” care J C-K. 








WEST Coast salesman, established over 
20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis; finest references. Ad- 
dress “W., 1435,” care J C-K. 





PACIFIC Coast, sterling silverware sales- 
man, established, desires plated, kin- 
dred or jewelry line; contact depart- 
ment and jewelry stores. Address “S., 
1479,” care J C-K. 





SILVERWARE manufacturer’s line 
wanted on representation or commis- 
sion basis, by sales organization with 
showroom at 225 Fifth Ave.:; cater tuo 
department stores, jewelers, gift stores. 
Address “T., 1432,” care J C-K. 


MANUFACTURERS’ representative, 
well established, with office and 
showroom in Pittsburgh, Pennsylva- 
nia, interested in good lines for 
jewelry and wholesale trade. Address 


“DPD., 1487,” care J C-K. 





MANUFACTURERS’ representatives, 
headquarters in Boston, can handle ad- 
ditional lines with complete coverage in 
New England; presently calling on jew- 
elry and department stores; what have 
you to offer. P. O. Box 117, Grove Hall 
Sta., Boston 21, Mass. 





COSTUME jewelry line (other than 
pearls or rhinestones) wanted by 
salesman covering Denver to Pacific 
Coast; strong following, territory 
traveled three times yearly by car. 


Address “T., 1480,” care J C-K. 





WELL established Los Angeles wholesale 
jeweler, experienced in loose diamonds 
and men’s and ladies’ gold jewelry, 
mountings, wedding rings; cover the 
whole West Coast; seeking to represent 
well established manufacturers; top 
references. Address “B., 1528," care 
J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise:; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





ATTENTION manufacturers, distribu- 
tors of unusual jewelry; legitimate 
mail order firm wants items with hot 
appeal for mail promotion; only in- 
terested in sterling, gold filled or 
karat gold merchandise; phone, wire 
or write; send sample if possible, to 
Fredericks of Hollywood, Inc., 4742 
W. Washington, Los Angeles 16. 
Phone Webster 3-7529. 





AVAILABLE immediately; experience- 
youth-dynamic sales technique; five 
years manufacturer and salesman of 
sterling and plated hollowware, desires 
to represent manufacturers of these or 
allied lines in New York City; connec- 
tions include department stores, all 
buying offices and wholesalers; will 
consider tie-in as aide or partner with 
established representative. Address “D., 
1500,” care J C-K. 








ARE you seeking strong sales represen- 
tation? Do you need an experienced 
business man-salesman to represent 
and promote your line in the West 
Coast territory? Can offer entree 
and strong. personal following 
among leading West Coast whole- 
salers, together with over 20 years 
proven sales ability and specific ex- 
perience in _ representing major 
jewelry manufacturers; highest type 
personal and business references 
available. Address “‘S., 1443,” care 
J C-K. 





(Continued on page 218) 
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Side Lines 





SALESMAN wanted, to carry 14k gold 
chain line of chokers and bracelets, for 
Middle West and Texas, on commission 
basis. Address “G., 1503,” care J C-K. 





WANTED; seven salesmen to call on re- 


tailers with a side line of Swiss 
watches; commission; state territory. 
Address “N., 1424,” care J C-K. 





SALESMEN, covering better jewelers and 
gift shops; New England, South, Mid- 
west, West; short line of sterling and 
sterling and crystal. Address “H., 
1420," care J C-K. 








REPRESENTATIVES wanted for out- 
standing line mother-of-pearl compacts 
for jewelry and other jobbers; unbeat- 
able values: numerous territories open. 
Address “‘W., 1482,’’ care J C-K. 





SALESMEN, experienced, to retailers, 
complete line gold wedding rings; es- 
tablished manufacturer with large na- 
tional following; many territories open. 
Address ‘“‘W., 1051,’’ care J C-K. 





WE PAY 12% commission; an out- 
standing line of popular priced cos- 
tume jewelry for the retail trade is 
now available; give full details. Ad- 


dress “G., 1345.” care J C-K. 





SALESMAN, Chicago headquarters, Mid- 
west territory, to carry highly competi- 
tive line of ladies’ gold ring mountings; 
must have established following among 
well rated wholesalers and jobbers. Ad- 
dress “D., 1450,” care J C-K. 








SALESMEN wanted to 
sold jewelry cleaner; territories open 
in New England, Southern States and 
Midwest; must have a following among 
retailers and department stores. Ad- 
dress “L., 1510,’ care J C-Ix. 


carry nationally 





SALESMEN, to carry as side line, fine 
quality, struck, school graduation 
jewelry line; an excellent future is 
assured for the right men; replies 
strictly confidential. Address oe 
1514,” care J C-K. 








SALESMEN, experienced, 
hollowware; all territories; excellent 
side line; good opportunity for right 
men, to contact department, chain and 
retail stores; commission: reference. 
Address “F., 1316,” care J C-K. 


sterling silver 








SALESMEN wanted to carry a 
line of a fine line of 
baguette mounted rings and wedding 
rings, to the better retail stores; all 
territories open; commission basis. Ad- 
dress “Y., 1358,” care J C-K. 


pocket 
diamond and 





SALESMAN, covering better jewelry 
stores, to carry side line of unusual 


crystal and silver table decor epergnes, 
centerpieces and floral containers; must 
have following better jewelry stores. 
Address “P., 1437,” care J C-K. 





SALESMEN wanted, to carry a selected 


line of billfolds or watch straps as a 
side line, selling to the retail trade; 
10% commission; please give full de- 
tails and references in first letter. Silon 
Products Co., 406 Elm St., Cincinnati, 
Ohio. 





SALESMAN, with strong wholesale fol- 


lowing, to handle _ non-conflicting 
line of ladies’ and gent’s colored 
stone rings of a long established 
concern, to represent the Pacific 
Coast. Acme Ring Mfg. Co., Inc., 
445 S. 10th St., Newark, N. J. 





SALESMEN 


wanted to represent manu- 
facturer of ladies’ and gents’ gold stone 
rings, mountings, wedding rings, 14K 
crosses, cuff links, to the jobbers, large 
chain stores; on commission basis; 
Pacific Coast, also man for Chicago. 
Address “H., 1458,” care J C-K. 





SALESMEN, with following among re- 


tail stores, to represent a well estab- 
lished manufacturer of men’s and 
ladies’ gold stone set rings; New 
England, Eastern States to ‘Michi- 
gan open. Address “R., 1517,” care 


J C-K. 





SALESMEN, resident, for all territories, 


travel; fine line English plated, low 
priced, gift lines, suitable jewelers, de- 
partment stores, antique shops; attrac- 
tive commissions, wonderful opportu- 
nity; replies treated in strictest confi- 
dence; state details. Address “‘J., 
1421,”’ care J C-K. 





SALESMAN, with following among bet- 


ter jewelers, department stores, gift 
shops, etc., for imported cigarette cases 
and boxes, compacts, pillboxes, cigar 
and cigarette holders, lipstick holders 
and all kinds of smokers’ articles, in 
sterling, gold filled and gold, exclusive 
and best quality; open territory: South 
East coast (Southern Atlantic States). 
Address “G. G., 1508,” care J C-K. 





SALESMEN, 


with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; nerd sales- 
men for Southern territory and West 
Coast; top opportunity for good 
men; write present connections and 
full particulars. Jake Levin & Son, 
12th & Walnut Bldg., Kansas City, 
Mo. 








Help Wanted 





WANTED: A-1 jeweler, who can repair 


and set stones. Address “V., 1461,” 
s Com 


care 








ENGRAVER-salesman; old firm, perma- 


nent position; give reference, stating 
salary. Address “D., 1418,” care J C-K. 





WANTED, two A-1 watchmakers; per 
centage basis only. Address “T., 1460 . 
care J C-K. 





$$ 


WANTED ; jewelry repair and specig) or- 
der man; also an experienced engraver 
and an experienced plater, for repair 
shop. Address “K., 1471,” care J C-K 





$$ 


TOP salesman for aggressive, Connecti- 
cut credit jewelry store, situated 54 
miles from New York City; give fy) 
details. Address “H., 1504,” care J C.K 





TWO, experienced watchmakers wanted: 
steady employment; write full informa. 
tion in first letter. Winters Jewelry. 
120 N. Broadway; Wichita, Kans. ~ 





SALESMAN; good following of jobbers 
for gold and platinum ring line; a good 
opportunity for an experienced man 
Address “G., 718,” care J C-K. 








SALESMEN wanted; wedding ring and 
idents line to the small retail jewelers 
on terms; various territories open. Ad- 
dress “E., 492,” care J C-K. 





HAVE immediate opening for combina- 
tion engraver-jewelry repairman; give 
age, state experience and suitable ref- 





erences. Elebash Jewelry Co., Pensa- 
cola, Fla. 
ASSISTANT manager, wanted for Ver. 


mont branch of fine cash-credit store 
chain: good salary, future opportunity: 
write in full detail. Address “L., 1462,” 
care J C-K. 





YOUNG man, as second watchmaker, fo 
sales, able to do a little typing; oppor- 
tunity to improve skill, with long es- 
tablished jeweler. Address “N. Y 
1530,” care J C-K. 





WANTED; combination man, diamond 
setter and jewelry repairman; perma- 





nent position in fine store: one man 

modern shop, air-conditioned. Address 

‘“T,., 1472,’ care J C-K. 
WATCHMAKER;; first class workman; 


state age, experience, references and 
salary expected in first letter; perma- 
nent; six-day week; paid vacation 
Reich Bros., Jewelers, Decatur, IIl. 





TUCSON, Arizona; opening in sterling 
silver, china and jewelry department. 
for capable, experienced, willing, con- 
senial young lady. Apply Grunewald & 
Adams, 60 E. Congress St., Tucson. 


A 








SALESMAN, with a following in _ the 
Southern States, to carry a fine line of 
diamond jewelry; will not object to 4 
non-conflicting line. The Schumer Bros 
Co., 5 E. Third St., Cincinnati, Ohio. 








SALESMEN wanted to handle sterling 
silver line of men’s jewelry; catering to 
better haberdashers and department 
stores: generous commission. Address 
“B.. 1386,’ care J C-K. 
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SOOO 
HELP WANTED—Continued 














EXPERIENCED jewelers, polishers, drop 
hammer men; references, old estab- 
lished manufacturing concern. Weyhing 

Bros. Mfg. Co., 406 David Broderick 


Tower, Detroit 26, Mich. 








ns 


DIAMOND setter, all around, for well es- 
tablished shop; must be In his early 
30’s; steady employment; good pay; 
state full details. Elm City Mfg. Jewel- 
ers, 865 Chapel St., New Haven, Conn. 








PEARL manufacturer and costume 
jewelry ; domestic boxed line; superb 
quality; requires men with jewelry 
store following; 15% commission. Tri- 
umph Mfg. Co., P. O. Box 365, Church 
St. Sta., New York 8. 








WANTED; first class watchmaker, pre- 
fer one who is also a stone setter, to 
work in a well equipped repair depart- 
ment in one of the finest stores in New 
Mexico. May Bros. Jewelry Co., Clovis, 
New Mexico. 





GREAT opportunity for representatives ; 
famous imported costume jewelry un- 
available since European war (1938); 
state experience, present lines, firms 
represented and territory. Address “P., 
1429,” care J C-K. 





MANAGER; credit jewelry store; South- 
ern California city 70,000 population ; 
good basic salary, plus commission; 
must be thoroughly experienced; state 
full details in first letter. Address “C., 
1449,” care J C-K. 








GOOD jeweler, with from 10 to 15 years’ 
experience, to take charge of a shop; 
married man; fine position for a eca- 
pable man, and with a future: give 
information in detail. Address “‘J., 
1455,” care J C-K. 





SALESMAN, for substantial diamond 
ring and colored stone ring delivery 
line for New England and New York 
States; old established concern, has 
following; reply in confidence. Ad- 


dress ‘“M., 1495,” care J C-K. 





WANTED, top-notch salesman and man- 
ager for fine, active, credit jewelry store 
in Wyoming; must be permanent: good 
Salary ; State experience in first letter. 
— Tom, 207 W. 16th St., Cheyenne. 





EXPERIENCED salesman, with retail 
jewelry store following, wanted by 
manufacturer of an exclusive and 
varied line of ladies’ 14K diamond 
set rings; liberal drawing. Address 


“D., 1388,” care J C-K. 








COMBINATION jeweler-engraver -stone 
setter, for fine old established retail 
store; splendid working conditions; at- 
tractive city and climate: satisfactory 
rid Carpenter-Matthew, Asheville, 


SALESMAN for New York City and en- 


virons; substantial stock of diamond 
rings and colored stone rings; firm 
known throughout country; appli- 
cations kept confidential. Address 
**K., 1494,” eare J C-K. 





WATCHMAKER, experienced: five day 


week; ideal working conditions § in 
Northern Ohio city; permanent job; 
State age, experience, salary expected, 
ry a) letter. Address “R., 2165,” care 
e * Bie 











REPRESENTATIVE for area Denver 


to Pacific Coast; extensive line of 
diamond rings and colored stone 
rings; nationally known; _ replies 
confidential. Address “P., 1496,” 
care J C-K. 





WATCHMAKER; Wisconsin license, able 


to do A-1l work; small store; please 
give experience, references and salary 
expected in first letter. Geo. A. Wuilleu- 
mier, Jeweler, 310 State St., Madison, 
Wis. 





JEWELER, experienced in special or- 


der and repair work, in well estab- 
lished Western New England retail 
store; references required; good sal- 


ary. Address “S., 1431,” care J C-K. 





JEWELER, diamond setter; experienced 


workmen; we can use two additional 
men for steady year around work; 
write, giving full particulars and sal- 
ary desired. Address “Y., 1297,” care 
J C-K. 





WANTED: experienced salesman in 


best pawnshop in Houston, Texas; 
excellent future for willing worker 
and reliable man. Whites Jewelry 
Co., 418 Travis St., Houston, Texas. 








EXPERIENCED salesmen, with retail 


jewelry store following, wanted by im- 
porter of established low priced fine 
Swiss watch line; territories open, 
Texas, Middle West, New York State: 
established accounts will be turned 
over. Address “C., 1529,” care J C-K. 





SALESMEN; for Middle West, South- 


S 


west and South; represent manufac- 
turer; exclusive line diamond bridal 
sets, promotional pairs, loose dia- 
monds; men with following; non- 
conflicting side line acceptable. Ad- 


dress “E., 1419,” care J C-K. 





ALESMAN-manager, top flight position 


for excellent salesman and good mer- 
echandiser, in Middle West; earn be- 
tween $10,000 and $15,000 vearly; 
pleasant surroundings; replies kept 
confidential. Address “V., 1481,’ care 
J C-K. 





WANTED ; top flight manufacturer’s rep- 


resentative on commission basis, to 
handle outstanding novelty line of re- 
ligious goods, pencils with actual relig- 
ious symbols inside the pencils. Write 
“E., 1451,” care J C-K, stating terri- 
torv end details. 


JEWELER, for work on ring sizing, beze! 
and prong jobs and stone setting, and 
one man also capable of engraving 
general lettering; steady employment 
year around; 40 hour week; paid vaca- 
tion: top pay. Write details to, P. © 
30x 105, Huntington, W, Va. 





SALESMAN, for manufacturers’ exten- 
sive line of platinum diamond 
jewelry, outstanding and popular 
priced; must have following among 
retail stores in Middle West and 
Coast; drawing and commission, Ad- 


dress “*A., 1540,” care J C-K. 





SALESMEN with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands ; 
residing in. vicinity; travel by car. 
drawing against commissions; refer- 
ences. Address “R., 2622,” care J C-K. 





REPRESENTATIVE for Southwest, 
Texas, Oklahoma, etc.; complete 
delivery line of diamond rings and 
colored stone rings; have following 
in territory and known nationally; 
state background. Address “R., 
1497,” care J C-K. 





SALESMAN; with following among re- 
tail jewelers, for West Coast and 
Middle West; manufacturer of ladies’ 
and gents’ stone rings, diamond mount- 
ings and wedding rings, in 10K and 
14K, also 14K cuff links and crosses; 
delivery line one grip; commission 
basis. Address “R., 1430,” care J C-K 





TO a top flight jewelry man: we want 
several aggressive jewelry store man- 
agers capable of producing big figures: 
excellent salary, profit sharing arrange- 
ment, and a brilliant future; give full 
details about yourself, age and previous 
experience ; replies confidential. Address 
“F., 1256,” care J C-K. 





JEWELRY managers wanted; we have a 
large group of stores over the country 
and are interested in obtaining top 
flight jewelry men capable of managing 
stores; good salary and profit sharing 
arrangement; give full details about 
yourself, age and experience; replies 
confidential. Address “H., 1257." care 
J C-K. 








A NATIONALLY known diamond ring 
house has several territories open for 
active salesmen, with established fol- 
lowing in Texas, Oklahoma. Alabama, 
Arkansas, Louisiana and Tennessee; 
very liberal drawing against commis- 
sion: all information kept in _ strict 
confidence: our salesmen know of this 
ad. Address “G., 1467,” care J C-K. 








THREE, top-notch diamond ring sales- 
men with high earning capacity; 
ambitious, experienced; will find 
excellent opportunity with us, one of 
the largest and most progressive dia- 
mond ring manufacturers; terri- 
tories open; South, Southeast, South- 
west; give full qualifications and ex- 
perience in first letter. Allison-Kauf- 
man Co., 424 S. Broadway, Los 
Angeles 13, Calif. 





(Continued on page 220) 
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HELP WANTED—Continued 





SALESMAN, to represent a jewelry man- 
ufacturer with a non-conflicting line; 
merchandise consists of wedding rings, 
with and without diamonds, engage- 
ment rings, mountings, emblems, etc. ; 
for any of the following States: Indi- 
ana, Illinois, Michigan, Iowa, Wisconsin 
and Minnesota; good and quick selling 
line; strictly commission basis. Ad- 
dress “‘M., 1456,”" care J C-K. 





SALESMAN wanted; large manufacturer 
of popular priced line of silver plated 
hollowware is open for good represen- 
tation, for the States of Virginia, North 
Carolina, South Carolina, Georgia and 
Florida; only those who have a fol- 
lowing and can produce results need 
apply ; commission basis; no objection 
to one or two side lines. Address “M., 
1428,’ care J C-K. 





SALESMAN wanted for Chicago, and 
one for Denver and their surrounding 
territories; we manufacture diamond 
single stone rings, wedding rings, dia- 
mond watches and attachments, in 
platinum and gold; splendid opportu- 
nity for honest, conscientious man; lib- 
eral commission: non-conflicting line 
acceptable; all replies conficential. Ad- 
dress “R., 1477,” care J C-K. 





SALESMEN wanted for Mid-west and 
Pacific Coast territory; well - known 
manufacturer’s line of rings and mount- 
ings; lucrative, long established ac- 
counts; commission and drawing ac- 
count; full house cooperation; splendid 
openings for ambitious salesmen look- 
ing for permanent connection with re- 
liable manufacturer. Goodman & Co., 
— Washington St., Indianapolis 4, 
nd. 





EXCELLENT opportunity, for gentle- 
man as manager of successful jew- 
elry store; middle road store in 
Southern city; we want topnotch 
man and we are willing to pay com- 
mensurate salary; must be top sales- 
man, merchandiser and have gen- 
eral stock accomplishment; write us 
good, full letter your history; will 
hold in confidence. Address “C., 
1417,” care J C-K. 





WATCHMAKER, A-1; we employ nine 
people and specialize in the service and 
sale of watches; no trade work; we 
need a fast, high grade repairman who 
can take over our repair department 
and be a key man in a young, progres- 
Sive business, located in a fast expand- 
ing city; lake and mountains at your 
door; if you can stand the damp Win- 
ters in New York City you will welcome 
the dry ones here. Write, Bill Hazelett, 
Tick-Tock Shop, Burlington, Vt. 





SALESMEN:; an old established diamond 


and watch importing firm has terri- 
tories open for salesmen with good 
following, to cover the retail jewelry 
trade and premium house-to-house con- 
cerns with outstanding diamond watches 
and diamond ring sets, in conjunction 
with a regular competitive priced and 
nicely packaged watch line; drawing 
arrangement with good commissions to 
the proper men; no objections to non- 
conflicting lines; replies confidential. 


Address “Y., 1525,” care J C-K. 








—— a ee 
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JEWELRY representative; one of the 


oldest and largest watch attachment 
firms is realigning its distribution 
for the New England and New York 
State area; the man we want is prob- 
ably now employed and has been 
calling on the retail jewelers and de- 
partment stores in this area; he 
must have three or more years ex- 
perience and is looking for an op- 
portunity to establish himself with 
a top organization; substantial drew 
against commission. Address ‘M., 


1473,”’ care J C-K. 
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For Sale 


Stores, Stocks and Businesses 





FOR SALE: modern store; clean stock; 


four blond cases, tools, material; cost 
$4300, sell for $2500; your location. 
R. E. Lyons, 1231 Aloha Lane, Clear- 
water, Fla. 





SMALL, modern jewelry store in South- 


ern Montana; Milwaukee watch inspec- 


tion; good volume; sell because of 
health; $15,000. Address “B., 1535,” 
care J C-K. 





FOR SALE; well located central Wyoming 


jewelry store: growing city ; good lease; 
inventory $35,000; must deal before 
February 15. Address “F., 1502,’’ care 
J C-K. 





JEWELRY factory, light, to sell or rent; 


all equipment; centrifugal casting; dies 
for watch cases and watch attach- 
ments; very cheap. Address “N. Y. 
1507,” care J C-K 





JEWELRY $store, 


Fort Worth, Texas; 
exclusive location, leading franchises; 
repairs $12,000 per year; two year pay- 
out for a lifetime business; stock, fix- 
tures, equipment, $20,000. Address “B., 
1539,” care J C-K 





MODERN, air-conditioned jewelry store 


with no competition, in one of Dallas’ 
busiest suburban’ shopping centers, 
doing over $60,000 a year; will sell 
with or without stock. Address “B., 
1414,” care J C-K. 





JEWELRY store for sale: 


due to ill 
health I must sell my store; very mod- 
ern and well established; selling price 
very reasonable. Michael Mignella, 
Santa Fe Time Inspector, 135 N. Cortez, 
Prescott, Ariz. 





WHOLESALE jewelry business in Phil- 


adelphia, established 35 years; ex- 
cellent rating; annual profits in five 
figures; wish to retire; capital re- 
quired, $75,000 to $100,000. Ad- 
dress “R., 1427,” care J C-K. 








LONG established jewelry engraving and 


trophy business; small stock jewelry; 
owner retiring; Northern New Jersey; 
low overhead; trade and private cus- 


tomers; wonderful opportunity for 
right man. Address “L., 1422,’ care 
J C-K. 


LEADING cash _ jewelry store; Long 
Island town of 20,000; sales can be 
doubled with credit; more repairs thay 
can be handled; good prices; eon. 
pletely remodeled; new fixtures; mod. 
erate rent; good lease; $39,000 casp 
Address “M., 1463,” care J C-K. 





re. 


CASH jewelry store with minimum Stock 
and fixtures; established repair depart. 
ment; franchises for good lines; no 
accounts receivable or payable; choicg 
location in small industrial city jp 
South Carolina; priced for quick sale, 
approximately seven months gross re. 
ceipts. Address “R., 1404,” care J C-K 





ee, 


JEWELRY store, modern, established 
two years; shopping center for 
Camp Pendleton, largest U. §, 
Marine Base in country; clean stock 
of name brands; jewelry and watch 
repairing; low overhead; will sell 
for cost, due to illness. Funk’s Jey. 
elers, Oceanside, Calif. 








VIRGINIA; modern and only jewelry 
store in attractive small Southern town, 
Chatham, County seat; national lines 
silver, china, crystal, watches; gift de- 
partment; gross sales over $37,000; 
inventory and fixtures, $35,000; good 
lease available; sale to settle estate. 
Apply. American National Bank & 
Trust Co., Danville, Va. ADM. Tel 5000, 





a eee, 


FACTORY for sale, because of illness; 
I. S. Manufacturing Co., 83 Canal St, 
New York, selling out; established 
jewelry business fully equipped for 
manufacturing; a complete casting de- 
partment, stamping, rollers, polishing, 
molds, models, plus many other articles 
which cannot be described; could be 
sold complete or by pieces. 





For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





FOR SALE; Watchmaster, serial No. 
10821; one owner and like new, $450. 
D. R. Sarrels, Childress, Texas. 





FOR SALE: engraving machine, New 
Hermes, two arm; purchased new 1948 
for $405; excellent condition ; immedate 
delivery; price, $225. Davies, 
Falls City, Neb. 





Business Opportunities 


a 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 











LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone: Tyler 
6-0439. 
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BUSINESS OPPORTUNITIES—Cont, 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 


15. 








M- C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





— 


AUCTIONEER; 10. successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
detatils see our advertisement on 
page 33. 





FOR mutual benefit, wish to contact 
jewelers who have had a sale conducted 
by outside sales agent or sales enter- 
prise, in the past 18 months; also 
jewelers who contemplate such a sale. 
S. E. Riley, 110 So. Main St., Livings- 
ton, Mont. 


WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet, Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 








SAMUEL GANSBURG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices: bank 
and trade references of the hichest 
character. Write. 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





ATTENTION Mr. Jeweler: want to sell 
out, reduce stock, raise cash, removal, 
remodel. Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors: we 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 years’ 
experience in over 500 stores. 


——— 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 

__ brook 3-8044. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the last two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, ‘Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. See page 161 for addi- 


tional details. 


AUCTIONEER V. C. Kelley ; do you want 
to sell $10,000 or $10U,000 worth of 
jewelry tor spot cash; this is not an 
exaggeration, it is a fac.; 1 am doing 
just that ror other jewelers right along, 
and your store is no different than 
these listed; nmve Lottis stores Pitts- 
burgh, Omaha, Chicago, $250,000; two 
Shaw stores, Lima, Ohio, Knoxville, 
Tenn., $70,000; Sterling Jewelry, Cin- 
cinnati, Ohio, $60,000; Roberts Jewelry, 


Springztield, Vhio, $40,000 ; Rogers 
Jewelry Co., Peoria, Ill, $380,000; 
Brackin’s Jewelry, Pensacola, Fla., 
$100,000; Stewart's Jewelry, Little 


Rock, Ark., $30,000; Dame & Wilson, 
Richmond, Ind., $60,000; Chandler’s 
Jewelry, Athens, Ga., $20,000; Scott & 
Bousquet Jewelers, Montreal, Canada, 
$150,000; over a period of 25 years 
Kelley Auctions have gained a reputa- 
ion of such uniform success that today 
we maintain unrivaled leadership in 
our line of endeavor; all sales are 
conducted under my personal super- 
vision and with the aid of an able 
associate, giving you the highest de- 
velopment of modern auctioneering and 
a mastery of salesmanship under which 
a misfit sale is impossible; now, why 
wouldn’t you be interested in a clean 
business transaction of this’ kind; 
should you engage my service, I will 
get you top dollar and pledge you a 
most successful sale; write or wire 
today. V. C. Kelley, 7322 N. Ridge Ave., 
Chicago, 45, Il. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 229 
W. Fifth St., Los Angeles 13, Calif. 





THE New Hermes engraving machine; 
must be in good shape and price right; 
state what equipment goes with it. 
O. KE. Day, Mohawk, N. Y. 





WISH to purchase jewelry store of good 
reputation, in Eastern or Central Penn- 
sylvania, one carrying good top quality 
lines and well established. Address “A., 


> 


1537,” care J C-K 





CASH for watches, movements, solid gold 


cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 


staking tools, etc. T. D. Sweazey, 2018 
W. North Ave., Chicago 47, Ill. 





WE will buy one or more stores in Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama or 
Tennessee; we will take over your 
lease and pay you top cash price. 
Address “*A., 1412,” care J C-K. 








AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers; 
my new service embraces the sale 
of jewelry stores in bulk, as well as 
by auction sale; we call in our stock 
buyer, capable of paying up to a 
million dollars for a store, and he 
will make you an offer; we help you 
drive as good a deal as possible; will 
come and see you at my expense, 
join in family or administrative con- 
ferences, then advise what we think 
is best way for you to liquidate your 
business. Thomas J. Faussett, How- 


ell, Mich. 


WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry. 
rings, diamonds, etc., correspon- 
dence invited; references; Houston 
National Bank, Houston, Texas, 
Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 6th floor ‘M&M Bldg., 


Houston 2, Texas. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





(Continued on page 222) 
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: eh - TWENTY-FIVE years’ experience in 

(Continued from page 221) fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 


WANTED TO PURCHASE—Cont. ing; Watchmaster machine — 
onLsie accurate timing; work guaranteed; MI : 

- , delivery three to six days; price list agazines E 
WE’LL buy it; lock, stock and barrel, upon request. H. Spielman Co., 9 | 


or part, if you wish, providing, of Maiden Lane. New York 7, N. Y. 
course, that it’s jewelry and belongs Worth 4-3377. . 
in a jewelry store; what’s more, with the 
we'll pay cash for it without hem- 


ming and hawing; wire or write your 
proposition or call. Ref.; Jeweler’s RARE SEPA NEP LR ELAR ELE ELL LAL LELLDE TET 








































































Board of Trade, Dun & Bradstreet, : mM 
Manufacturers Trust Co., N. Y. Special Order Work and ost 
Frank Pollack & Sons, since 1905, . d 
72 Bowery, New York, N. Y. Phone Repairs for the Trade 


Canal 6-2854. classified | 


ALL style beads restrung, plain or 
knotted: prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 


St., Shillington, Pa. advertising 














To Let 











PHOTOGRAPHY, on gold, sliver, or plati- 


PART of office, suitable for jewelry rep- num: book locket miniatures our spe- are the top 





resentative, diamond setter or watch- cialty. Carman Art Co., 15139 Glaston- 
maker. 17 William St., Newark N. J. bury Blvd., Detroit 23, Mich. 
Ma 3-1895. 





a 
EASY profits; ring stone replacements; Magazines 


send the ring we will furnish the stone 
and have it set; also Titania and Opal : 


loose or mounted. Ace Lapidary Co., 
Watch Work, efc., for Jamaica, N. Y. 


the Trade a _ In) their fields. 


—__—— PEARLS and beads restrung, knotted, 




















woven; rosaries repaired, refinished : JC : 
FINE watch repairing for the trade: right prices, prompt service, monthly -K 
work guaranteed and _ electronically billing; we specialize on mail orders 
timed; fast and reliable service. Joe our business is nation-wide. Woodman’s. 
eae. 9 Broadway, Saranac Lake, 55 B. Eddy St., Providence, R. I 
i: me 





has the 








COMPLETE jewelry service, diamond 


COMPLICATED and regular repairs ac- setting, sizing, special orders, re- 


cepted for complete or partial work: . ° Ls: “ . 

trade price list on request. Howard pairs, polishing and rhodiuming ac- 

Simon, Huron St., Lake Ronkonkoma, complished with speed and guaran- most 
N. Y. teed workmanship. Evans & Co., 36 


W. 47th St., New York 36, N. Y. 


SPECIALIZING in repairing chrono- classified ads 








graphs and all types of watches; all STONE encrusting, engraving and 
watches timed by the Watchmaster ; drilling precious and semi-precious 
fFuaranteed service: I. Altay, 22 W. t f sshed d fi 

48th St., New York 19. N. Y. stones turnished and cut to fit your 





rings; lodge emblems encrusted and : h . | 
engraved; coats of arms; mono- In C e jewe ry 
grams and initials; military insig- 


COMPLICATED and plain watch repair- nias; fraternal emblems; stone 





ing; chronograph cleaning, $8: watches ° A 
timed on Watchmaster, one week’s ser- ae ~ 50 y wa ig Pec k t! | 
19, N. Y. Gedney 6-5300. feld & MehlIman, 108 Fulton St., 


New York City. 





BOSTON, Mass. ; expert and guaranteed 
watch repairing; prompt service; prices 
on request: mail orders invited: David THE 
Migdal & Co., 109-B Summer S8t., Tel. 


sosenans Miscellaneous JEWELERS’ CIRCULAR - KEYSTONE | | 
‘A Chilton ® Publication 



































BOSTON, Mass.; guaranteed trade watch WATCHMAKERS’ JOURNAL: contains 
repairing; fair prices: watches elec- valuable information for watchmakers 
tronically timed: efficient, dependable and “sence ll Me + Say FP —> copy 100 E. 42nd Street ; 
mail service; prices on request. Sidnev 20¢. Dean Co., 7% N. antic Avenue, 
C. Gordon, 333 Washington St. . Daytona Beach, Fla. New York, N.Y. | 
KNOW your vibr . ‘ty WINTER’S School of Engraving; home NIP. . 
da ae bility: yt quality, tl study enrollments now accepted for : i 
ne > | rating, staining, 1953; choice of three courses; improv- : 
jeweling; mail direct; same day ser- ers short course plan one and two; : 
. ° . . . ’ beginners plan three; full course 52 ; 
vice. Hairspring Vibrating Co., 406 weeks Write today, Albert A. Winter, 
32nd St., Union City, N. J. 2605 W. 82nd St., Chicago 29, TIl. 





ss, 








222 THE JEWELERS’ CIRCULAR-KEYSTONE 





aa ee ee 





INDEX TO ADVERTISEMENTS 


aw 
hams, Raymond ....--+++++eeee 109 
pec Watch Crown i pcan eeku wean - * 192 
sisenstein & Gordon, ree 120, 130 
‘Ajsenstein, Louis, & Bros., Inc. -+. 214, 47 
\lberts’, I, Sons, Inc. ...--------- 128, 130 
Alice Jewelry CO. .---s-+-seeee ee eeeee 196 
‘American Jewelry i oo 30 
American Telephone & Telegraph Co. 28 
American Time Products, Inc. ....... 205 
Anson, INC, ..eeeeeeeee rere crete e sete: 7 
AMtiIN’S ..cccccceesecccrcesressereseces 197 
Arbor Jewelry CM ceenecee settee eee ees 195 
Arch Crown Tag & Stamping Co. .... 168 
Aristo Import Co. ...eeee eee rere eeeees 195 
Arlen Trophy Co., , seetesoeeseeewe 166 
Armburst Chain Co. .......eeeeeeeeee 30 
Arnstein rr DEO ciecseeeenens sees 68 
Asiatic Art Jewelry Co. ........+-.+-. 193 
Atlantic Plastics Co. .......-.eee eens §2 
Atlas Chain Co. ...-ccceeerceseccevees 30 
Beret Proe., TRG. ..0ccccccnccccvess ssa OC 
B 
Babcock Box Co., Inc........... 112a, 112b 
Baker & Co., INC. ...-..seeeeesseccees 7 
Baldwin & Miller Co. ................ 13 
Ball, The, CO. ..ccececcscccccccccececs 130 
mation, B. A.. & Co., INC. ....ccccece. 59 
Barber & Sluis .......... oe eeeeeesuea 171 
RBauman-Massa Jewelry Co. .......... 130 
Beattie Jet Products, Inc. ............ 172 
Beatty, Carol, Co. ......cccccccccccess 172 
ee 199 
i Se, kg 5 nk bebe seb 4e oon eeees 172 
0 ee ree re 189 
eee BT, cccccesisdevavesuns 50 
| Sarerrrer rere ere rere ee ree 18 
B. M. Pearl Importing Co. ........... 127 
, TE bbb 4 6660s 0ck oes ccencasa 202 
ee. GE, Be GO. ccc ccccccveccsnccen 182 
CO, iis bcc ccancnesesteadanes 125 
Borgefeldt, George, Corporation....152, 203 
ee, Ts Gs TN. nk ot cwcccsavacs 190 
Bowman Technical School............ 211 
Bradley University ........ccccccccces 199 
Braunfeld & MehlIman................ 189 
le I GO vce cncceccnsecneecesea 18 
Briddell, Chas. D.. Ine. ............... 149 
Bristol Seamless Ring Co. ............ 9 
Brodegaard, R. F., & Co., Ine. ....... 2023 
SO, BOI Bn wc cccecescccccucces 117 
Bromwell, D. L.. INC. 2... cccccccccccce 196 
Bruner-Ritter, Inc. ................... 21 
A a ne 131 
POUECOTTIONE FAPOR. 2 nik cccccccccsccce. 131 
Cc 
Cs TO, sn cckecccdsddes iihetenwes 61 
Catamore Jewelry Co., Inc. .......... 10 
Central Watch Co. ...ccccccccccccccce 198 
ee & Supply Co. 197 
Charm Craft Co. 100.2221 183 
Chatham Research Laboratories 209 
Chinese Jade Corp. ............ ee 171 
i a alle igs Airtemp Division..... see 
Clausin, S. H., & Co. Tne 0 131 
Cobb, W. R., & Co. .......000 168 
Coehler, Henry, Co. .............000 7° 188 
Cohen, A., & Sons, Inc. .............. 41 
Cohen, Hyman M. .................... 131 
Coneord Mfe. Corp. EPL ho 30 
Cooper, Jos. B., & Sons, Inc. ......... 15 
Copeland & Thompson. Inc. ........__ 154 
Coro, Ine. ............ ee, Peering 49 
tsa John J., Co. ...... . wey 51 
Trosiey Corp. ......... 4a. 64h, 60¢ "160 
Croton Watch BE aa aoe ede te wale a — ae 
Cyma Watch Co. ................... 42, 43 
Dauer a ky a 195 
tg & Sons Manufacturing Co... 183 
DeBeers Consolidated Mines, T td wa "97 
Dible, Graham W. .... re 209 
Dinhofer, MT inns eeanuncusncsonu: 169 
Dirilvte Co” nf America, Ine. |.210.22) 138 
it Juan Watch Bands a re 199 
ormeyer Corporation ............... 157 
E 
Eichberg & Co., Inc. ................. 101 
Elgin National Watch Co. ............ g 


Eterna Watch Co. of America, Ine. .. 40 


Excell Mfg. Corp. .................... 30 
" E 

Feature Ringe Co. Levee TTeT eee ees Oe 
Federal Chain Co. ................... 30 


FOR FEBRUARY, 1953 





WateamGete. JOG Be ccccccasvesecaneses 189 
Wpemem, BD. Biss Ge cc ccccccscccccccvess 131 
Wines, 2. Wh, Ge Ge cs ncccsccnccesieces 169 
ee Cr Oe gcse cneseseeseneceses 3 
Flex-Let Corp...32a, 32b, 32c, 32d, 32e, 32f 
WhimtriGee CRIM CO. ..ccccccccccccccs 154 
Wepre Ge Coes BR. cnc ccc cccceesece 202 
Poretmer CRAM COP. ..cccccccccccces 19 
Foster Metal ProductS ............. 12, 13 
Pres GPE, nc cccescesccucseces 138 
PORE SOMO GOs ccnkccccaccecsoses 57 
Chamamed WMieetrts GO. cc ckccacsectscscs 63 
ce 8 rea 131, 200 
CI, Tice BEDE co ccccccieseccenesene 195 
Gladding, McBean & Co. ....... 144a, 144b 
Gobiierm, Bem, B CO. 2. cccccccscccscce 122 
SS TT Te eT eer eC Tere . - 125 
Goldsmith Bros. Smelting & Refining 
eer nn ee eee 181 
Cee eee, Oe... once secndsnsensus 30 
ee Me nn on 6cnceeeaseasua 32, 168 
Goodman, Julius, & Son.............. 166 
en sac uecaus caneeeeewe 33 
SN ode ce abanesedaeceneeed 132 
n,n cc enkeeciee ee smeniins 199 
eee en eee kee 193 
Granat Manufacturing Co. ........... 55 
H 
ee ee,  ,  Coswcaceseesseases 132 
DEO WEE bc cccccccccccccece 4 
ee ee e.g ccc ncdaesaeene 132 
Peemay @ BOTA, EMC. 2. ccccccccccce 16 
Peres Ge Gs, TO. occ ccctaccccsceca 203 
Heirlooms of Tomorrow.............. 154 
a ee 
SS PPP re Teer ere Ce ee 201 
Herschede Hall Clock Co. ............ 115 
Hertel, William & Co., Inc. .......... 191 
PeOyOem, GCOCRT, GB BPOM 2 cc cc ccscccce 113 
a ee Se Oks ceeace css dwaaeendan 168 
Holmes & Edwards....Inside Front Cover 
Pawrsomre, Fe. Gi, G BOMB... cc ccvcccces: 132 
| 
Imperial Pearl Syndicate, Inc. ........ 111 
International Nickel Co. ............. 65 


International Silver Co. 
Inside Front & Inside Back Covers 


J 
ee, Te SO nnn kin cnccdwrcciné 200 
Jacoby-Bender, Inc. 
l6a, 16b, 16c, 16d, 16e, 16f 


Jewelers Mutual Insurance Co. ....... 186 
J. M. S. Jewelry Mfe. Co. ......cccece 11 
K 
s,s SO ng oo 0ncneke-eeus 107 
Karlan & Bleicher, Inc. .............. 5 
Kastenhuber & Lehrfeld, Ine. ........ 160 
Keepsake Diamond Rings......... 104, 105 
Kingsley Stamping Machine Co. ..... 154 
EE I OS new anctedunseeeseeceecn 197 
Og ee eee 196 
Kreisler, Jacques, Mfg. Corp. ........ 29 
pg ER 6 EE 5 er 30 
Kushner & Pines, Inc. ............... 39 
a 
Landers, Frary & Clark, Inc. ........ 31 
=. ere 38 
ees eee ee 211 
pO PS TT ee Te TT Tee 124 
Lewin, Williams & Saylor, Ine....... 24 
RS oo ee eee ee ae eee ed 211 
Ere ee ee ee 189 
RAO Ti BU. oon ccc ccc aiasdieucess . 187 
See EE a pc desadedadaddieeeees 22. 23 
Little, George F., Management....... 145 
a, Se a, Ge Cnc nkkeeeseeiur 132 
Longines-Wittenauer Watch Co. ..... 70 


M 
Machine Chain Manufacturers Assn.. 30 


Maddock & Miller, Inc. .............. 202 
Mannheimer Watch Co. .............. 132 
Demme GE GMT, 6c cc cc ccasccececs 189 
ee, OE ce EG 6 ced cccdecancecs 17 

Mpc cndneeeeégeswas 199 
McGraw Electric Co., Ine. ..........26, 27 
Michigan Dial Refinishing Co. ........ 198 
Midhurst Importing Corp. ............ 203 
Miele JOWOIy CO., BMG. cccccccccscion 46 
Modern Technical Supply Co. ........ 191 
Monarch Marking Svstem Co. ........ 167 





N 
pe rere 190 
National Cash Register Co. .......... 207 
ee fr oe... tc cueebeseeue 30 
National Society for Crippled Children 
ES OS ee ee ee 201 


National Wholesale Jewelers Ass'n... 48 
Neptune Cultured Pearl Syndicate.... 124 


Newall Manufacturing Co. ........... 198 
New Hermes Engraving Machine 
| ARR oa Pr ere er ore ar 184 
6 og a eke cee eee ee andeeeces 196 
Dee Se GO gcc cccccenceceeeses 121 
Northampton Cutlery Co. ...........- 164 
Te, Us Bee GM éccececcasscteeseeces 172 
Oo 
Oneida, Ltd. ...34, 35, Outside Back Cover 
P 
a Bs OO, nk o0s6ede seen eeeeeuns 133 
Pemioom, Beemey, B COs .cccccccccccese 198 
Pesssees. 2a. G.. & Ci, BG. ccaceseces 133 
Philadelphia College of Horology..... 197 
We, SN, GO. occ cccceeescccees 133 
Pictorial Paper Package Co. ......... 155 
I gin nn dcacesoseeeecesens 30 
Pittsburgh Pilate Glass Co. .... cece 209 
Pr, SS fe kcccecccctveneaseceuenes 30 
R 
i eR Be Oi soos 040 04nsseenene 118 
ee, Te, Wig GG. 6 oc cence ssccscenes 133 
Richheimer, Jerome ........cccccceces 107 
Rivkin, Morris, & Sons, Ine. ......... 45 
Robinson & Sverdlik, Inc. ............ 114 
Ronson Art Metal Works, Inc. ....... 9] 
Royal Tag & Label Co. .........eceee. 194 
OM vn cchancensaeccdesedubecece 203 
S 
Sacks Merchandise Mart.............. 192 
Sarkin, David, Inc. .......cccccccccces 164 
eee: A Be, 2c cekeeteseeneeneeenee 1 
Saunders, Alexander, & Co. ........-.. 192 
Cee Ee Bas CA 2406s cececesinencees 133 
wn nck ec eeetéeeeseseees oenaeed 116 
ee Dy . .  non nee eeaetecaceneeees 200 
ee we | ke tanedeaseaseascges 171 
Retain TOG, COk .. oc ccccsccceescees 200 
Ramee 2 GC. Be Bina ccccesscceves 185 
Schwab, Henry. Lapidary, Ine. ...... 191 
Seventeen Magazine .......-.csccccees 151 
Seymour BMife. Co. .......scccccccccces 194 
SS Ap Me . Saeerrrr rrr eT ee 194 
Silverman Sales FEnterprises.......... 161 
ee Se Ee, cag canes aneneseses 6 
rs en. ncn ec adnneenneoesconns 56 
Smyth, Albert S., & Co., Ime. ........ 196 
En a en enean eee segenees ceeenens 189 
Stephen Products Co. ..........+eee+- 192 
Stranger. Herbert W. .......--ccccees 194 
Straub, Paul A., & Co., Inc. .......... 53 
Gemetion? CRO CO. cc cccccccccccceces 127 
ees Te eC oion kc e0eeeeeand 195 
CO BO, gnc ccc eeeseennenesens ees 198 
ines: Bee CM. Cc ckisounceteessounnes 30 
Swirsky & FEblriich.............eeeeee: 93 
7 
Wenehaw GO Wet: BGs. os ccccecescceece< 64 
Passe Wathen Cb. «.ccccccecceeeecseoes 165 
Trifari, Krussman & Fishel.......... 44 
U 
Tmited@ Clookt COPR. <cccccccccccccccces 58 
tnited States Time Corp. ...........- 147 
Tniversal Chaim Co. .....-cccccccccces 30 
Universal Escapement Ltd. .........-. 54 
V 
Woltamte, TMG. 2... ccccccccccccccccovess 60 
WwW 
Wallenstein-Mayer Co. ........... 133, 200 
Waltham Watch Co..128a, 128b, 128¢, 128d 
Want Advertisements ...........-- 216-222 


Watchmakers of Switzerland 
48a, 48b, 48c, 48d 
202 


Wedgewood, Josiah, & Sons, Inc. ...... 


Wefferling, Berry & Co. ......--+-++5:- 23 
Wihetes Ge GOR sc cc cc ccccccccecccosces 30 
Wells Manufacturing Co. ....-.-++++5- 194 
Winston, Harry, Inc. ........e-eeeeeeee 103 
wWeood. J. FR... & BOMB. ...cccccccceess 66, 67 
Z - 
Zenith Radio Corp. ......-.--eeeeeeees 159 


223 








Lad Ga GBeeeluoiorn s+. 


WHO SAID "CLEAN UP THE MESS"? 


Ten days after this is written we shall have a new 
President in the White House. Businessmen in general 
are looking forward to the event. Not merely those busi- 
nessmen whose only interests are reductions in Federal 
controls and taxes but those solid citizens who still 
believe that their Government should be “more inclined 
to trust in the enterprise of the people to create employ- 
ment, maintain a prosperous economy and raise the 
standard of living.” The quote is from the just-released 
annual report of The National City Bank of New York. 

Certainly there will be less of a paternalistic attitude 
on the part of the new administration; there will be 
more dependence upon the enterprise of the people in 
solving their own problems. 

In this light let us consider one of our own vexing 
problems of the moment—that created by discount cata- 
logs which offer Fair Traded items at less than mfr.- 
advertised prices. Printers Ink magazine carried an 
excellent editorial telling of the plight of a jeweler in an 
industrial town wherein was located the factory of a 
concern which is “tough as it can be in making retailers 
maintain the price of its own goods.” Yet, that company 
(through a credit union) makes it possible for its em- 
ployees to buy jewelry and electrical appliances on credit 
at wholesale prices. 

Said the jeweler who was affected, “And that company 
talks about Fair Trade.” 

We agree that’s hard to take. But why take it lying 
down? Why depend upon the effectiveness of laws alone. 
Isn’t it time we stopped looking to the manufacturer, the 
wholesaler, the Government, anybody or everybody else 
to solve our problems? 

For example, did this jeweler go to the president of 
the company manufacturing the Fair Traded item and 
point out the inconsistency of the president, prosecuting 
price-cutting retailers, who were only selling just such 
buyers as the manufacturer himself was spawning in 
his own plant? 

Actually, we know of a case where (many years before 
Fair Trade «= big industrial city became infested with 
discount catalogs, operating through the purchasing de- 
partments of the various plants in the area. The jewelers 
of the city didn’t just cry for help from outside, but 
appointed their own committee to visit with the presi- 
dents of the manufacturing companies and point out to 
them the unfairness of such a setup—talking as one 
businessman, one taxpayer to another. As a result of 
this enterprising action of the jewelers, the situation was 
cleaned up in six months. 

Speaking of cleaning-up, sometimes the best place to 
start is among ourselves; we and our fellow merchants. 
Returning to the National City Bank report, we quote, 
“the responsibility (under the new administration) for 
sanity of economic behavior falls more largely on indi- 
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viduals and business.” Certainly there is no Sanity of 
economic behavior, as far as the jewelry business ig cop. 
cerned, in exhorbitant markups. This is a form of 
psychosis with a strong tendency toward self-destruction, 
Even if one can sleep at night with the aid of pills, hoy 
long can a retailer get away with the lies which mug 
accompany such sales? 

And speaking of lies, there comes to mind those seller; 
who place fictitious prices on their merchandise, so }t 
can be advertised at “Half-Price!” 

In this connection, a company in our industry, last 
month had the searchlight of the Federal Trade Commis. 
sion thrown on it. This FTC citation of a complaint, 
charged that a ring manufacturer had nationally adver. 
tised (and tagged his products) with fictitious prices, so 
his retailers could advertise them at half price—with 
full markup. 

It is gratifying that the Better Business Bureau and 
our industry’s self-policing organization, the Jewelers 
Vigilance Committee, were active in bringing pressure 
in this case. Said Gustav Niemeyer, Chairman of the 
Committee, “There is no type of advertising that so 
directly affects the consumer and undermines confidence 
in the jewelry industry as fictitious pricing. The cus. 
tomer . . . not only gets mad at the advertiser but loses 
faith in the integrity of the entire industry.” 

And speaking of misleading the public, there are those 
phony “awards” which manufacturers use to indicate 
they have won recognition on the basis of a contest, when 
there was no open contest but merely a “selection” made 
by some person or persons connected with the awarding 
institution. 

Such practices are reminiscent of the long discredited 
commercial axiom “the public be damned.” 

Now, we elected a president in the hopes of bringing 
sanity to our Washington Government. He can’t do it 
alone. He and all the fine businessmen with whom he 
has surrounded himself can’t do it unaided. It will take 
the combined strength of businessmen, big and little to 
ferret out the bad principles that have crept into our 
business morals. In the jewelry business WE must all 
work together to clean out those who would destroy a 
business dependent upon the sustained confidence of the 
public. WE must do it. 

And so we close with a warning statement from the 
Bank report referred to above. 

“The year before us is likely to test the capacity for 
self-discipline of the people and the business organiza- 
tions of this country.” 

In the glare of this, let each of us prepare ourselves. 


CIRCULAR- KEYSTONE 


Editor 
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847 ROGERS BROS. 


America’s Finest Silverplate 
invites ‘you to participate in 


April launching 

e magnificent 

ew pattern that 
climaxes 106 years 
of craftsmanship 


in silverplate 








The 1847 Rogers Bros. Girl 


Your 1847 “Rogers Bros. representative 
and silverware distributor will 
present the full story to you! 





A Product of The International Silver Company 
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53-piece service includes: 


16 teaspoons 8 salad forks 
8 oval soup spoons’ 2 serving spoons 
8 knives 1 butter knife 
8 forks ] sugar spoon 
1 cold-meat fork 


Merchandising aids at 


NO EXTRA CHARGE! 


Magnificent 3-dimensional framed color dis- 
play of Jon Whitcomb girl. Ideal for win- 
dow or interior. Small cards included, to 
display with chest or large framed picture. 


PRE-SOLD in LIFE magazine 


Dramatic full-page, full-color ad on Life’s 
inside front cover, April 27 issue! 23,900,000 
readers, including your home-town cus- 
tomers, will see this beautiful new “‘Aris- 
tocrat”’ chest! 








For your greatest 
bridal selling season! 


N 
THE COMMUNITY 
“ARISTOCRAT” CHE 


53-piece service for 8 


ONLY 


A CHEST 
WITH 
FIVE GREAT 
SELLING 
FEATURES! 


HA.’ how the new Aristocrat chest will 
help you sell! 


1. Mahogany finish—solid wood chest. 

2. Solid brass fittings. 

3. Kenized* anti-tarnish lining of rich 
green velvet. 

4. Full 18 inches wide. 

5. $18.00 value—no extra charge to your 
customers with 53-piece service. 


Service includes 8 place settings and 5 essential serving 
pieces. There’s plenty of room left for extra pieces, too 


Holds over 100 pieces. 


Available with all 5 patterns including new 
White Orchid.* : 


COME ALONG WITH 


( 


THE FINEST SILVERPLATE Lu 





